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 1 
 
ABSTRACT 
 
The purpose of this thesis is to examine the relationship between cultural values and the 
factors of service quality expectations, perceptions and behavioural intentions among Middle 
Eastern tourists in relation to Gold Coast accommodation. The literature is relatively silent in 
terms of examining these issues. Therefore, to address this gap, the present thesis examines 
the relationship between cultural values and each factor of expectations, perceptions and 
behavioural intentions of the Middle Eastern tourist in relation to the quality of Gold Coast 
accommodation services. The research is guided by a conceptual model that is underpinned 
by theories on cultural values, service quality and behavioural intention drawn from tourism 
and marketing management. Thus, the three research questions driving this thesis are: ‘To 
what extent do cultural values impact on the expectations, perceptions, and behavioural 
intention of the Middle Eastern tourist in relation to accommodation service quality level at 
the Gold Coast, Australia?’, ‘To what extent do cultural values impact on the expectations, 
perceptions, and behavioural intention of the Middle Eastern tourist in relation to 
accommodation service quality level at the Gold Coast, Australia?’, and ‘To what extent are 
gender, age, education level, profession, country of origin and cultural values predictive of 
each factor of expectations, perceptions and behavioural intention among the Middle Eastern 
tourist?’.  
The conceptual model of this thesis was tested by conducting ‘Hierarchical multiple 
regression’ to identify the relationship and the prediction between the demographic variables, 
cultural values and service quality expectations, perceptions and behavioural intentions. The 
result shows that the demographic variables and cultural values are predicting 20% (R 2 = 
0.20) of the service quality expectations, 10% (R 2 = 0.10) of the service quality perceptions 
and 8% (R 2 = 0.08) of the behavioural intentions among the Middle Eastern tourist. Thus, 
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this thesis result confirms that there is a significant positive relationship between the cultural 
values of the Middle Eastern tourist visiting Australia and the tourist’s expectations, 
perceptions and behavioural intentions in relation to the accommodation service quality level. 
As a result, the gap in the literature will be filled in this research area. In addition, the tourism 
and accommodation sector will be provided with valuable information about this thesis’s 
sample characteristics. This may contribute to the industry meeting the expectations of Middle 
Eastern tourists and fill the gap between their expectations and perceptions, which may in turn 
contribute to attracting more tourists from the Middle East.  
The findings of this thesis extend and consolidate previous research (e.g. Tsaur, Lin & Wu 
2005; Tsoukatos & Rand 2007a) by examining the relationship of cultural values with service 
quality expectations and perceptions as well as behavioural intentions. For the first three main 
hypotheses, the findings of this thesis support and extend previous research, which proposed 
that there is a significant positive relationship between cultural values, service quality 
expectations, perceptions and behavioural intentions (Liu, Furrer & Sudharshan 2001a; Tsaur, 
Lin & Wu 2005; Tsoukatos & Rand 2007a). In the fourth and fifth hypotheses, this thesis’s 
findings support previous research, which demonstrated that there is a significant positive 
relationship between service quality expectations, perceptions and behavioural intentions 
(Park, Robertson & Wu 2004; Zeithaml, Berry & Parasuraman 1996). The previous 
literature predominantly used Hofstede’s (1980) concept of cultural dimensions to measure 
the relationship between culture and other constructs. However, this study is the first study 
utilising Schwartz’s (1992, 1994) Best-Worst Scaling values scale, proposed by Lee, Soutar 
and Louviere (2008), to measure the relationship between cultural values and other constructs.  
This thesis employed a sequential multi-method design that combines quantitative and 
qualitative methods by utilising 10 semi-structured interviews and 305 self-administered 
questionnaires containing both open and closed questions to investigate the influence of 
cultural values on service quality expectations, perceptions and behavioural intentions among 
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Middle Eastern tourist visiting Gold Coast, Australia. The qualitative method is used in order 
to gain a richer understanding of the nature of the research phenomenon and to confirm the 
quantitative results.  
 
Keywords: Tourism, Middle Eastern tourists, Cultural values, Service quality, Expectations, 
Perceptions, Behavioural intentions, Tourist needs, Hotels and Holiday Apartments
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CHAPTER ONE 
INTRODUCTION 
 
1.1 Objective 
The thesis has the following three objectives: 
• Determine the cultural values of Middle Eastern tourists visiting Gold Coast, Australia 
• Uncover Middle Eastern tourists’ expectations and perceptions of the accommodation 
service quality at the Gold Coast, Australia  
• Uncover Middle Eastern tourists’ behavioural intentions in relation to the 
accommodation service quality level at the Gold Coast, Australia.  
By examining the three objectives, the thesis provides insights into the relationship between 
cultural values and the factors of service quality, expectations, perceptions and behavioural 
intentions among Middle Eastern tourists in relation to the level of Gold Coast 
accommodation service quality, which has not been discussed in tourism, accommodation 
management and marketing literatures. Thus, the thesis makes a significant contribution to 
these bodies of literature. 
In addition, it is envisaged that the outcome of this thesis may provide practical value to the 
tourism industry by:  
• Providing useful managerial recommendations to the service providers who provide 
accommodation services to international tourists such as Middle Eastern tourists. 
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1.2 Introduction 
The tourist accommodation sector is made up of typical service firms offering individual 
service for tourists from different countries. As global competition increases, understanding 
the cultural influences of service becomes a more critical issue for service firms (Ayoun & 
Moreo 2008; Riddle 1992). Moreover, because service encounters are primarily social, rules 
and expectations related to service encounters should be significantly different according to 
the culture they take place in. (Alden, Hoyer & Lee 1993; Aramberri 2008; Czepiel 1990).  
Consequently, today’s accommodation managers should be aware of their ability to influence 
service culture and the costs of ignoring a tourist’s cultural norms (Mattila 1999a; Patterson & 
Mattila 2008b; Reimann, Lunemann & Chase 2008b; Tsaur, Lin & Wu 2005). In the tourism 
industry, and in particular the accommodation sector, the customer or tourist is an important 
factor impacting on the sustainability and survival of tourist service firms (Athanasopoulos & 
Hyndman 2008; Hartline & Ferrell 2008; Hartline & Jones 1996; Juwaheer 2006a; Legcevic 
2008; Mey, Akbar & Fie 2006; Richard & Allaway 1993; Ritchie & Hudson 2009; Saleh 
2005; Taylor 2008; Wang, Vela & Tyler 2008a). Therefore, accommodation management 
must understand the cultural value differences between tourists in order to understand a 
tourist’s expectations, perceptions and behavioural intentions towards the quality of service 
(Chakrabarty 2007; Evangelos & Graham 2007; Tsai & Tang 2008; Ueltschy et al. 2004b). 
The literature is relatively silent when examining the relationship between cultural values, 
service quality expectations, perceptions and behavioural intentions of Middle Eastern 
tourists. Thus this thesis examines the relationship between cultural values and behavioural 
intentions towards Gold Coast accommodation service quality by Middle Eastern tourists. 
This thesis is guided by a conceptual model underpinned by cultural values, service quality 
and behavioural intentions theories related to hospitality and marketing management and that 
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assist in identifying the relationship between cultural values, service quality, and Middle 
Eastern tourist behavioural intentions, as shown in figure 2.6 in chapter two.  
The purpose of this chapter is to provide an overview of the thesis and its structure. In 
addition, this chapter sets out the objective and the theoretical background of the thesis, the 
justification for the research, the research questions and hypotheses, the methodology adopted 
the structure of thesis, definitions, limitations, key assumptions, and this thesis’s contribution 
to the literature.  
 
1.3 Theoretical Background 
Considerable research has been undertaken in the area of cultural values differences and 
service quality. Many studies have confirmed the relationships between culture and service 
quality (Crotts & Erdmann 2000b; Patterson & Mattila 2008b; Patterson & Smith 2003; 
Reimann, Lunemann & Chase 2008c; Reisinger & Turner 1999; Reisinger & Turner 2002; 
Ueltschy et al. 2004b; Weiermair 2000). Culture is based on thoughts, beliefs, attitudes and 
way of thinking (Bhagat et al. 2002; Hofstede 2002; Hofstede, Jonker & Verwaart 2008b; 
Huff & Smith 2008). Thus, the individual’s actions and behaviours are a result of such 
thoughts and beliefs. The tourist’s practices are human actions related to thoughts and beliefs, 
which are a direct reflection of one’s cultural backgrounds and values (Weiermair 2000). 
Hence, one may conclude that the tourist’s expectation, perception and behavioural intentions 
towards service quality are strongly related to their culture.   
The tourism and accommodation sectors play a vital role in boosting the economy (UNWTO 
2008b). However, they have faced various challenges (Zhang & Wu 2004). In the developing 
countries these challenges are present beside a general level of socio-economic pressure and 
lower output rate when compared to developed countries (Libreros, Massieu & Meis 2006; 
Smeral & Wuger 2005; Zhang & Wu 2004). Other main issues that affect these sectors are 
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lack of research and development, the lack of qualified staff at both operational and 
managerial levels, high staff turnover rates and lack of employee training (Lytle & 
Timmerman 2006b; Su 2004b). Australia is a developed country that has recently experienced 
a strong growth in the tourism and hotel sectors (UNWTO 2008b, 2009). Therefore, tourism 
and hotel managers have begun to feel the need to have a qualified workforce to present a 
good service quality. Thus, tourism and accommodation managers must understand national 
culture properly in order to understand the tourist’s behaviours, perceptions, attitudes and 
expectation of the quality of service (Chakrabarty 2007; Evangelos & Graham 2007; Ueltschy 
et al. 2004b). This can help in developing the employees’ performance and hence presenting a 
better level of service quality to meet the tourist’s expectations (D'Annunzio-Green 2002; De 
Wulf 2003; Tsai & Tang 2008). A variety of studies have investigated the impacts of national 
culture on the service quality, such as: (Armstrong et al. 1997; Furrer, Liu & Sudharshan 
2000b; Liu, Furrer & Sudharshan 2001b; Reimann, Lunemann & Chase 2008c). Only a few 
have studied the influence of culture and particularly the Arab culture on service quality in the 
tourism and hotel sectors, such as: (Reimann, Lunemann & Chase 2008c; Ueltschy et al. 
2004b; Weiermair 2000).  
Therefore, this thesis highlights the way in which the cultural values of Middle Eastern 
tourists affect their perceptions, expectations and behavioural intentions toward the 
accommodation service quality on the Gold Coast, Australia. 
 
1.4 Justification for this Thesis 
Over the past six decades, global tourism and diversification have been gradually expanding 
to become one of the largest and the fastest growing economic sectors in the world (UNWTO 
2008b). Consequently, the importance of the tourism and accommodation sectors for the 
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economy of many countries has become more remarkable (Aramberri 2008; Papatheodorou & 
Song 2005; White & White 2009; Wong & Yeh 2009).  
According to the Business Council of Australia, the service industry at this time is the main 
driver of the increase in the global economy and will increasingly determine Australia’s future 
growth prospects (Services economy 2007). The global tourism arrivals figure was 903 
million in 2007 (UNWTO 2008b) and 924 million in 2008 (UNWTO 2009). Australia, as one 
of the favourite tourism destination from all over the world, has registered a remarkable 
growth in tourist arrivals number from different countries such as New Zealand, America, 
China, Japan and the Middle East countries, and particularly the Arab Gulf area. In 2007 the 
tourist arrivals to Australia was 5.644 million, and in 2008 reached 5.562 tourist arrivals  
(Tourism Research Australia 2008). This drew the Australian Government’s attention to 
tourism’s role in enhancing the economy. The number of Middle East tourist arrivals to 
Australia has become notable during the last few years (Tourism Research Australia 2008). 
According to Tourism Research Australia (2008) the tourist arrivals from the Middle East 
region increased from 35,000 in 1997 to reach 87,000 in 2007, with a receipt of US$534 
million, to become one of the main six regions which send tourists to Australia, as shown in 
figure 1.1.   
Figure 1.1 Global Inbound Tourist Arrivals to Australia, by Market, Cumulative Growth, 2008 to 2017 
Source: (Tourism Research Australia 2008) 
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It would seem that national cultural values play an important role in determining the tourist’s 
service quality expectations, perceptions and behavioural intentions in the accommodation 
sector. It has been agreed that the main role of culture is to distinguish a group of people from 
one another and that culture is a way of life that shapes people’s behaviour (Hofstede, Jonker 
& Verwaart 2008b; House et al. 2002; House 2004; Inglehart, Baker & Map 2003b; Javidan 
et al. 2006; Schwartz 1999; Schwartz 2003; Triandis 2008).  
The Middle East tourists visiting Australia, and particularly those arriving from the Gulf 
countries, mostly belong to traditional countries where individuals rely on cultural values in 
their daily life and follow traditional customs and inherited traditions (Askary, Pounder & 
Yazdifar 2008b; Aycan, Kanungo & Sinha 1999; Ayoun & Moreo 2008; Rice 2003). For this 
reason, the influence of culture on the majority of the Middle East individuals seems to be 
inevitable. The tourism and accommodation sectors are among the major sectors that would 
have been largely affected by culture. Australia as a Western country has different culture 
from the Middle East countries. Australian cultures affect all kinds of sectors including 
tourism and accommodation sectors. Tourists coming to Australia from the Middle East have 
different expectations and perceptions of service than tourists coming from other countries 
with different cultures. Therefore, the Middle Eastern tourists coming to Australia have 
different needs, namely: a mosque for pray, halal food and hygiene needs. 
Consequently, the Middle East tourists who belong to the Arab traditional culture are affected 
by their culture, which in turn affects their way of life; therefore, they have different 
evaluations of the way the service quality is presented to them in Australia, and specifically in 
the Gold Coast, as tourists. So, when they come to Australia as tourists, they carry with them 
different expectations and perceptions of the service quality of tourist accommodation, which 
is affected by their culture. Therefore, this research highlights the Middle Eastern tourist’s 
cultural values and their impact on their expectations, perceptions and behavioural intentions 
toward the accommodation service quality on the Gold Coast, Australia. Until now, it seems 
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that no scholarly research has explored the relationship between cultural values and 
behavioural intentions towards Gold Coast accommodation service quality by Middle Eastern 
tourists. It is this gap that this research will focus on. 
 
1.5 Questions and Hypotheses 
The literature review conducted in this thesis uncovered gaps in cultural values, service 
quality and behavioural intentions research, which informed the formulation of three research 
questions.  
The first research question driving this thesis is:  
Q1: To what extent do cultural values impact on the expectations, perceptions, and 
behavioural intentions of the Middle Eastern tourist in relation to accommodation service 
quality level at the Gold Coast, Australia? 
To answer the first research question and uncover the relationship between the cultural values 
and each of the factors of expectations, perceptions and behavioural intentions the following 
three main hypotheses were proposed: 
H1: There is a positive relationship between cultural values and service quality expectations. 
H2: There is a positive relationship between cultural values and service quality perceptions. 
H3: There is a positive relationship between cultural values and behavioural intentions. 
The first research question and the first of the three main hypotheses lead to the second 
research question in this thesis, which is:  
Q2: To what extent do service quality expectations and perceptions impact on the behavioural 
intentions of the Middle Eastern tourist in relation to accommodation service quality level at 
the Gold Coast, Australia? 
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To answer the second research question and examine the relationship between the service 
quality expectations, perceptions and behavioural intentions the following two main of the 
hypotheses were proposed: 
H4: There is a positive relationship between service quality expectations and behavioural 
intentions. 
H5: There is a positive relationship between service quality perceptions and behavioural 
intentions. 
These five main hypotheses will be broken down into five subsequent sets of hypotheses. 
In order to examine the degree of the independent variables’ prediction of each factor of the 
dependent variables, the third research question proposed is as follows: 
Q3: To what extent are gender, age, education level, profession, country of origin and cultural 
values predictive of each factor of expectations, perceptions and behavioural intentions 
among the Middle Eastern tourist? 
To answer this research question and to uncover the independent factors that predict tourist 
service quality expectations, perceptions and behavioural intentions, the following hypothesis 
was proposed: 
H6: Gender, age, education level, profession, country of origin and cultural values are 
predictive of each factor of expectations, perceptions and behavioural intentions among the 
Middle Eastern tourists. 
 
1.6 Methodology 
This multi-method thesis combines quantitative and qualitative methods by utilising self-
administered questionnaires containing both open and closed questions and semi-structured 
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interviews. The aim of collecting quantitative and qualitative data is to gain more breadth and 
depth within and across the data and to control the amount of unpredictable data that would be 
gathered (Creswell & Garrett 2008; Creswell 2009b; Fidel 2008).  
The research design that follows is a multi-method approach utilising both quantitative and 
qualitative methods enhances the reliability and validity of the research findings. Multi-
method research overcomes the weaknesses of each of the individual approaches and 
enhances theory building, hypothesis testing, and generalising (McMurray, Pace & Scott 
2004). In addition, methodological triangulation (Creswell 2009b) is used in this research to 
allow the researcher to investigate the research phenomenon from multiple positions (De 
Vaus 2003).  
 
1.7 Structure of Thesis 
This thesis contains seven chapters.    
Chapter one provides an introduction and overview of the significance of this research within 
hospitality and marketing research, as well as outlining the major conceptual ideas and 
guidelines of this thesis. 
Chapter two reviews the research literature of the four main concepts in this thesis: cultural 
values, expectations and perceptions of the service quality, and behavioural intentions. This 
chapter identifies gaps in previous research and formulates research questions and hypotheses. 
It further explains how and why this thesis builds its conceptual model.  
Chapter three explains and justifies the methodology used in this thesis. The thesis used a 
mixed-method design to explore the research framework. Quantitative and qualitative 
approaches were both employed to assess the proposed model. This chapter includes the 
research design, instrument development, sampling plan, data collection procedure, data 
 13 
analysis techniques and the validity and reliability of the research instruments in the thesis. It 
further explains how the researcher dealt with the research ethics.  
Chapter four contains the analysis of the quantitative data gathered in this research. The 
chapter is structured according to the research questions and hypotheses articulated in chapter 
two. In addition, this chapter includes a description of the sample characteristics used in this 
research. 
Chapter five contains the analysis of the qualitative data. Data interpretation from the 
interviews was used to offer an in-depth understanding of the realities of accommodation 
service quality in the Gold Coast, Australia, and to uncover the cultural values and 
behavioural intentions of the Middle Eastern tourist who visits the Gold Coast. Results from 
the qualitative approach were used to confirm and support the quantitative findings. 
Chapter six contains the discussion of the findings of this research from both quantitative and 
qualitative data. The analyses of chapters four and five is contextualised with the literature 
review of chapter two. This chapter explains what this research has added to previous research 
in tourism and hotel management, and marketing research, by filling an existing gap in the 
literature. 
Chapter seven provides a summary of this thesis. It draws conclusions from the thesis and 
explains how it has met its objectives, answered the research questions and confirmed the 
hypothesis. Furthermore, the chapter sets out recommendations and implications for future 
researches. 
 
1.8 Definitions 
Six definitions are of importance to this research because they are related to the primary 
concepts of this thesis. The first two are related to the tourists’ cultural values and the next 
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three are related to the accommodation service quality. The sixth is a definition of the tourist’s 
behavioural intentions. 
• Schwartz (1994) defines ‘culture’ as ‘the rich complex meanings, beliefs, practices, 
symbols, norms and values prevalent among people in a society’ (p. 2). 
• More specifically, Schwartz (1994) defines ‘cultural values’ as ‘conceptions of 
desirable that guide the way social actors (e.g. organisational leaders, policy-makers, 
individual persons) select actions, evaluate people and events, explain their actions 
and evaluations’ (p. 24). 
• ‘Service quality’, is defined as the gap between customer expectations and 
perceptions of service quality, and is an attitude that results from the customer’s 
perceptions of service in relation to his/her expectations of services (Parasuraman., 
Zeithaml & Malhotra 2005). 
• ‘Service expectations’ are defined as a combination of a customer’s predictions about 
what is likely to happen during a service transaction as well as the wants and desires 
of that customer (Oliver 1980; Parasuraman, Zeithaml & Berry 1988d). 
•  ‘Service perceptions’ may be defined as a customer’s global judgments or attitudes, 
which relate to the superiority of a service (Oliver 1980; Parasuraman, Zeithaml & 
Berry 1988d). 
• ‘Behavioural intentions’ is defined as the customer’s perception of the actual 
experience of service quality and describes behavioural intentions after the service 
encounter (Zeithaml, Berry & Parasuraman 1996).   
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1.9 Limitation of Scope: Key Assumption 
As with any thesis, limitations apply. In this case the thesis focuses on Middle Eastern tourists 
visiting Gold Coast, Queensland, Australia. Hence, results of the data analysis in this thesis 
were only influenced by the Middle Eastern tourists.  
 
1.10 Contribution to Literature 
The core theories underpinning this thesis are tourism, accommodation management and 
marketing service quality theories that dominate the fields to be investigated. Many 
researchers have clarified the construct of culture and its utility for the service industries as an 
effective way to improve the quality of the service. Hotels are one of these fields that have 
largely been impacted by culture (Mattila 1999a; Tsoukatos & Rand 2007a; Wang, Vela & 
Tyler 2008a). For example, Mattila (1999a) found that customers with Western cultural 
backgrounds are more likely to rely on tangible cues from a physical environment to evaluate 
service quality than are their Asian counterparts. Furrer, Liu, and Sudharshan (2000a) 
proposed that customers from different cultures assigned different importance weights to the 
five SERVQUAL dimensions for measuring perceived service quality. Studies such as 
Lenartowicz and Roth (2001), Ellis, Williams and Zuo (2003), Tsoukatos and Rand (2007a), 
and Reimann et al. (2008b) suggest that customers’ cultural values affect their service quality 
expectations.  
In summary, the literature shows that previous studies have examined the relationship 
between culture and service quality, culture and behavioural intentions, service quality and 
behavioural intentions, or the impact of culture on perceptions and behavioural intentions 
toward service quality.  
However, none of the previous studies explored the relationship between the elements of 
cultural values, Middle Eastern tourist expectations, perceptions, and behavioural intentions 
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toward accommodation service quality on the Gold Coast, Australia. Thus, the thesis makes 
an original contribution to the literature as it comprehensively investigates the interaction 
between the elements of these four variables, thus providing significant contributions to the 
existing bodies of academic knowledge and fragmented literature. 
In addition, the thesis has significant practical importance as the findings empirically and 
theoretically generate insights into Middle Eastern tourist behavioural intentions towards 
service quality and provide the accommodation management sector with insights and 
understandings into Middle Eastern tourists’ needs, which in turn have the potential of 
contributing to increase success of the industry by attracting more Middle Eastern tourists to 
Australia and particularly to the Gold Coast.  
 
1.11 Summary  
This chapter provided an overview of this thesis and its organisation. It set out the objectives 
of the research, justified its conduct, articulated the research questions and hypotheses, 
identified how this research may contribute to the literature and set out the structure of this 
thesis. 
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CHAPTER TWO 
LITERATURE REVIEW 
 
2.1 Objective 
The purpose of this chapter is to review tourism trends, the importance of Middle Eastern 
tourists and their needs in relation to the Australian tourism sector. The main body of the 
literature review and analysis, pertaining to the fundamental purpose of the thesis, identified 
the gaps in previous research. The review aided in the formulation of the research questions 
and the hypotheses that form the basis for the current thesis. This chapter focuses on 
establishing a conceptual model to ascertain the extent to which the cultural values construct 
impacts upon the expectations, perceptions and behavioural intentions of Middle Eastern 
tourists towards the level and quality of the Gold Cost accommodation services. Thus, three 
sequential themes will be introduced and discussed. The first theme focuses on an overview of 
cultural values; the second theme focuses on service quality expectations and perceptions; and 
the third theme focuses on behavioural intentions. Accordingly, the direction of the review 
can be seen depicted in figure 2.1. 
 
2.2 Introduction 
Over the past six decades, global tourism and diversification have been gradually increasing 
to become one of the biggest and highest growing economic sectors in the world (Fowdar 
2007; UNWTO 2008b). Consequently, the importance of the tourism and accommodation 
sector for the economy of many countries has become more crucial (Dalya 2008; Fayissa, 
Nsiah & Tadasse 2008; Narayan 2004; Oh 2005; Papatheodorou & Song 2005; White & 
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White 2009; Wong & Yeh 2009). In addition, the tourism and accommodation sector has 
become one of the most important international business types (UNWTO 2008b) and most 
prominent industries (Holjevac 2008; Wong & Yeh 2009).  Today, international tourism and 
accommodation business plays a significant role in economic growth and the increase in job 
opportunities (Alvares, Hoti & McAleer 2007). This outcome has drawn the attention of many 
countries, especially the developing countries, which are giving more attention to the tourism 
and accommodation sector (Alvares, Hoti & McAleer 2007; Govers, Hecke & Cabus 2008; 
Tussyadiah 2009). Recently, the international tourism and accommodation business has been 
classified as the fourth most international business export income, after fuels, chemicals and 
automotive products (UNWTO 2008b). 
In this thesis, it is important to understand and identify the factors that may affect the 
development of the tourism and accommodation sector on the Gold Coast, Australia. Such 
factors include: cultural values and their impact on the expectations, perceptions and 
behavioural intentions of Middle Eastern tourists, especially in relation to accommodation 
service quality level. These factors are established and explored in the following eight 
sections, which are organised in the same logical order as the research constructs. 
The first section is an overview of tourism trends, including: a definition of tourism, then a 
discussion of inbound tourism and the importance of tourist arrivals from the Middle East to 
Australia, as well as the Middle Eastern tourist’s needs. The second section is a review of the 
literature on cultural values. The third section relates to the expectations and perceptions of 
service quality level and, in particular, how expectations and perceptions of service quality 
have been defined and measured.  
The fourth section includes a review of behavioural intentions theory. The fifth section 
presents the relationship between the cultural values and service quality expectations and 
perceptions. The sixth section shows the relationship between cultural values and behavioural 
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Cultural Values  
Overview of Tourism Trends and 
the Importance of the Middle 
Eastern tourists and their needs 
to Australia Tourism  
Behavioural Intentions 
Proposed Conceptual Model 
(2.6) 
intentions. The seventh section discusses the relationship between service quality 
expectations, perceptions and behavioural intentions. The eighth section analyses the 
relarionship between the demographic characteristics and each factor of expectations, 
perceptions and behavioural intentions. Finally, the ninth section reviews the proposed 
conceptual model and hypotheses, as shown in figure 2.6. 
 
Figure 2.1: An Overview of the Literature Review 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: Author 
 
Perceptions of 
Service Quality 
Expectations of 
Service Quality 
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2.3 Overview of Tourism Trends 
It is essential to understand tourism as a concept because the evaluation of the tourism 
performance and statistics are dependent on what tourism means (Govers, Hecke & Cabus 
2008; Mahmoudi 2008; Tussyadiah 2009). 
According to the World Tourism Organisation (UNWTO 1995), tourism is: ‘The activities of 
persons travelling to and staying in places outside their usual environment for not more than 
one consecutive year for leisure, business and other purposes not related to the exercise of an 
activity remunerated from within the place visited’. This definition classifies tourist arrivals 
according to the purpose of the travel, which is comprised of six categories: leisure, recreation 
and holidays; visiting friends and relatives; business and professional; health treatment; 
religion/pilgrimages; and other (sport, education, conventions or meetings) (Dwyer 2004; Roe 
et al. 2004). Tourists can be further divided into inbound tourists, domestic tourists, overnight 
tourists and same day visitors (Roe et al. 2004). 
However, a number of scholars and organisations have attempted to present a definition of 
tourism. For example, Hunziker and Krapf (1941) and AIEST (1981) have agreed in their 
definitions of the main part of tourism. These definitions concur that tourism is travel outside 
one’s normal place, while they disagree about the purpose of the travel. In fact, it is this 
debate between the tourism experts, to find one definition for tourism, that contributes to the 
difficulty of measuring or evaluating tourism activities comparatively; that is, at the same 
level worldwide (Mahmoudi 2008; UNWTO 2008a). 
Moreover, defining tourism is important in understanding the composition and dynamics of 
the tourism sector. Such knowledge will assist tourism experts and organisations to predict the 
future of tourism performance (Mahmoudi 2008). These tourism services are not easily 
measured and analysed because the industry does not have any traditional products; hence, 
tourism outputs are not constantly available, which makes the industry more complicated 
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(Mahmoudi 2008; Papatheodorou & Song 2005). However, tourism services are related to a 
number of traditional economic sectors, such as the accommodation sector (including all 
kinds of accommodation, like hotels, motels, and holiday apartments) and other retail 
businesses related to tourism (Mahmoudi 2008). 
Following an assessment of the above definitions, for the purpose of the current thesis, the 
definition of tourism presented by the UNWTO (1995) will be utilised as a base upon which 
to define and clarify further the meaning of tourism. This definition has been chosen for its 
comprehensiveness and because it is widely cited within the literature. Additionally, the 
definition has been used by the Australian Bureau Statistics as a measurement tool to evaluate 
tourism performance in Australia (ABS 2008). Importantly, this definition presents a clear 
classification of the tourist, and categories the tourist into ‘visit purpose’. Within the current 
study, this approach allows the researcher to classify the research sample target. It enables the 
researcher to gain a better understanding of the tourist visit’s purpose to the Gold Coast. To 
facilitate a background understanding of the population targets and their role in the Australian 
tourism and accommodation sector, the importance of the inbound tourists, especially Middle 
Eastern tourist arrivals, and their needs, will be presented in the following sections. 
         
2.3.1 Inbound Tourism and the Importance of Tourist Arrivals from the Middle 
East to Australia 
 
Inbound tourism in Australia grew rapidly over the last two decades (Chan, Lim & McAleer 
2005). In 1990, approximately 2,215 million inbound tourists arrived in Australia, which 
increased to approximately 4,530 million tourist arrivals in 2000; the average annual growth 
was 7.4% (UNWTO 2005). By 2006 and 2007, the number had increased to 5,532 million and 
5,644 million tourist arrivals, respectively; there was growth of 2.0% from 2006 to 2007. 
However, due to the global financial crisis (GFC), in 2008 inbound tourism to Australia 
decreased slightly to 5,562 million tourist arrivals; the decline was estimated to be -1.5% over 
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the 2007 figures (Tourism Research Australia 2008). As shown in figure 2.2 Middle Eastern 
tourist arrivals have been classified as the sixth main region sending tourists to Australia, after 
China, New Zealand, India, the United States, and the United Kingdom (Tourism Research 
Australia 2008). Consequently, Tourism Research Australia (2008) forecasts that inbound 
tourism will continue to increase, and reach 8,117 million in 2017 (a growth rate of 4.9%). It 
is expected that this remarkable inbound tourism market rise will come from the Asian region 
and, specifically, from the Middle East (Tourism Research Australia 2008). 
Figure 2.2: Global Inbound Tourist Arrivals to Australia, by Market, Cumulative Growth, 2008 to 2017 
 
 
Source: (Tourism Research Australia 2008) 
 
According to the Tourism Research Australia (2008), between 2008 and 2017, inbound 
tourism performance from the Middle East to Australia is expected to be more active; 
approximately 99,000 tourist arrivals are expected in 2008 and 107,000 in 2009. This growth 
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is envisaged to continue to reach 592 million accumulatively by 2017 (Tourism Research 
Australia 2008). 
In contrast, tourist arrivals from other regions are expected to decrease; for example, from 
Japan (-11.9% or approximately 55,000 tourists) and the United Kingdom, the largest market 
by value (-8.5% or approximately 57,000 tourists). On the other hand, inbound tourism from 
India is expected to be over 14.3% (or more than 17,000 tourists); the Chinese market is 
expected to grow to 4.5% (or over 15,000 tourists); while high value tourists from the Middle 
East market will increase by 8.0% (or approximately by 8,000 tourist arrivals (Tourism 
Research Australia 2008). The growth in the Middle Eastern tourist arrivals indicates a 
significant benefit to the economy of Australia (Tourism Research Australia 2008; Tourism 
Australia 2006a). 
In 2006, some advances were achieved for tourists from the five Gulf countries (United Arab 
Emirates, Bahrain, Oman, Qatar and Kuwait); they were able to obtain electronic visas online 
without having a label or stamp placed in their passports (Tourism Australia 2006).These 
tourist and business visitor visas have been extended from one to two years, with multiple 
entries. Thus, the tourists are encouraged to visit Australia as often as they like within that 
time period. Importantly, in 2006, tourist arrivals from the United Arab Emirates increased to 
24,723 tourists, with an average stay of 23 nights (Tourism Australia 2007a); ten years earlier, 
the arrival numbers from the UAE were 5,779.  
This growth, both in tourist numbers and nights stayed, reinforces the significant growth in 
arrival number from the Gulf region; and it further confirms that Arab Gulf tourists are 
rapidly discovering the pleasures of what Australia can offer them, such as safety, an exciting 
time, and a friendly environment (Mick 2007; Tourism Australia 2007a; Tourism Australia 
2006b).  
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In 2007, the number of tourist arrivals from the Gulf countries increased by 25%, when 
compared with the previous year; most were from the UAE and Qatar (Mercer 2007). 
According to Tourism Australia (2007a), arrivals from the Middle East market are expected to 
grow continuously for the next few years. Indeed, a forecast by the Tourism Australia 
Aviation and Economics team posits that Middle Eastern and North African arrivals will rise 
by 8% in 2009 and 15% in 2010 (Varghese 2009). 
A further indicator that illustrates the significant growth in Middle East tourist arrivals is the 
number of flights from the Middle Eastern region (Tourism Research Australia 2008). In fact, 
these flights have increased notably in the last few years (Tourism Australia 2004, 2005b). 
For example, in 2007, the Emirates airline was granted permission by the Australian Federal 
Government to boost its flight numbers from 49 per week in 2007 to approximately 84 flights 
per week by 2011 between Dubai and Australia (Tourism Australia 2007a). 
Furthermore, Etihad airline was granted Federal permission to increase its flight numbers per 
week from 7 flights in 2007 to 35 flights by 2011 (Tourism Australia 2007a). According to 
Tourism Australia research (2008), the Emirates airline was the dominant airline on the route 
between the United Arab Emirates (UAE) and Australia, with 55% of all Arab Gulf tourist 
arrivals to Australia (Varghese 2009).  
The increased number of flights from the Middle East and the number of tourists, especially 
the tourists coming from the Gulf countries such as the United Arab Emirates, Bahrain, 
Oman, Qatar, Saudi Arabia and Kuwait to Australia, confirms the significant growth in this 
area of inbound tourism to Australia. These countries are of particular importance as they 
constitute the main tourist contingent from the Middle East (Mick 2007; Tourism Australia 
2007b; Tourism Australia 2005a). 
Due to the ideal and consistent weather conditions (Varghese 2009), the Gold Coast 
(Queensland) is the primary destination for arrivals from the Middle East, with Sydney 
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(NSW) being the second destination, Melbourne (Victoria) third, and Perth (Western 
Australia) fourth (Mick 2007). Thus, understanding of the tourist needs is a vital factor in 
making the tourism and accommodation sector successful (Lytle & Timmerman 2006a; 
Tourism Australia 2005b, 2006a). Therefore, the following section will highlight the Middle 
Eastern tourist’s needs. 
2.3.2 Accommodation Sector Services and the Middle Eastern Tourist’s Needs  
In the accommodation sector, the pursuit of the customer or tourist’s needs is a primary 
objective of tourism service providers and accommodation managements (Han, Kwortnik Jr 
& Wang 2008b; Lytle & Timmerman 2006b). According to the Kano (2001) and Bergman 
and Klefsjö (2003), tourists' needs can be categorised into three groups: basic needs, expected 
needs and excitement needs. While meeting these needs may not necessarily produce satisfied 
customers, if these needs are not met the tourist will be dissatisfied (Kano 2001). ‘Basic 
tourist needs’, the first tourist need category, involves the need for comfort, safety, and 
privacy. The second category, ‘expected tourist needs’, were readily identified by the tourists; 
they include quick check-in and check-out. ‘Excitement tourist needs’, the third category, 
relates to the unexpected services, which can create and enhance value to tourists. These 
needs include technical services, as well as services that are well presented to tourists 
(Bergman & Klefsjö 2003; Kano 2001). Consequently, successfully identifying and fulfilling 
the basic, as well as the expected or excitement, needs in the management of tourist 
accommodation will ensure very positive tourist perceptions and behavioural intentions (Kvist 
& Klefsjö 2006a). According to Mercer (2007) and Tourism Australia (2007a), Middle 
Eastern tourists’ needs are part of their culture, which may affect their expectations, 
perceptions and behavioural intentions. 
As a result, the tourists’ culture will probably affect their service quality expectations, 
perceptions and behavioural intentions, especially in relation to the accommodation service 
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quality level. The following section presents an overview of the importance of identifying the 
tourists’ expectations and perceptions towards the accommodation service quality level to 
ensure that they are met by tourism and accommodation management (Akter, Upal & Hani 
2008; Amin & Zaidi 2008; Anonymous 2009; Legcevic 2008; Truong & King 2010; Tsai & 
Tang 2008). 
 
2.4 Cultural Values 
Despite the fact that culture has been defined and conceptualised in different ways (Ahn 2005; 
Banks, Banks & McGee 1989; Bodley 1994, 2000; Damen 1987; Dubey & Khare 2008; 
Earley 2006; Erez & Earley 1993; Haapaniemi & Mäkinen 2009; Herbig & Dunphy 1998; 
Hofstede & Hofstede 2005; Holden 2002), social scientists generally agree that definitions of 
culture can be classified into two main categories: implicit culture and explicit culture 
(Overby, Woodruff & Gardial 2005). Based on the literature, implicit culture represents 
human thoughts and actions (Schwartz & Bilsky 1987), such as the beliefs, values and norms 
that are common among a group of people (Berry et al. 1992; Holland & Quinn 1987; 
Schwartz & Bilsky 1987; Triandis 1972). In addition, Hofstede (1980) proposed that implicit 
culture is a mental process, where culture is defined as ‘the collective programming of the 
mind which distinguishes the members of one category of people from another’ (p. 51). In 
contrast, Triandis (1994), and Berry, Poortinga, Segall, and Dasen (1992) postulate that 
explicit culture represents the tangible features of a humanity, such as its infrastructure, and 
the common behaviour found within a group of people. 
For this thesis, the implicit cultural view will be used, as articulated by Schwartz (2006), who 
proposed that culture is ‘the rich complex meanings, beliefs, practices, symbols, norms and 
values prevalent among people in a society’ (p. 138). However, Hofstede (1980), Inglehart 
(1997a), Schwartz (1999) and Triandis (1972) demonstrated that the existing value among a 
group of people is possibly the main aspect of their culture; these values represent what is 
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good and desirable in the culture. Moreover, Schwartz (2006), Schwartz and Sagiv (1995) 
proposed that cultural values explain the beliefs, the practises and the goals of an individual as 
well as a group of people. 
However, many researchers who have studied cultural values, such as Feather (2002), Rohan 
(2000), and Schwartz and Bilsky (1987), have proposed that cultural values feature as the 
principles that guide human thought and action. Currently, there is no universally accepted 
definition for these cultural values, or even what it should contain. Nevertheless, there is a 
widespread agreement on which key aspects of cultural values should be contained in the 
values definition; for example, equate to needs, enduring beliefs and thoughts (Rohan 2000; 
Rokeach 1973; Schwartz & Bilsky 1987, 1990). 
In addition, Schwartz and Bilsky (1987, 1990) suggest that a conceptual meaning of cultural 
values should integrate and summarise the five formal features of values, as commonly stated 
in the literature. However, the authors propose that the meaning of cultural values consists of 
five aspects which are shared beliefs, relevant to desirable behaviours, transcend specific 
situations, guide selection or evaluation of behaviour and events. These aspects are ordered by 
relative importance (Schwartz 1992, 1994). 
Arguably, values are guiding principles that determine what is important to motivate people’s 
behaviour (Kahle 1983; Rokeach 1973; Schwartz 1992). Thus, it is not surprising that the 
researchers in the tourism area have suggested that cultural values may influence tourists’ 
expectations, perceptions (Souter 2001; Truong & King 2010; Tsoukatos & Rand 2007a), and 
behaviours (Lee et al. 2007; Lee et al. 2006; Watkins & Gnoth 2005; Williams & Soutar 
2000). Indeed, cultural values are often considered to be the underlying determinant of tourist 
expectations, perceptions and behavioural intentions (Furrer, Liu & Sudharshan 2000a; Johns, 
Henwood & Seaman 2007; Kueh & Voon 2007; Reisinger 2009; Reisinger & Turner 2003; 
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Tsang & Ap 2007; Tsaur, Lin & Wu 2005; Tsoukatos & Rand 2007a; Williams & Soutar 
2000). 
The underlying foundation of much of the business and management research has extensively 
applied the seminal work of Hofstede (1980) and his culture approach (Schwartz 2006), with 
tourism and accommodation research being set within the area of service quality (Johns, 
Henwood & Seaman 2007) and behavioural intentions (Ahn 2005). Later, there was Kahle’s 
(1983) List of Values (LOV), and Schwartz and Bilsky’s (1987, 1990) (expressed in Schwartz 
(1992, 1994) comprehensive set of values to measure the cultural values on an individual 
level. 
The literature review reveals that cultural values have been studied from a diversity of tourism 
perspectives. For instance, Ng, Lee and Soutar (2007b) examined the values that influence 
tourists’ destination choice, while O'Mahony and Hall (2007a) proposed that values are one of 
the factors that influence food choice among young women. Kahle’s (1983) List of Values 
(LOV) has been found to significantly influence people’s choice of leisure and vacation 
activities, with cultural values impacting on general leisure activities (Beatty et al. 1985a; 
Klenosky, Gengler & Mulvey 1993) and holiday benefits (Lee et al. 2006). Reisinger and 
Turner (1998) uncovered the cultural value differences between Mandarin-speaking tourists 
and Australian hosts, as well as their impact on cross-cultural tourist-host interactions. Truong 
and King (2010) examined the cultural values of American tourists and Vietnamese service 
providers in the context of Vietnam as a destination; and they uncovered the impact of 
cultural values on tourist-host perceptions of service quality. 
In addition, the impact of cultural values has been recognised as a possible reason why 
tourists make different decisions (Ng, Lee & Soutar 2007b). However, research into its impact 
on tourists’ expectations, perceptions and behavioural intentions in the Australian tourism and 
accommodation sector context has been limited (Tourism Research Australia 2008). 
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 Therefore, the current research addresses this gap in our knowledge by examining the 
influence of cultural values on service quality expectations, perceptions and behavioural 
intentions in relation to Gold Coast accommodation service quality level by Middle Eastern 
tourists. The cultural values of the Middle Eastern tourist, at the individual level, will be 
analysed using Schwartz’s (1992) cultural values approach. 
2.4.1 Operationalisation of Cultural Values  
There is a substantial consensus that society’s emphasis on existing values may characterise 
the fundamental component of that culture (Dahl & Stephan 2004; Hofstede 1984, 2006; 
Inglehart & Baker 2000; Kroeber & Kluckhohn 1952; Schwartz 1994; Schwartz & Bardi 
2001; Smith 2006). Cultural values are an influential factor in forming distinguishing attitudes 
and behaviours of people, and they are considered to be an important ideological direction in 
the lives of persons in that group or society (Carpenter 2000; Dahl & Stephan 2004; Schwartz 
2003; Triandis 1994; Triandis & Suh 2002). Kroeber and Kluckhohn (1952) defined values as 
‘a conception, explicit or implicit, distinctive of an individual or characteristic of group, of the 
desirable which influences the selection from available modes, means and ends of actions’ (p. 
395). Consistent with this definition, Schwartz (1999) defined cultural values as ‘conceptions 
of the desirable that guide the way social actors (e.g. organisational leaders, policy-makers, 
individual persons) select actions, evaluate people and events, and explain their actions and 
evaluations’ (p. 24). 
However, Pizam, Pine, Moke, and Shin (1997) agreed that cultural values entail shared 
values, beliefs and norms that, together, discriminate a particular group of people from others, 
as well as cause different perceptions of what is considered appropriate, or not appropriate, 
for individuals within that group. Therefore, cultural values are shown as cultural morals 
which impact upon, and rationalise, the character of the individual’s and group’s beliefs, 
thoughts, actions, and aims (Bochner 1994; Dahl & Stephan 2004; Hofstede 2008; Hofstede 
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& McCrae 2004; Kroeber & Kluckhohn 1952; Schwartz 2003). Hofstede (1991) proposed 
that these cultural values are resistant to change, and stay whether the individual is at home or 
traveling abroad (Pizam et al. 1997). 
Nevertheless, few researchers have explored the relationship between Asian tourists’ cultural 
values and their impact on the tourism and accommodation sector, and more specifically, 
service quality in the accommodation sector. However, Reisinger and Turner (2003) studied 
the national cultural differences between Asian tourists and Australian service providers 
where they analysed five language groups of Asian tourists to Australia: Indonesian, 
Japanese, Korean, Mandarin, and Thai. The data for this study was collected by surveying 618 
Asian tourists visiting the Gold Coast, as well as 250 Australian service providers.  
From another perspective, Wong (2004) investigated the influence of cultural values in 
shaping restaurant consumers’ perception towards service quality and satisfaction. Their 
survey was distributed to participants from three national samples: America, Singapore and 
Australia. Devine, Baum, Hearns and Devine (2007) explored the impacts of social cultural 
diversity on hotel migrant employees in nine hotels in Northern Ireland. The data was 
collected for this study by distributing a survey and conducting focus groups with the migrant 
employees. Additionally, Vemeir and Verbeke (2008) investigated the determinants of 
sustainable food consumer behaviour and the role of confidence and values among young 
adults in Belgium by employing Schwartz’s (1992) cultural values. They proposed that 
cultural values have an impact on consumers who want to buy sustainable food. In an earlier 
study by Muller (1991) of American tourists, his ‘security and reassurance’ segment appears 
to be closely aligned with Schwartz’s (1992) conformity and tradition value types. Similarly, 
Muller’s ‘self-enrichment’ segment appears to be aligned with Schwartz’s self-direction value 
type and Hofstede, Jonker and Verwaart’s (2008a) individualism dimension because there is 
agreement that the Asian people belong to the collectivist culture more than the individualist 
culture.    
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However, to date, no previous study has explored Middle Eastern tourists’ cultural values and 
their impact on the group’s expectations, perceptions and behavioural intentions towards the 
accommodation service quality level in Australia, specifically on the Gold Coast. (The Gold 
Coast is considered to be the main destination for the Middle Eastern tourists who visit 
Australia). The following section will focus on cultural values measurement. 
2.4.2 Measurement of Cultural Values 
There are a number of instruments have been developed to measure values within and across 
countries, including the theories of Triandis (1972), Hofstede (1980, 1991, 2001), and 
Inglehart (1997b), as well as Kahle’s (1983) List of Values (LOV) and Rokeach’s (1973) 
Value Survey (RVS). There appears to be agreement that individual values influence beliefs, 
attitudes, and behaviour in different contexts, especially cultural differences (Beatty et al. 
1985b; Chew 2004; Schwartz & Bardi 2001; Soutar, Grainger & Hedges 1999).  
However, these theories have addressed a limited number of cultural aspects rather than 
seeking to capture a full range of potentially relevant value dimensions (Schwartz 1999; 
Schwartz 2006). For example, Inglehart (1970; 1997b) developed his theory of materialism-
post materialism (Inglehart 1970; Inglehart & Baker 2000; Inglehart, Basañez & Moreno 
1998; Inglehart 1997b), which he later refined to include two dimensions: Traditional vs. 
Secular-rational orientation toward authority; and Survival vs. Self-expression values. This 
approach was taken in order to examine issues in the social and political science arena related 
to the effects of modernisation (Inglehart & Welzel 2005; Inglehart, Baker & Map 2003a; 
Inglehart et al. 2004).  
From his research, Triandis (1972; 1982; 1989, 2001) presented three cultural dimensions: 
complexity vs. simplicity; tightness vs. looseness; and collectivism vs. individualism. Both 
these theories – Inglehart’s (1970; 1997b) WVS frameworks and Triandis’ (1972, 2001) – 
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have been criticised (Terlutter, Diehl & Mueller 2006) for their limited dimensions when 
compared with the frameworks of Hofstede (1980) and Schwartz (1992, 1994). 
However, according to Hofstede and Bond (1988), even Hofstede’s (1980) most 
comprehensive study (Aramberri 2008), his theory of work values – undertaken to make sense 
of data gathered for purposes of management by IBM – and his four cultural dimensions 
failed to adequately reflect Asian perspectives on culture. For this reason, a fifth dimension 
was added (Hofstede & Bond 1988). Indeed, Hofstede’s (1980) framework has been subjected 
to wide criticism, mainly due to a questioning of the continuing validity of country scores, 
along with the value dimensions and measurement validity (Smith, Peterson & Schwartz 
2002). Other authors have made similar criticisms; for example, Blodgett, Bakir and Rose 
(2008), and Smith, Peterson and Schwartz (2002) tested the validity of Hofstede’s dimensions 
at an individual level. Blodgett et al. (2008) identified that Hofstede’s (1980) framework 
instrument lacked validity and the reliabilities of his four dimensions were low when applied 
at an individual level. 
Furthermore, Schwartz (2006) proposed that the research (Hofstede 1980, 1990) and 
framework lacked data from important regions of the world (e.g. the former Eastern bloc 
countries). 
Rokeach (1973) developed the Rokeach Value Survey (RVS), in which two sets of values, 18 
instrumental and 18 terminal values, were used to measure consumer values. This value scale 
has been criticised (Beatty et al. 1985b) for a number of reasons, for example: the limitation 
of the rank orderings, which are less informative than the interval or ratio scaling; the 
difficulty of the lengthy ranking test; and the questionable relevance of all the values to daily 
life. These limitations of the RVS scale have led to the development of a number of 
alternative approaches to overcome the limitations of Rokeach’s (1973) cultural values 
paradigm. 
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One of these approaches, developed Kahle (1983) and other researchers (Veroff, Douvan & 
Kulka 1981) from the University of Michigan, is the List of Values (LOV) approach. The List 
of Values (LOV) scale has several advantages over previous paradigms (Beatty et al. 1985b; 
Kahle 1983; Lee, Soutar & Louviere 2007). First, the LOV scale was derived from Rokeach’s 
(1973) previous paradigm on values (Beatty et al. 1985b). Second, the List of Values 
approach reduced the 36 RVS values into nine values (Lee, Soutar & Louviere 2007) by 
concentrating on the first and second most important values in people’s lives, obtained from 
the list of nine values (Beatty et al. 1985b; Kahle 1983). Kahle's (1983) LOV approach has 
been widely used in the tourism context (Lee et al. 2006). For instance, Muller (1991) found 
that the personal value of security was positively related to a desire for safety from crime, as 
well as holidaying in a clean, well-kept city. Furthermore, the smaller size of the LOV 
paradigm, only nine items, makes the measurement easier by using both ways ratings or 
rankings data (Lee, Soutar & Louviere 2007). 
Despite these features, the LOV scale was found to produce problematic outcomes for some 
cultures (Lee et al. 2006). For example, Watkins and Gnoth (2005) found it inappropriate for 
segmenting Japanese tourists (Lee et al. 2006). Therefore, the use of a values scale, 
specifically designed for cross-cultural use, such as the Schwartz’s (1992) Value Survey 
(SVS), may be more valuable in contexts such as the Middle Eastern tourist context, which it 
was used in the current thesis. 
Schwartz and Bilsky (1987), and Schwartz (1992) developed a set of “universal values” that 
have a strong theoretical underpinning. These values are based on needs derived from: 
individuals’ requirements as biological organisms; society’s requirement for coordinated 
social interaction; and group’s requirement for survival and support (Schwartz 1992, 1994). 
 Further, the value types were derived from a set of items ‘developed to measure the content 
of individual values recognised across cultures’ (Schwartz, 1994, p. 88). That research data 
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was collected between 1988 and 1992, using a sample of teachers and students from 38 
nations, demonstrating 41 cultural groups around the world; the participants rated the 
importance of 45 single values (Schwartz & Bilsky 1987) as shown in figure 2.3. 
 
Figure 2.3: Schwartz’s Cultural Dimensions 
                          
Source: (Schwartz 1999) 
 
Later, Schwartz (1992) demonstrated that individual level values are organised along two 
basic dimensions, including conservation to openness to change and self-transcendence to 
self-enhancement, as shown in figure 2.4. Within these two dimensions, ten individual values 
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were identified. These values follow quasi-circular structures that represent potential conflicts 
and compatibility between the values, as shown in figure 2.4. 
 
Figure 2.4 Schwartz ‘s Quasi-Circular Cultural Values Structure 
 
Source: (Schwartz & Sagiv 1995) 
 
Further, Schwartz (1994, p. 88) defined human values as ‘desirable goals, varying in 
importance, that serve as guiding principles in people’s lives’, which reflects the earlier 
definitions suggested by Kluckhohn (1951), Kluckhohn and Strodtbeck (1961), and  Rokeach 
(1973). However, Schwartz (Schwartz 1999) claimed that people are likely to place similar 
importance on adjacent values and a different importance on opposing values. Hence, the 
circular structure shows that the self-enhancement values of power and achievement are in 
contrast to the self-transcendence values of benevolence and universalism, while the 
conservation values of tradition, conformity and security are in contrast to the openness to 
change values of self-direction and stimulation (Lee et al. 2007).  
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In addition, Schwartz’s (1994) value types were derived from a set of items “developed to 
measure the content of individual values recognised across cultures” (p. 88). Such cultural 
values, on the individual level, reflect an individual’s unique experience. These individual 
level value types are described in the table below (Schwartz & Bardi, 2001, p. 270). 
Table 2.1 Schwartz’s Cultural Values 
 
Cultural Values Definitions 
Power Social status and prestige, control or dominance over people and resources. (Social 
Power, Authority and Wealth) 
Achievement Personal success through demonstrating competence according to social standards. 
(Successful, Capable, Ambitious and Influential) 
Hedonism Pleasure and sensuous gratification for oneself. (Pleasure and Enjoying Life) 
Stimulation Excitement, novelty, and challenge in life. (Daring, A Varied Life, and An Exciting Life) 
Self-direction Independent thought and action—choosing, creating, exploring. (Creativity, Freedom, 
Independent, Curious and Choosing Own Goals) 
Universalism Understanding, appreciation, tolerance, and protection for the welfare of all people 
and for nature. (Broadminded, Wisdom, Social Justice, Equality, A World at Peace, A 
World of Beauty, Unity with Nature and Protecting the environment) 
Benevolence Preservation and enhancement of the welfare of people with whom one is in frequent 
personal contact. (Helpful, Honest, Forgiving, Loyal and Responsible) 
Tradition Respect for, commitment to, and acceptance of the customs and ideas that traditional 
culture or religion impose on the self. (Humple, Accepting My Portion in Life, Devout, 
Respect for Tradition and Moderate) 
Conformity Restraint of actions, inclinations, impulses likely to upset or harm others and to 
violate social expectations or norms. (Politeness, Obedient, Self-Discipline, Honouring 
Parents and Elders) 
Security Safety, harmony, and stability of society, of relationships, and of self. (Family 
Security, National Security, Social Order, Clean, Reciprocation of Favours) 
Source: (Schwartz & Sagiv 1995, pp. 92-116) 
 
This thesis utilised Schwartz’s values approach (1992), and Lee, Soutar and Louviere (2008) 
Best-Worst Survey (SVBWS). The literature review revealed that SVBWS is the most 
suitable scale to measure cultural values, and is useful when cultural differences are examined 
(Lee, Soutar & Louviere 2008). In the current study, this scale is used to measure the degree 
to which cultural values differentiate between Middle Eastern tourists, and to determine which 
cultural value is the most, and the least, important to them. The eleven subsets, with six value 
types in each scale, were developed by Lee, Soutar and Louviere (2005, 2008). The current 
design of the SVBWS allowed for each participant to see each value type six times and each 
pair of value types three times, resulting in 66 measures of the 10 value types, as shown in 
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Chapter 3, table 3.1. Further, according to Donthu and Yoo (1998) and Furrer, Liu and 
Sudharshan (2000a), culture can be seen as the driver of people thoughts, wishes, 
expectations, perceptions and behavioural intentions. Recently, Tsang, NK-F and Ap (2007), 
Tsaur, Lin and Wu (2005), and Truong and King (2010) postulated that cultural values affect 
tourist expectations and perceptions of service quality level. Indeed, culture has been used as 
determinant of service quality expectations and perceptions (Truong & King 2006, 2010; 
Tsoukatos & Rand 2007a). Such studies show that there is a relationship between cultural 
values and service quality expectations and perceptions. Thus, the following section will 
focus on service quality expectations and perceptions, and its measurement. 
 
2.5 Service Quality 
Service quality is a concept that has received increased attention and debate in the service 
research literature, especially in terms of the many difficulties in defining and measuring it 
(Carrillat, Jaramillo & Mulki 2007). It appears, however, that the compromise on both service 
quality definitions and measurement is still misplaced; as a result, there is no one ideal 
definition for the service quality (Legcevic 2008; Mohsin 2005). Nevertheless, service quality 
has been studied by many scholars, namely: (Fowdar 2007), Chakrabarty (2007), Mei et al. 
(1999), Parasuraman., Zeithaml and Berry (1985), Parasuraman et al. (1988b), and Su 
(2004a). All agree that the quality of service can be defined as the gap between the customer’s 
expectations and their perceptions of service quality, although Cronin and Taylor (1994a) 
postulate that there is no need to use expectation to measure service quality, because 
perception is sufficient. 
However, in the accommodation sector, service quality is important to the customers 
(Kandampully, Mok & Sparks 2001; Karatepe & Uludag 2008; Meng & Elliott 2009), as the 
customers’ experience mainly affects their expectations and perceptions of the service quality 
level. As such, the customer’s evaluation has been used as the measurement of the level of 
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service quality (Ap & Lee 1996; Castle 2008; Chakrabarty, Whitten & Green 2007; 
Parasuraman, Berry & Zeithaml 1993; Parasuraman., Zeithaml & Berry 1985; Parasuraman., 
Zeithaml & Malhotra 2005; Ueltschy et al. 2004b). This measurement tool brings into force 
the influence of the customer’s choice for the accommodation and destination, as a tourist 
(Pikkematt & Weiermair 1999; Weiermair 2000).   
Parasuraman (1998) proposed that service quality evaluation depends on the customer’s 
experience, and a comparison of their perceived and expected service performance from the 
organisation. In fact, the level of service quality must meet the customer’s expectation, 
especially within the accommodation and tourism sectors, where there is no traditional 
product to serve and no objective measures (Gronroos 2002; Hamer 2006; Meng & Elliott 
2009; Zeithaml & Bitner 2003). Therefore, customer perception of the service quality level is 
usually used to determine the level of service quality (Meng & Elliott 2009). Thus, if the 
customer’s perception of the service quality does not meet his/her expectations, the evaluation 
of the service quality will be poor (Asubonteng, McCleary & Swan 1996; Boshoff & Mels 
1995; Tsai & Tang 2008; Ueltschy et al. 2004b; Zeithaml 1988; Zeithaml & Bitner 2002). 
This outcome will affect the customer’s behavioural intentions, including their loyalty, 
retention and commitment toward the company (Zeithaml & Bitner 2003), especially for the 
tourism and accommodation firms (Burnham, Frels & Mahajan 2003; Han, Kwortnik Jr & 
Wang 2008b; Jones et al. 2003; Patterson & Smith 2003; Zeithaml & Bitner 2002).  
According to Parasuraman et al. (1988d) and Parasuraman (1998), the expectations and the 
perceptions of service quality are different from each other. Service expectations are a 
combination of a customer’s predictions about what is likely to happen during a service 
transaction, as well as the wants and desires of that customer, while service perceptions can be 
defined as a customer’s global judgments or attitudes, which relate to the superiority of a 
service (Berry & Parasuraman 1991; Oliver 1999; Parasuraman 1998; Parasuraman, Zeithaml 
& Berry 1988d; Zeithaml, Parasuraman & Malhotra 2002). For example, in the 
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accommodation sector, the customer may expect a certain amount of time to do his/her check-
in, which can be considered as the service expectation (Tsai & Tang 2008). The actual time to 
do their check-in can be considered as the service perception. In consequence, faster or on-
time service delivery would be perceived as high service quality, while a slower service 
delivery would be perceived as low service quality (Narayan, Rajendran & Sai 2008; Tsai & 
Tang 2008). 
Hence, service quality has become a challenge for the accommodation and tourism sector, 
which is constantly working to meet the customer’s expectations (Tsai & Tang 2008). For the 
current study, the definition by Parasuraman, Zeithaml and Berry (1988d), in which they 
propose that service quality depends on the customer’s judgment of the overall quality of the 
service superiority, will be used to investigate Middle Eastern tourist expectations and 
perceptions towards the accommodation service quality level. 
 
2.5.1 Operationalisation of Service Quality 
In the accommodation sector, the pursuit of customer expectations and perceptions of service 
quality is a primary objective of accommodation management (Han, Kwortnik Jr & Wang 
2008b; Lytle & Timmerman 2006b). For example, Bojanic and Rosen (1994) proposed that 
the service firm’s vision or role is its ability to match their customer expectations and 
perceptions on reliable basis. In order to chase that vision or role, service providers have to 
understand that the main key to maintaining a good quality of service is to consistently meet 
the customer’s expectations which, in turn, affect the customer’s perceptions of service 
quality (Alexandris, Dimitriadis & Markata 2002; Bojanic & Rosen 1994; Munoz, Raven & 
Welsh 2006; Parasuraman., Zeithaml & Malhotra 2005; Tsai & Tang 2008; Zeithaml & 
Bitner 2002), and affect their behavioural intentions (Zeithaml & Bitner 2002; Zeithaml & 
Bitner 2003). Perhaps that is why the importance of service quality has received considerable 
attention from the service sector (Meng & Elliott 2009). Chakrabartry (2007) and Han et al. 
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(2008b) have stated that service firms that are able to present a high quality of services have 
an impact on the customer’s reaction through, for example, positive word of mouth, which 
can lead to customer loyalty and repurchase intentions (Zeithaml & Bitner 2003). 
As such, the service quality concept has been widely investigated within various disciplines 
(business and economics, marketing, technology, tourism and accommodation), indicating the 
importance of the service quality, particularly in the tourism and accommodation services 
sectors. In their business and economics studies, Meng and Elliott (2009) studied the 
relationship between service quality, switching costs and customer satisfaction with a service 
provider. In the marketing area, Tsai (2008) examined the relationship between internal 
marketing and service quality in hospitals. In the technology field, Parasuraman, Zeithaml and 
Malhotra (2005) measured delivered service quality via websites to the customer doing online 
shopping. 
Within the tourism sector, Juwaheer (2004a, 2006a), and Juwaheer and Ross (2003) explored 
the international tourist’s perceptions of hotel operations in Mauritius, using a modified 
SERVQUAL approach, while Kvist and Klefsjö (2006b) examined which service quality 
dimensions were important for inbound tourists in Sweden. Additionally, Liang (2008) 
investigated the importance of logistics service performance on tourist satisfaction and 
loyalty. Specifically, within the hotel industry, Tsaur and Lin (2004) studied the promotion of 
service quality in hotels and the relationship between HRM practices and service behaviour. 
Mey, Akbar, and Fie (2005) assessed the expectations and perceptions of service quality in 
Malaysia’s four- and five-star hotels. Chang (2006) examined factors influencing front-line 
employees’ service quality in international tourist hotels in Taiwan. Su and Sun (2007) 
studied the service quality perspective in Taiwan’s hotel rating. These studies show that 
service quality is an important factor for tourism and accommodation firms to meet their 
customers’ expectations and perceptions; in turn, these may influence their behavioural 
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intentions. In addition, a diverse range of approaches and scales has been used to measure 
service quality; this topic is thus the focus of the following section. 
 
2.5.2 Measurement of Service Quality 
According Parasuraman et al. (1988b), service quality equals the perception minus the 
expectation of the customer. That indicates that there is gap between customer expectations 
and perceptions, which allows for measuring the level of the service quality presented to the 
customer. Such information allows the service firms management to identify the gap between 
the perceptions and expectations of the customers, and then develop procedures that will fill 
that gap by enhancing the quality of service (Ariffin & Aziz 2008; Castle 2008; Chowdhury 
2008). 
However, the measurement of service quality has been a challenging issue for many 
researchers (Aramberri 2008; Chakrabarty, Whitten & Green 2007; Legcevic 2008), 
especially in terms of the non-traditional nature of the products and services, such as room 
services (Chambers 2009; Chang 2006; Meng & Elliott 2009). For this reason, many 
researchers have attempted to measure the quality of service, for example: Parasuraman et al. 
(1985), Gummesson (1987), Gronroos (1988), Brogowicz, Delene and Lyth (1990), Knutson, 
Stevens, Patton and Thompson (1992), and Tsang and Qu (2000), etc. Legcevic (2008) 
proposed that there has been no universal measurement that can be used to measure service 
quality. Nevertheless, it has been generally recognised that service quality is more difficult to 
measured than is the quality of products, because of the intangible characteristic of the 
services presented (Legcevic 2008). 
In 1985 Parasuraman, Zeithaml and Berry proposed 10 dimensions to measure the gap 
between the perception and expectation of the service quality; they were determined by the 
measurement scale SERVEQUAL model (Parasuraman., Zeithaml & Berry 1985). In later 
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research Parasuraman et al. (1988) revised the SERVQUAL model to ensure that there was no 
overlap of the dimensions. They achieved this outcome by proposing five major dimensions: 
tangibles – the physical facilities and equipment; reliability – the ability to deliver what the 
company has promised; responsiveness – the willingness to present a prompt service; 
assurance – to show trust and confidence; and empathy – to show an understanding of the 
customer needs.  
The ensuing SERVQUAL model proposes that the service quality score (Q) can be measured 
by subtracting the customer’s perception score (P) from the customer’s expectations score (E). 
That shows that the equation that has to be used to measure the service quality is (Q = P – E), 
which shows the gap between customer perceptions and expectations of service quality level 
(Parasuraman., Zeithaml & Berry 1988). 
As shown in figure 2.5, the SERVQUAL model identified the quality of the service as the gap 
between the customer’s expectations and their perceptions of the quality of service level. That 
is considered to be the main gap of service quality (Parasuraman, Zeithaml & Berry 1988a). 
However, this gap is presented as the fifth gap in the model, and the result of the first four 
gaps that occur in the firm’s internal process of service delivery.  
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Figure 2.5: Gaps Model 
 
 
Source: (Parasuraman, Zeithaml & Berry 1985a) 
 
The first gap may be attributed to a misunderstanding of what the customer needs, defined as 
the gap between the customer’s expectations and the management’s perception of these 
expectations. The second gap may be caused by the weak translation of the customer’s 
expectations into a suitable design for service quality specifications, defined as the gap 
between the management’s perceptions of the customer’s expectations and the service quality 
specifications. The third gap may be caused by the management’s and the employees’ lack of 
ability to present the services to the standard level, defined as the gap between the service 
quality specifications and the actual service delivery. Finally, the fourth gap is caused by the 
management’s lack of ability to match the company’s promises to the customer through their 
external communication, defined as the gap between the service delivery and what the 
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company has communicated about the service to customer (Parasuraman, Zeithaml & Berry 
2001; Zeithaml & Bitner 2003). 
According to Lewis (1987), Parasuraman et al. (2001) and Zeithaml and Bitner (2003), 
recognition of the gap between the expectations and perceptions of the service quality level 
provided by an organisation is vital. This observation is supported in tourism contexts, as the 
accommodation management’s target is to minimise the gap by delivering a service quality 
level that meets the customers’ expectations. 
According to Parasurman, Berry, and Zeithaml (1990), the negative outcomes of the fifth 
quality of service gap include unfavourable word-of-mouth from the customers, unsatisfactory 
perceptions of the service being confirmed, and a general reduction in the company’s 
reputation and loss of business, as shown in Figure 2.5. Thus, successful accommodation 
managements fill the first four gaps in order to minimise the fifth gap, and so achieve their 
target by satisfying and retaining their customers (Han, Kwortnik Jr & Wang 2008b; Herman 
2007; Kvist & Klefsjö 2006b; Parasuraman, Berry & Zeithaml 1990). Hence, this thesis will 
focus more on the fifth gap, that is, the difference between the Middle Eastern tourist’s 
expectations and perceptions of the accommodation sector’s service quality on the Gold 
Coast. 
The service quality gap model, developed by Parasuraman et al. (1985), is divided into two 
levels. The top level relates to the customer’s vision and the bottom level relates to the service 
provider. This model is considered to provide a basic understanding of the causes of the 
negative or positive relationships between the customer and the service provider based on the 
service quality level.  
To measure the five gaps in the model, and in particular the fifth gap, and to discover the 
causes of the first four gaps, Parasuraman et al. (1985) developed the SERVQUAL 
instrument. The instrument has two sections. The first section seeks to measure the 
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customer’s expectations (22 questions), and the second section seeks to measure the 
perceptions (22 questions), in parallel. The answers are assessed by using a seven-point Likert 
scale, with items covering the five dimensions of service quality mentioned earlier in this 
section. In addition, the quality is measured by the difference between the perceptions and 
expectations for each pair of questions; the final score across all questions is used to measure 
the quality. The questionnaire of Parasuraman et al. (1985) was designed to measure 
accurately the quality of service level for a variety of service firms including banks, telephone 
companies, security brokers, an appliance repair and maintenance firm, and credit card 
companies. 
Two years later, Gummesson (1987) developed his model to measure service quality in the 
manufacturing company Ericsson. He proposed four quality dimensions: design quality, 
production quality, delivery quality, and relational quality; these dimensions were used to 
evaluate the customer’s perceived quality and satisfaction. Importantly, it was his observation 
that all the company’s employees, at all the management levels, contributed to the firm’s 
service quality. In addition, he highlighted that good design directly influences technical 
quality, and could be the foundation of functional quality. Nevertheless, there is one major 
limitation to this model: including the difference between production quality and delivery 
quality. This can create a tension between the production quality and the delivery quality as, 
normally, in most service areas; both the product and the service are presented at the same 
time. 
Gronroos (1988) attempted to measure the quality of service. This study highlighted the 
customers’ total perceived quality, as a result of the difference between the customers’ 
expectations and their perceptions of the service quality. In fact, this model is similar to the 
Parasuraman et al.’s (1988a) gaps model (Legcevic 2008). However, Gronroos (1988) 
proposed that customer’s perceptions of the quality of service can be measured by two major 
dimensions: the ‘Technical Quality’ and the ‘Functional Quality’. The first dimension, 
 46 
‘Technical Quality’, emphasises what the customer receives and gets out of the service. That 
means, at the end of the customer service experience, that experience is what the customer 
retains. This dimension is similar to the Parasuraman et al.’s (1988a) dimension, called 
outcome quality (Legcevic 2008). 
The second dimension, ‘Functional Quality’, focuses on how the customer receives the 
technical outcome, and how they evaluate the performance of the service (Gronroos 1988). 
This dimension reflects Parasuraman et al.’s (1988a) process quality dimension. In order to 
present a good perceived service quality, Gronroos (1988) categorised six dimensions within 
his model, to better understand his two main dimensions. The outcome was a synthesis of his 
research, which was designed to be efficient for all kinds of service firms. The first 
dimension, professionalism and skills, is related to the technical quality dimension. However, 
attitudes and behaviour, accessibility and flexibility, reliability and trustworthiness, and 
recovery, are related to the functional quality dimension, with the reputation and credibility 
dimension being related to the image factor. 
Furthermore, Gronroos (1988) proposed that the customer’s perception is expected to be 
subjective in nature. Consequently, the functional quality may appear too complicated to be 
measured objectively. Additionally, the technical dimension is often perceived subjectively, 
from the customer’s point of view. Thus, the technical quality dimension is difficult to 
measure. Similarly, in Parasuraman’s (1985) work, the competence dimension in the original 
gaps model, which is related to the Gronroos (1988) technical quality dimension, confirms 
that the customer’s perception is still evaluated subjectively by the customer. In fact, the 
majority of Parasuraman et al.’s (1985b, 1988d) gaps model dimensions are related to 
Gronroos’s (1988) functional dimension, which confirms the importance of Parasuraman et 
al.’s (1985b, 1988d) dimensions model (Legcevic 2008). 
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In addition, both Gronroos’ (1988) and Gummesson’s (1987) models share the notion that the 
company’s image influences the customer’s perception of quality and their evaluation of the 
service quality. For example, if the company has a positive image, the customer is expected to 
see a lack of the service as being insignificant; on the other hand, the customer may have 
high-minded expectations that override the image. Another service quality model, developed 
by Brogowicz, Delene and Lyth (1990), was designed to combine the Gronroos and 
Gummesson models, on one hand, and the Parasuraman gaps model on the other hand 
(McColl 1995). The Brogowicz et al. model fits together the vital themes of technical quality 
and functional quality, with the quality gaps. These dimensions of quality and the factors that 
influence the perception of quality have arisen from empirical data, while the gaps model is 
initially inductive.  
Importantly, it should be noted here that the existing models of service quality were the 
primary source for the Brogowicz et al. (1990) model, and their study was not based on 
empirical data. This omission was a serious limitation in their research (McColl 1995). In 
order to gain a more in-depth analysis of the service quality scales, which strongly relate to 
the current thesis, the following section will focus on the most important approaches that have 
been conducted to measure the service quality level, in the tourism and accommodation 
research area. 
2.5.3 Measurement and Service Quality in the Tourism and Accommodation 
Sector 
 
The accommodation sector is one service sector where the quality of service is difficult to 
measure, due to the exceptional characteristics of intangibility, heterogeneity and 
inseparability of production and utilisation (Campos-Soria, Garcia & Garcia 2005; Carrillat, 
Jaramillo & Mulki 2007; Chowdhury 2008; Gronroos 1984, 1988, 2002; Parasuraman., 
Zeithaml & Berry 1985; Parasuraman., Zeithaml & Malhotra 2005). Indeed, all these factors 
shape the service nature in the accommodation sector. Hence, the measurement of the service 
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quality is challenging because of the unique nature of the accommodation service. This 
natural intangibility has made it difficult for accommodation business operators and 
researchers to independently measure service quality (Armstrong et al. 1997; Lee & Chen 
2006). 
Further, in the accommodation sector, various attempts have been made to develop 
appropriate dimensions to measure service quality. Some instruments have been developed to 
measure the quality of service, such as the modified instrument, ‘LODGSERV’, by Knutson, 
Stevens, Wullaert, Patton, and Yokoyama (1991). This instrument sought to measure 
customers' expectations and perceptions of the service quality in the hotel industry. 
Parasuraman et al.’s (1985) SERVQUAL, with five dimensions, was used as the foundation 
for the LODGSERV instrument. Specifically, this instrument measured the accommodation 
customer’s expectations based on the price segment: the economy, the mid-price, and the 
luxury hotels (Knutson et al. 1991). Importantly, the five dimensions of SERVQUAL kept 
their ranking position across the three segments (Armstrong et al. 1997). Additionally, it 
appears that the most important of the five dimensions for accommodation customers was 
reliability; that is, assurance, responsiveness, tangibles and empathy (Knutson et al. 1992). 
The LODGSERV instrument was used in Japan, Taiwan, Hong Kong, Australia and the UK 
by Patton, Stevens, and Knutson (1994); they translated the instrument into two languages 
Japanese and Chinese (Armstrong et al. 1997). Patton et al.’s (1994) study confirmed that the 
LODGSERV instrument maintains its consistency when applied in cultures outside the USA. 
However, the limitation of this approach was in the validity of LODGSERV, which was not 
considered by the study. Further research by Bojanic and Rosen (1994) involved the use of 
the SERVQUAL instrument as the basis for developing a new instrument to measure 
customer’s perceptions and expectations of service in restaurants. They confirmed that the 
SERVQUAL instrument was an effective instrument when used to measure the restaurant’s 
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customer’s perceptions and expectations of service quality in a North American chain 
restaurant. 
In 1995, Knutson, Stevens, and Patton developed a new instrument, ‘DINESERV’, to 
measure customers’ expectations of service quality in different types of restaurants. 
Parasuraman et al.’s (1988a) SERVQUAL instrument was used as the foundation for the 
development of Knutson et al.’s (1995) DINSERV instrument. DINSERV tested customers’ 
expectations of three kinds of restaurants: quick service, casual/theme and fine dining. Their 
pilot test confirmed that the DINESERV instrument has a high degree of reliability. Knutson 
et al. (1995) observed that there were no important differences in customers’ expectations of 
service quality across the three restaurant groups. 
Armstrong et al. (1997) examined the impact of expectations (based on culture) on service 
quality perceptions in the Hong Kong hotel industry, using the SERVQUAL instrument. The 
instrument was adapted for the hotel service setting in the same way as LODGESERVE by 
Knutson et al. (1992), while the wording of the instrument was adapted for the hotel setting 
(Armstrong et al. 1997). This study identified that the customer’s expectations were different 
for each cultural group. As result, the expectations were difficult to measure in the cross-
cultural context. This outcome contrasted with the outcome from the studies of Cronin and 
Taylor (1992), Teas (1994), and Knutson, Stevens and Patton. Armstrong et al.’s (1997) study 
confirmed the reliability of the SERVQUAL instrument as being high and valid to use in 
different industries. 
In a recent service quality study, in a hotel industry setting, Fowdar (2007) used the 
SERVQUAL instrument to investigate its applicability to the hotel industry in Mauritius. She 
confirmed that the SERVQUAL dimensions, along with a number of other dimensions, are 
reliable for the hotel industry. In this research 32 tourists were interviewed, in-depth; they 
were asked about their needs and the service quality they expected to gain from the Mauritius 
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hotels. Open-ended questions were used to identify the tourists’ expectations of service 
quality provided by the hotels. The results presented two new dimensions, which were not 
found in the SERVQUAL dimensions, namely: ‘core hotel benefits’ and ‘hotel technologies’. 
According to Fowdar (2007), there appears to be no proof positive that the additional 
dimensions need to be added, if the SERVQUAL instrument is applied to the accommodation 
sector. One important limitation of this research was the possible inapplicability to hotels 
outside Mauritius. Nevertheless, Fowdar’s (2007) research was only exploratory, thus 
additional research is required to justify its final development as a dependable scale for 
measurement of service quality in the hotel industry. On the other hand, in the hotel industry, 
many researchers have used the SERVQUAL dimensions to examine service quality, 
including: Mey et al. (2005), Nadiri and Hussain (2005), Chang (2006), Kvist and Klefsjö 
(2006b), Su and Sun (2007), and Presbury, Fitzgerald & Chapman (2005). 
Many models have been developed to measure the quality of service within a range of service 
sectors. However, all share the following five ideas which are: Quality of service, which is a 
measure used by the customer rather than the firm – that is, the customer’s perception; 
Production and delivery, which come together and are presented at the same time – that is, the 
evaluation of the service quality by the customer depends on what the product is and how it is 
delivered; Functional quality, which is used to evaluate the customer’s cooperation with the 
service provider at each service encounter or moment-of-truth; Management and employee 
responsibility – that is, everyone in the service firm shares the responsibility for the overall 
customer evaluation of the service quality; External communication – its impact on the 
customer’s overall evaluation of the service quality. Hence, these five factors are important to 
the overall success of the firm. Therefore, the quality of the services has to be observed at all 
times. Further, these measurements enable management to identify the gaps in their services 
and fill them. However, not all models are the same. 
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Indeed, there are a number of differences between the models. For example, Parasuraman, 
Zeithaml and Berry’s (1985, 1988, 1991 & 1994); Parasuraman, Berry & Zeithaml (2001) 
service quality ‘SERVQUAL’ instrument is the most widely applied model to measure 
service quality in various service sectors (Legcevic 2008; Nadiri & Hussain 2005). 
SERVQUAL is abbreviation of service quality. Furthermore, most researchers of service 
quality use the instrument as a foundation for their research (Mohsin 2005). However, the 
SERVQUAL instrument has been criticised (Nadiri & Hussain 2005). The debate revolves 
around the validity and reliability of the SERVQUAL instrument (Kvist & Klefsjö 2006b; 
Legcevic 2008; Meng & Elliott 2009). While Parasuraman et al. (1985b) identified the 
‘SERVQUAL’ instrument as a generic instrument to be used for all the service sectors and 
modified by changing the words to meet a specific context. Carman (1990) argues that the 
instrument is not generic. He applied the instrument in his studies of a dental school patient 
clinic, a business school placement centre, a tyre store and an acute care hospital. His 
conclusion was that the SERVQUAL instrument can only be used where the service provider 
presents multiple service functions to their customers. Similarly, Cronin and Taylor (1994) 
disagree with the assumption that one instrument can be universally applied to all service 
industries. 
Nevertheless, Parasuraman, Berry & Zeithaml (2001); Parasuraman et al. (1985, 1991) 
continue to assert that the customer’s expectations, in addition to customer perceptions, are an 
essential component for measuring the service quality. The argument continues, however, 
with Cronin and Taylor (1994a) and Teas (1994) postulating that the customer expectation is 
an invalid factor by which to measure the quality of service. Instead, they propose that the 
customer’s perception alone is sufficient to measure the quality of service. So the arguments 
go back and forth as to whether service quality is a function of both expectations and 
perceptions, or perceptions alone (Nadiri & Hussain 2005). 
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Thus, Parasuraman et al. (1994b) reconfirmed in their argument that both variables 
(expectation and perception) are necessary to evaluate the service quality, by reassessing the 
SERVQUAL instrument,. At the mean time, Cronin and Taylor (1994) developed the new 
‘SERVPERF’ instrument to evaluate the quality of service by using the perception variable 
alone. SERVPERF was proposed as an alternative to the SERVQUAL instrument (Meng & 
Elliott 2009). Interestingly, SERVPERF used the same 22 items that comprise the 
SERVQUAL instrument (Tsai & Tang 2008). However, while the SERVQUAL approach 
focuses on the gap between expectations and perceptions, the SERVPERF approach focuses 
on perception only (Tsai & Tang 2008). To support their approach, Cronin and Taylor 
(1994b) and Teas (1994) highlighted that the customer’s expectations are changeable in 
nature, which depends on their experience and consumption situation. Therefore, they posited 
that, while expectation is not a unique variable, it can be used to measure service quality 
(Cronin & Taylor 1994b; Teas 1994).  
The contentious issue of one universal instrument appears to continue without any resolution. 
However, in terms of the current study, the research will use Parasuraman et al.’s (1991) 
SERVQUAL instrument, with word changes to reflect a more appropriate instrument for the 
present research. SERVQUAL instrument has been selected for its worldwide application in 
different service sectors, particularly in the accommodation sector. Indeed, most studies into 
this sector have used the SERVQUAL instrument, or have developed and used a new 
instrument based on the SERVQUAL instrument. Such usage has confirmed the validity of 
the SERVQUAL instrument’s application in the tourism and accommodation sector over any 
other instrument. Moreover, the wide-ranging application of the SERVQUAL instrument has 
tested its validity and reliability in different service industries. The research confirms that its 
dimensions have high validity and reliability, especially when used to measure the gap 
between customer expectations and perceptions of service quality in the tourism and 
accommodation sector (Fowdar 2007; Juwaheer 2004b, 2006b; Kvist & Klefsjö 2006b; Mey, 
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Akbar & Fie 2005; Mohsin 2005; Tsaur & Lin 2004; Wang, Vela & Tyler 2008a). Indeed, 
Cronbach’s alpha values of the SERVQUAL dimensions were above 0.70 when tested, 
providing evidence that the internal consistency of the SERVQUAL items were suitable. 
Further, according to Nunnally (1978), if the Cronbach’s alpha value is a minimum of 0.70, 
then that score would be an acceptable average. 
Of significance to this thesis, no previous research has applied Parasuraman et al.’s (1985, 
1988, 1991) approach to evaluating the validity of the expectations and perceptions scale by 
Middle Eastern tourists, or on its impact on their behavioural intentions towards the 
accommodation service quality level. Nevertheless, this is a legitimate application, as many 
scholars have confirmed that tourist expectations and perceptions affect their behavioural 
intentions (Alen Gonzalez, Comesana & Fraiz Brea 2007; Alexandris, Dimitriadis & Markata 
2002; Anonymous 2009; Han, Kwortnik Jr & Wang 2008a; Park, Robertson & Wu 2004; 
Zeithaml, Berry & Parasuraman 1996). Therefore, the next section will focus on tourist 
behavioural intentions.  
 
2.6 Behavioural Intentions 
Behavioural intentions is defined as the customer’s perceived service quality in relation to the 
actual experience, as well as the proposed behavioural intentions after the service encounter 
(Zeithaml, Berry & Parasuraman 1996). Recently, a number of studies have focused on 
customer behavioural intentions; namely, Liu, Furrer and Sudharshan (2001a), Tsaur, Lin and 
Wu (2005), and Zeithaml et al. (1996). They have proposed that customer behavioural 
intentions towards the firm are affected, significantly, by the service quality level. Indeed, 
Brady and Robertson (2001), Kumar and Grisaffe (2004), and Mohr and Bitner (1995) 
identified a direct link between service quality and behavioural intentions. Additionally, 
Zeithaml et al. (1996) noted that customers’ perceived service quality toward the actual 
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experience was linked to behavioural intentions after the service encounter. Thus, positive 
customer behavioural intentions is a sequential element of high service quality, while negative 
customer behavioural intentions is a sequential element of low service quality. In this later 
situation, the relationship between the customer and the firm is more likely to be weakened 
(Liu, Furrer & Sudharshan 2001a). 
In the marketing and hospitality field, the literature review has revealed the use of Zeithaml et 
al (1996) behavioural consequences of service quality model. This model has been used to 
measure the relationship between service quality and customer behavioural intentions; further, 
its validity has been approved for use in different fields, such as marketing (Park, Robertson 
& Wu 2004), banking (Liu, Furrer & Sudharshan 2001a), and hospitality (Tsaur, Lin & Wu 
2005). Thus, for the purpose of this current research, Zeithaml et al.’s (1996) behavioural 
consequences of service quality approach will be used to uncover Middle Eastern tourist 
behavioural intentions towards accommodation service quality level. In their research, 
Zeithaml et al. (1996) used a sample of 24,000 customers, from different sectors (computer 
manufacturers, retail chains, automobile companies, and life insurance). Five factors or 
dimensions were seen to be consistent across all firms. The five dimensions contained 13 
items classified: loyalty to firm (five items); propensity to switch firm (two items); propensity 
to pay more (two items); external response (three items); and internal response (one item). 
 
The current study will use Tsaur, Lin and Wu’s (2005) behavioural intentions approach, 
which was adopted from Zeithaml, Berry & Parasuraman’s (1996) original approach. The 
behavioural intentions scale was employed in the current research to uncover Middle Eastern 
tourists’ behavioural intentions towards Gold Coast accommodation service quality, as well as 
to uncover its relationship with cultural values and service quality. 
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2.6.1 Operationalisation of Behavioural Intentions 
Cronin and Taylor’s (1992) behavioural intentions approach to measure customer purchase 
intentions uses an applied scale. However, this approach has been criticised for its limitations; 
specifically, it did not employ the full range of potential behaviourial intentions and their 
relationship with service quality (Tsaur, Lin & Wu 2005). Instead, their approach focused on 
customer purchase intentions and measured the construct with a single item scale (Tsaur, Lin 
& Wu 2005). 
 
Another behavioural intentions approach was proposed by Boulding, Kalra, Staelin, and 
Zeithaml (1993) who suggested two factors: repurchase intentions and willingness to 
recommend. Their research was conducted on the education field to measure the service 
quality level of an educational institution. They used specific factors, namely: intent to 
contribute money to a class pledge, and the intent to recommend the school employers as a 
place to recruit (Tsaur, Lin & Wu 2005). 
 
Later, Zeithaml, Berry and Parasuraman (1996) proposed thirteen items to measure a wider 
range of behavioural intentions (Tsaur, Lin & Wu 2005). These items were used to cover 
several sides of behavioural intentions not mentioned in the previous service quality research, 
namely: the likelihood of paying a premium price; remaining loyal to a firm, even when its 
prices go up; the intent to do more business with the firm in the future; and complaining 
intentions when service problems occur. Zeithaml et al.’s (1996) behavioural intentions scale 
was employed by many researchers, including: Bloemer and de Ruyter (1998), Liu et al. 
(2001a), and Tsaur, Lin and Wu (2005).  
All researchers agree that positive behavioural intentions included saying positive things 
about the firm to others, recommending the firm or service to others, paying a premium price 
to the firm, and remaining loyal to the firm (Reichheld & Sasser 1990; Reichheld & Schefter 
2000; Tsaur, Lin & Wu 2005). Tax, Brown & Chandrashekaren (1996) proposed that 
unsatisfactory customer experience, may affect on average 10 to 20 people negatively. Today, 
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with the ease of communication between people through new technology, such as the internet, 
service managers are challenged to pay more attention to their customer behavioural 
intentions (Liu, Furrer & Sudharshan 2001a). This is especially so given the reality of the 
effectiveness of the customer’s positive or negative word-of-mouth. Thus, negative 
behavioural intentions of the customer may cause propensity to switch (Reichheld 1996), and 
external and internal response to the problem (Parasuraman, Berry & Zeithaml 2001; 
Zeithaml & Bitner 2003).  
 
Thus, there is no uncertainty surrounding the notion that customer behavioural intentions are 
one of the most important factors leading to the success, and sustainability, of service firms 
(Alen Gonzalez, Comesana & Fraiz Brea 2007; Baker & Crompton 2000; Tsaur, Lin & Wu 
2005). However, there is limited research into Asian tourist behavioural intentions (Park, 
Robertson & Wu 2004; Tsaur, Lin & Wu 2005; Watkins & Gnoth 2005). Specifically, no 
previous study has examined the influence of either positive or negative behavioural 
intentions by the Middle Eastern tourist for the tourism and accommodation sector on the 
Gold Coast. For this reason, this thesis focuses on tourist behavioural intentions to uncover its 
relationship with service quality expectations and perceptions, as well as cultural values, the 
latter being the main driver influencing the service quality expectations and perceptions, and 
behavioural intentions by the Middle Eastern tourists. Thus, the next section will focus on the 
relationship between the cultural values and each factor of service quality expectations, 
perceptions and behavioural intentions. 
 
2.7 The Relationship between Cultural Values and Service Quality 
The relationship between cultural values and their influence on customer expectations and 
perceptions of service quality has received increasing attention over the last four decades 
(Foscht et al. 2008; Hume & Mort 2008; Truong & King 2006, 2010; Tsoukatos & Rand 
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2007a; Wang, Vela & Tyler 2008a). For example, a number of studies have examined the 
relationship between cultural values and service quality, such as Phillips (2005), Reimann, 
Lunemann and Chase (2008d), Truong and King (2006, 2010), Tsoukatos and Rand (2007b), 
and Wang et al. (2008b). The studies confirm that the expectations and perceptions of service 
quality can differ among cultural groups. Therefore, cultural values are considered to be a 
determinant of perceived service quality expectations and perceptions (Truong & King 2006, 
2010; Tsoukatos & Rand 2007b; Zhu 2004). 
For this reason, culture is seen as a guide of individual thoughts and needs (Schwartz 1999; 
Schwartz 2006). Hence, cultural values have an impact on service quality perceptions through 
customer expectations (Baron 2009; Furrer, Liu & Sudharshan 2000a; Hoare & Butcher 2008; 
Truong & King 2010; Tsaur, Lin & Wu 2005; Tsoukatos & Rand 2007a). As Hofsted (1986, 
1996) earlier proposed, cultural values are the most basic manifestation of culture and are 
among the principle elements of factors that children learn; not deliberately, but implicitly 
through socialisation. In addition, Schwartz (1994) postulated that cultural values can be 
defined as ‘desirable goals, varying in importance that serves as guiding principles in people’s 
lives’ (p. 88). As a consequence, people are not consciously aware of the values that they 
hold; as such, it is difficult to discuss or observe these values exactly (Hofstede 1980). 
Nevertheless, there is growing interest in the idea that cultural values are an important factor 
in providing appropriate services and success; and, therefore, service providers need to 
understand the customer’s cultural values (Furrer, Liu & Sudharshan 2000a; Mattila 1999a; 
Patterson & Mattila 2008b; Winsted 1997) 
According to the results from earlier studies, there is a relationship between cultural value 
differences and service quality. Further, there is a significant relationship between cultural 
values and service quality (Donthu & Yoo 1998; Furrer, Liu & Sudharshan 2000a; Liu, Furrer 
& Sudharshan 2001a; Mattila 1999a; Winsted 1997). These studies have used Hofstede’s 
cultural dimensions index, and Hall’s high- and low-communication context. For example, 
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Donthu and Yoo (1998) investigated the effect of customers’ culture on service expectations. 
They used Hofstede’s dimensions of culture and the dimensions of service quality from the 
SERVQUAL scale to measure the relationship between culture and service quality. Even so, 
they measured only six out of 25 possible relationships between the five cultural dimensions 
and the five service quality dimensions. Showing the difficulty of such research, Mattila 
(1999a) tested the relationship between culture and its influence on customer assessment of 
services level in luxury hotels. The study attempted to identify the differences between 
Western and Asian customers in terms of individualism versus collectivism, power distance, 
and high- versus low-context communication (Hall 1976, 1990). Mattila’s (1999) sample was 
divided into three groups (Westerners, Asian Chinese, and Asian Indians). However, the 
attempt was not totally successful, as she could not examine all the possible relationships 
between these dimensions. 
Specifically, Mattila (1999) found that customers are different, and these differences reflect 
their cultural backgrounds. For example, Western cultural customers care more about the 
physical environment and the hedonistic dimensions than do the Asians customers. As with 
Winsted’s (1997), and Donthu and Yoo’s (1998) studies, Mattila (1999) ignored a number of 
possible relationships between variables. They did not differentiate between powerful and 
weak customers, male or female employees, and frequent and infrequent service situations, 
which are related to the uncertainty avoidance dimension. 
Nevertheless, using Hofstede’s (1980, 1991) dimensions, Furrer et al. (2000b) identified 
possible positive or negative relationships between the SERVQUAL dimensions that vary 
across customers from different cultural backgrounds. They filled the gaps left by previous 
studies, including Winsted (1997), Donthu and Yoo (1998), and (Mattila 1999b), by 
measuring the differences between powerful and weak customers, male and female service 
employees, and frequent and infrequent service situations. Although the study was applied to 
retail banking services, the data were collected from international students attending large 
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universities in three countries (the USA, Singapore, and Switzerland). As a consequence, it 
can be confirmed that the study verified the relationship between culture and service quality. 
Recently, this relationship between culture and service quality has been further confirmed 
(Patterson & Mattila 2008a; Reimann, Lunemann & Chase 2008a; Truong & King 2010; 
Tsoukatos & Rand 2007b; Wang, Vela & Tyler 2008a). Additionally, Patterson and Mattila 
(2008a) examined the impact of familiarity of individual service providers and cultural 
background on evaluations of both successful and failed service encounters, from the 
customer’s perspective. The research studied the restaurant sector, with the data being 
collected from students in the USA (as the Western individualist background culture) and 
Thailand (as the Eastern, collectivist background culture). The results showed that individual 
customer’s cultural background and familiarity with the service provider had an impact on 
perceptions and post-purchase evaluations of both effective and ineffective service 
encounters. Moreover, the diversity of the customer’s cultural background has, lately, become 
an important competitive capability element in service industries. 
In their study, Wang et al. (2008a) addressed the accommodation sector and measured the 
Chinese tourists’ perceptions of the quality of the UK hotel service. Additionally, they 
explored the relationship between Chinese tourists’ culture and their expectations and 
perceptions of the UK hotels service quality level. To measure the relationship between 
culture and service quality, the researchers adapted the SERVQUAL questionnaire to measure 
hotel service quality, while the paired t-test and the Mann-Whitney test were used in the data 
analysis. The analysis identified a significant relationship between cultural values and service 
quality, and that these cultural values shape customers’ expectations and perceptions of hotel 
service quality (Wang, Vela & Tyler 2008a). This argument supports Patterson and Mattila’s 
(2008a) findings of the importance of cultural values in customer perceptions of service 
quality. 
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Truong and King’s (2010) most recent study examined the relationship between the cultural 
value differences of American tourists and Vietnamese service providers in Vietnam (the 
destination). The results show that understanding tourist cultural values may enhance provider 
services and tourist perceptions. Additionally, they recommend that cultural differences 
between tourists and service providers, as a host destination, still need to be explored. Such 
studies should assess the perspectives of tourist arrivals from diverse cultural backgrounds, 
and to destinations within the Asia-Pacific region and beyond, with the aim to enhance service 
quality (Truong & King 2010).   
Importantly, the exploration of the relationship between culture and service quality, in the 
accommodation sector, has further to go to fill significant gaps still existing in the literature 
(Truong & King 2010; Tsaur, Lin & Wu 2005; Wang, Vela & Tyler 2008a). In addition, few 
studies have investigated the impact of cultural values on accommodation service quality 
(Truong & King 2010; Tsoukatos & Rand 2007b). Most of the previous studies into service 
quality have recommended the need for more research in the accommodation field to measure 
the relationship between culture and service quality. Indeed, Patterson and Mattila (2008a), 
Truong and King (2010), Tsaur, Lin and Wu (2005), Wang, Vela & Tyler (2008) and others 
from diverse fields highly recommended that future researchers can measure the relationship 
between cultural values and service quality in a range of service sectors. 
Nevertheless, while there is the need for further study, a relationship has been identified 
between cultural values and service quality expectations and perceptions. In addition, it 
appears that most studies identified in the literature have used Hofstede’s (1980) dimensions 
to measure the relationship between culture and service quality. However, Hofstede’s (1980) 
four cultural dimensions failed to adequately reflect Asian perspectives on culture. For this 
reason, a fifth dimension was added by Hofstede and Bond (1988). According to Bearden and 
Money (2003); Smith (2002); and Yoo et al. (2000), Hofstede’s framework has been subject 
to wide criticism over the last two decades. Blodgett, Bakir and Rose (2008) and Smith, 
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Peterson and Schwartz (2002) tested the validity of Hofstede’s four dimensions at an 
individual level. They stated that Hofstede’s framework instrument is insufficient to construct 
validity when applied at an individual level of analysis. Furthermore, they conclude that most 
items lack validity, the reliabilities of the four dimensions are low, and their factor analyses 
did not result in a logical structure (Blodgett, Bakir and Rose 2008). Moreover, Hofstede’s 
dimensions have been criticized as being derived from old data. On Schwartz’s values offer 
several potential advantages over Hofstede’s dimensions (Schwartz, 1994). Schwartz’s values 
are theoretically derived; they are more comprehensive sets of values (Ng, Lee & Soutar 
2007a) and have been tested with more recent data (collected between 1988 and 1992) 
involving two matched samples (student and teacher samples) (Ng, Lee & Soutar 2007a). As 
a result, the current thesis will use Schwartz’s (1992) cultural values on the individual level to 
measure the relationship between cultural values and service quality for Middle Eastern 
tourists. 
Furthermore, as the literature is fragmented, the intention of the current research is to extend 
the existing knowledge by simultaneously measuring and identifying the relationship between 
cultural values, and each factor of service quality expectations and perceptions, held by 
Middle Eastern tourists. The following two hypotheses have been drawn from the literature 
review: 
H1: There is a positive relationship between cultural values and service quality expectations. 
H2: There is a positive relationship between cultural values and service quality perceptions. 
 
2.8 The Relationship between Cultural Values and Behavioural Intentions 
According to Ng, Lee, and Soutar (2007b), tourist behaviour may be affected by the tourists’ 
cultural values. Similarly, Tsaur et al. (2005) proposed that tourists’ cultural values influence 
their behavioural intentions. Hence, it is expected that positive or negative perceptions of 
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service quality would lead to different behavioural intentions (Kralisch & Prömel 2005; 
Kralisch, Yeo & Jali 2006; Litvin, Crotts & Hefner 2004; Soares 2004; Tsaur, Lin & Wu 
2005; Zeithaml, Berry & Parasuraman 1996). Indeed, Zeithaml et al. (1996) demonstrated that 
when a customer is satisfied with the service quality level experienced, the result will be 
customer loyalty to the firm and positive word-of-mouth recommendation, both of which are 
favourable behavioural intentions. However, when a customer is dissatisfied with the service 
quality level there is a propensity to switch to another firm, only give negative word-of-
mouth, and complain to others, which are all unfavourable behavioural intentions.   
Due to the powerful influence of tourists’ cultural values on their behavioural intentions, 
Soutar (2001) posited that marketers and managers must be aware of customer needs in order 
to be successful. These tourist needs are mainly derived from their cultural values; for 
example, the Middle Eastern tourist who is travelling abroad needs to pray at certain times, as 
well as eat halal food; such needs relate specifically to their culture (Tourism Australia 2005a, 
2006). According to O’Mahoney and Hall (2007b), personal values affect an individual’s way 
of life, interests, outlook, and consumption priorities. Berry et al. (1992) and Triandis (1994) 
postulated that culture determines human thoughts and behaviours. Similarly, Berry et al. 
(1992) identified that the major orientations in cross-cultural psychology tend to assume 
cultural explanations for psychological and behavioural differences among groups of people. 
Further, Triandis (1980) argued that social behaviour is a function of prior habits and of self-
instructions (intentions) to act in specific ways in particular social situations. Truong and 
King (2010) strongly supported the need for more attention to be given to cultural differences, 
especially people’s diverse cultural needs and wants. Satisfying these needs will result in a 
customer’s positive word-of-mouth and repeat visitations. 
Thus, cultural values can be seen as a fundamental component that contributes to the 
formation of a tourist’s behavioural intentions (Ng, Lee & Soutar 2007b; Truong & King 
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2010). Additionally, as cultural values impact on tourist behavioural intentions, the following 
hypothesis can be postulated: 
H3: There is a positive relationship between cultural values and behavioural intentions. 
 
2.9 The Relationship between Service Quality and Behavioural Intentions 
Liu, Furrer and Sudharshan (2001a), Truong and King (2010), Zeithaml, Berry and 
Parasuraman (1996) and Tsaur, Lin and Wu (2005) have found that perceived service quality 
has an effect on several types of behavioural intentions. For example, Zeithaml, Berry and 
Parasuraman (1996) established that positive perceived service quality has a positive effect on 
loyalty to a firm and willingness to pay more, while negative perceived service quality affects 
negatively on the customer, and their willingness to switch to another firm. In conclusion, it 
can be hypothesised that: 
H4. There is a positive relationship between service quality expectations and behavioural 
intentions. 
H5. There is a positive relationship between service quality perceptions and behavioural 
intentions. 
 
2.10 The Relationship between the Demographic Characteristics and 
Expectations, Perceptions and Behavioural Intentions 
 
Based on the literature, demographic characteristic can affect tourist expectations, perceptions 
and behavioural intentions (Liu & Yen 2010). According to Liu and Yen (2010) and Testa 
and Mueller (2009), the more significant demographic factors include age, gender, profession, 
education level. 
Age is considered one of the factors that contributes to tourists’ demands (Liu & Yen 2010). 
A number of studies have assessed age among different tourists’ ages; these studies have 
sought to identify the impact of different age groups on the tourist expectations, perceptions 
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and behavioural intentions. For example, a study by Cessford (1998) examined tourist 
satisfactions, impact perceptions, and attitudes toward management options on the Milford 
Track Park in New Zealand. He proposed that tourist’s age impacts on their perceptions and 
satisfaction. He showed that younger tourists have less positive perceptions and satisfaction 
than older tourists. Similarly, Shaw and Williams (2002) proposed that middle- aged tourists 
have high demand expectations and low perceptions, while older and retired tourists have 
fewer expectations and higher service quality perceptions.  
In contrast, Liu and Yen (2010) conducted their study on leisure farming tourists living in 
Taiwan and found that there is a significant relationship between the tourist age and service 
quality perceptions and satisfaction. Furthermore, they found that young tourists’ age had a 
higher total tourist satisfaction than that of older tourists (Liu & Yen 2010). Williams and 
Buswell (2003) demonstrated that older tourists expect more value for the money they spend; 
therefore, they are typically more discerning towards service quality standard than younger 
tourists. 
In addition, to the tourists’ age, gender was considered as one of the factors that contributed to 
the tourists’ expectations, perceptions and behavioural intentions. This outcome was 
confirmed by a number of studies. For example, Baloglu and Brinberg (1997), Cessford 
(1998), and Mattila et al. (2001) agreed that gender impacts on perceptions and behaviour 
towards services. Mattila et al. (2001) proposed that gender has a significant impact on choice 
of spring break destinations, behaviours, as well and expectations for hospitality. It found that 
women have fewer expectations than men. Similarly, Liu and Yen (2010) found that gender 
impacts on tourists’ perceptions and showed that tourists have different perceptions and 
behavioural intentions (Baloglu & Brinberg 1997) based on their gender. Other 
demographical variables identified as a predictor of expectations, perceptions and behavioural 
intentions among tourists are education level, profession, and country of origin or nation 
(Baloglu & Brinberg 1997; Grimm et al. 2009; Kastenholz 2002; Liu & Yen 2010). Liu and 
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Yen (2010) proposed that tourists’ education level, profession and country of origin are 
significantly correlated to the tourists’ perceptions.  
In conclusion, the literature shows that tourists’ cultural background and their demographic 
characteristics impact on their expectations, perceptions and behavioural intentions. Thus, 
tourists’ service providers have to take into consideration these factors to understand tourists’ 
expectations, perceptions and behavioural intentions. Thus, one can hypothesis that:  
H6: Gender, age, education level, profession, country of origin and cultural values are 
predictive of each factor of expectations, perceptions and behavioural intentions among the 
Middle Eastern tourists. 
2.11 Proposed Conceptual Model    
Based on the preceding theoretical arguments and empirical findings, a conceptual model is 
proposed for the current study. Thus, three established scales, with reliable track records, will 
be used to examine the relationship between cultural values and each factor of expectations, 
perceptions and behavioural intentions. The literature studied has proposed that tourists’ 
demographic characteristics may contribute to their expectations, perceptions and behavioural 
intentions in relation to the accommodation service quality; therefore, demographic variables 
will be used. The cultural values will be measured by Schwartz’s (1992, 1994) ten values 
scale (power, achievement, hedonism, stimulation, self-direction, universalism, benevolence, 
tradition, conformity and security); the unit of measurement in Schwartz’s scale is on an 
individual level.  
The Best-Worst scale (BWS) will be used to measure Schwartz’s values. This will be 
achieved by asking tourists to choose the most and least important values that guide their 
lives, as recommended by Lee et al. (2008). According to Cohen and Markowitz (2002), BWS 
forces discrimination between items by not allowing respondents to give a middle answer; the 
latter can be a problem with ratings scales. Additionally, the BWS is the latest new scale 
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recommended for studies addressing cultural research (Fischer 2004; Lee, Soutar & Louviere 
2005, 2008; Lee et al. 2006). Further, service quality expectations and perceptions will be 
measured by using the five dimensions of service quality (tangible, empathy, assurance, 
reliability, and responsiveness). The SERVQUAL scale will be used to reveal the tourist’s 
expectations and perceptions, and to uncover the gap between them (Parasuraman, Zeithaml 
& Berry 1991). 
Behavioural intentions will be measured by using (Zeithaml, Berry & Parasuraman 1996) five 
dimensions scale (loyalty, switch, pay more, external response and internal response) to reveal 
Middle Eastern tourist behavioural intentions. While many scholars have presented different 
and significant cultural frameworks, Schwartz’s (1992, 1994) framework is considered to 
have made an important contribution and, at the same time, provided a coherent theory to 
explain the variation between national cultural values (Lee, Soutar & Louviere 2008). The 
major strength of the Schwartz model is the lack of alternative comprehensive frameworks. It 
has key advantages over other frameworks, such as those developed by Triandis (1972), Hall 
(1976), Hofstede (1980), Khal (1988), and others (Lee, Soutar & Louviere 2008). In addition: 
Schwartz’s (1992) cultural values are theoretically derived; they are a more comprehensive 
set of value dimensions; and they have been recently tested using data from 1988 to 1992, 
with two matched samples of students and teachers (Ng, Lee & Soutar 2007a).  
Significantly, these three scales will provide a good conceptual model for this thesis. Indeed, 
this research is thought to be the first study to use the three scales to uncover the relationship 
between Middle Eastern tourist cultural values and each factor of expectations, perceptions 
and their behavioural intentions, in relation to accommodation service quality level on the 
Gold Coast, Australia. The proposed investigation into individual relationships between the 
cultural values and each factor of service quality expectations and perceptions, as well as 
behavioural intentions, is depicted diagrammatically in figure 2.6. This model provides the 
theoretical underpinning of the current thesis. 
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Figure 2.6: Proposed Conceptual Model of Cultural Values, Service Quality Expectations, Perceptions and Behavioural Intentions 
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As shown in figure 2.6, the conceptual model consists of Schwartz’s (1992) cultural values 
and demographic factors as independent variables. However, service quality expectations and 
perceptions and behavioural intentions are presented as dependent variables. This conceptual 
model hypotheses and examines the relationship between cultural values and each factor of 
service quality expectations, perceptions and behavioural intentions among Middle Eastern 
tourists in relation to the Gold Coast accommodation service quality level.    
 
Figure 2.7: Depiction of Hypotheses Four and Five of Service Quality Expectations, Perceptions and 
Behavioural Intentions 
 
 
 
 
 
 
 
Source: Author 
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2.12 Summary 
Within this thesis, the culture of Middle Eastern tourists who are visiting the Gold Coast, 
Australia, will be seen only from the framework of Schwartz (1992, 1994), and the cultural 
values Schwartz formulated. While many scholars have proposed alternative frameworks, the 
work of Schwartz has been identified as the most comprehensive and most suitable to serve as 
the basis for this thesis. There are a number of important factors that have led to the current 
thesis. For example, tourist arrivals from the Middle East are a vital component of Australia’s 
tourism and accommodation sector, specifically, and the Australian economy in general. 
Further, the literature review reveals a lack of information on Middle Eastern tourists’ needs 
in terms of their culture and its impact on the tourism and accommodation sector. Hence, the 
current study provides an excellent opportunity to uncover the relationship between Middle 
Eastern tourist cultural values, service quality expectations and perceptions, and behavioural 
intentions with respect to Gold Coast accommodation service quality. 
This thesis generates new knowledge and insights that contribute to and extend our 
understanding of Middle Eastern tourist cultural values and their impact on the tourism and 
accommodation sector on the Gold Coast. The research defines the extent to which these 
values may affect Middle Eastern tourist expectations and perceptions, and behavioural 
intentions. Specifically, the research uses Schwartz’s (1992, 1994) ten values to uncover 
Middle Eastern tourist cultural values; their relationship with service quality expectations and 
perceptions will be examined using Parasuraman et al.’s (1991) scale, which includes five 
dimensions; while their behavioural intentions will employ Zeithaml et al.’s (1996) scale, 
with five dimensions, to provide the research framework. 
In addition, the literature review highlighted the importance of service quality as an 
influencing factor that can affect whether a business is operated successfully or not. In the 
tourism and accommodation sector, service quality has been shown to attract and retain 
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tourists, and thus ensure the sustainability of the sector. Therefore, the relationship between 
Middle Eastern tourists’ cultural values, service quality and behavioural intentions will be 
examined. The behavioural intentions literature shows that tourists’ behavioural intentions are 
related to their culture and their service quality expectation and perception levels.  
These levels can lead to positive behavioural intentions, such as tourist loyalty and repeat 
visits to the same accommodation; alternatively, they can lead to negative behavioural 
intentions, such as switching to other accommodation, and reporting the unsatisfactory service 
quality experience as negative word-of-mouth. To facilitate a positive experience for both the 
Middle Eastern tourist, and the accommodation provider, this thesis identifies the impact of 
cultural values on Middle Eastern tourist’s expectations and perceptions, and their 
behavioural intentions towards Gold Coast accommodation service quality level. The 
following chapter will address and explain this thesis method approach. 
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CHAPTER THREE 
METHODOLOGY 
 
3.1 Objective 
The purpose of this chapter is to explain and justify the research methodology that is used 
in responding to the research questions and hypotheses, upon which this mixed methods 
study is based. In this chapter, the study design is discussed in relation to the contribution 
of each method. The research hypotheses, setting, sampling and recruitment procedures, 
data collection methods, survey instruments, interviews, data analyses methods, and 
methods to enhance the trustworthiness of the study are explained. Finally, issues related to 
ethical considerations are addressed within the context of this study.   
 
3.2 Introduction 
The theories of cultural values, service quality and behavioural intentions underpinning the 
research in this thesis concluded into three research questions. Question one, “To what 
extent do cultural values impact on the expectations, perceptions and behavioural 
intentions of the Middle Eastern tourist in relation to accommodation service quality level 
at the Gold Coast, Australia?”; question two, “To what extent do service quality 
expectations and perceptions impact on the behavioural intentions of the Middle Eastern 
tourist in relation to accommodation service quality level at the Gold Coast, Australia?”; 
and question three, ‘To what extent are gender, age, education level, profession, country of 
origin and cultural values predictive of each factor of expectations, perceptions and 
behavioural intentions among the Middle Eastern tourist?’. 
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A mixed methodology has been utilised to answer these three research questions. Thus, 
this chapter will describe the mixed methodology conducted in this thesis. This mixed 
methodology involved two phases: quantitative and qualitative data collection and 
analysis. First, a quantitative phase was conducted to uncover the relationship between the 
thesis’s constructs: cultural values, expectations, perceptions and behavioural intentions. 
Then, a qualitative phase was undertaken to provide an in-depth description of the 
quantitative findings.  
The aim of a mixed methods approach is to give strength to and minimise the weaknesses 
of both quantitative and qualitative research (Creswell 2009a; Johnson & Onwuegbuzie 
2004a; 2004b). The quantitative research is objective and seals explanatory theory, while 
qualitative research is subjective and aims to provide an in-depth description of the 
research phenomena (Sarantakos 2005). Thus, the strengths of conducting the multi-
method approach are that the researcher can collect the data from different perspectives for 
the same topic, to obtain a comprehensive understanding of the research problem 
(Tashakkori & Creswell 2007). Therefore, this thesis performed both approaches to 
triangulate and gain more comprehensive and meaningful data in answering the research 
questions and in achieving the following thesis objectives:  
1. To uncover the interrelationship among the thesis constructs of Middle Eastern 
tourist cultural values, expectations, perceptions and behavioural intentions; and  
2. To identify the theoretical and practical contribution of this thesis by understanding 
Middle Eastern tourist cultural values, their expectations, perceptions and 
behavioural intentions in relation to Gold Coast accommodation service quality 
level. 
The quantitative phase of this thesis utilised a questionnaire survey of Middle Eastern tourists 
on the Gold Coast to test the five sets of hypotheses relating to the relationship between 
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Middle Eastern tourist cultural values and each factor of expectations, perceptions and 
behavioural intentions in relation to the level of the Gold Coast accommodation service 
quality. The quantitative phase conducted through three stages. The pre-test was the first stage 
performed in this research, in order to check the mechanical structure of this thesis 
questionnaire and to ensure that the response categories to the questions were correct and 
there were no ambiguous, unclear or misleading questions (Babbie 2007; Burton 2000; Clark 
& Creswell 2008; Creswell 2008; Sarantakos 2005). Then the pilot study was performed as 
the second stage in order to estimate the cost and duration of the main study, and to check the 
effectiveness of the study’s organisation and the suitability of the research methods and 
instruments (Creswell & Garrett 2008; Hakim 2000; Kumar 2005; Sapsford 2007). Then the 
main study survey was performed as the third and final stage.    
The qualitative phase was then performed to uncover in detail how and why cultural values of 
Middle Eastern tourists impacts on their expectations, perceptions and behavioural intentions 
in relation to the Gold Coast accommodation service quality level. The analysis provided 
insights on important tourist needs derived from their cultural values.  
 
3.3 Research Approach 
The literature shows that previous studies addressing the thesis’s three key concepts 
utilised the quantitative method to test their models: hypotheses theory (Bryman 2008; 
Tsang & Ap 2007; Tsaur, Lin & Wu 2005; Tsoukatos & Rand 2007a; Ueltschy et al. 
2004a). This thesis followed the conventional quantitative approach found in the literature, 
and went further to incorporate qualitative methods in order to determine how Middle 
Eastern tourist expectations, perceptions and behavioural intentions are affected by their 
cultural values.  The merits of using a multiple research method are well known. Creswell 
and Garrett (2008) defined a mixed methods approach as ‘an approach to inquiry in which 
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the researcher links, in some way (e.g. merges, integrates, connects), both quantitative and 
qualitative data to provide a unified understanding of a research problem’ (p. 322).  
A mixed method approach was facilitated to gain a greater quality of data, to overcome the 
limitations of using an individual approach. Thus, the aim of the mixed method approach 
in this thesis is to give strength and overcome the weaknesses within each individual 
method, and to confirm and validate this thesis’s results by using both quantitative and 
qualitative methods (Johnson & Onwuegbuzie 2004b). In addition, the multi methods 
research is used to give the researcher the right to use multiple approaches in answering 
research questions, rather than limiting or hindering him or her (Bryman 2006; Creswell 
2009a; Creswell & Tashakkori 2007). Creswell and Clark (2007) proposed that a mixed 
methods approach involves the collection or analysis of both quantitative and/or qualitative 
data: in an individual approach in which the data are collected concurrently or sequentially, 
are given priority, and which includes interaction of the data at one or more stages in the 
process. Therefore, this thesis followed a sequential explanatory mixed methods strategy. 
This allowed the researcher to conduct a quantitative approach to answer the research 
questions and test the hypotheses, followed by a qualitative approach, which helped to 
obtain an in-depth explanation of the quantitative results (Creswell 2009a), as shown in 
figure 3.1.  
Figure 3.1 Sequential Explanatory Design 
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Creswell (2007) demonstrated that a qualitative approach helps to explain by interpreting 
the results through distinct paradigms that correspond to the findings from quantitative 
methods, hence avoiding the limitations of using a single method. Thus, a mixed method 
can be a reinforced by integrating quantitative and qualitative data analysis (Tashakkori & 
Creswell 2007). Similarly, Plano-Clark and Creswell (2008) stated that qualitative methods 
bring a more in-depth understanding to reinforce the explanation of statistical findings of 
quantitative data. For these reasons, a multiple method is adopted in this thesis. 
In the first phase of this thesis, a theoretical framework was developed depicting two 
hypothesised relationships among the constructs and the dependent variables, based on the 
literature. A questionnaire survey was then conducted to gather data to test these 
hypothesised relationships. In the second phase of the research, a qualitative study was 
performed to uncover the influence of cultural values on Middle Eastern tourist 
expectations, perceptions and behavioural intentions towards Gold Coast accommodation 
service quality level. The aim was to use the qualitative study results to present evidence to 
support the findings of the quantitative analysis as well as to recommend some generic 
guidelines on improving Middle Eastern tourist perceptions and behavioural intentions by 
enhancing accommodation service quality level at the Gold Coast, Australia.  
Furthermore, the purpose of collecting quantitative and qualitative data in this thesis is to 
gain more breadth and depth and to control the amount of unpredictable data that would be 
gathered (Creswell & Garrett 2008; Creswell 2009a; Fidel 2008). In addition, 
methodological triangulation was used to arrive at a total understanding (Creswell 2009a) 
of how people are different in their cultural values and how that may affect their 
expectations, perception and behavioural intentions in relation to the accommodation 
service quality. 
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A survey method was chosen for this thesis, because it is commonly used in similar 
research studies using self-administered questionnaires. Furthermore, face-to-face 
interviews were conducted in order to gain an in-depth understanding of this thesis 
population sample characteristics. The following section shows the research plan.  
 
3.4 Research Plan 
The following design presents the major stages of the research process that have been 
undertaken in this thesis. This section articulates the methodological approach that has 
been performed, including both quantitative and qualitative approaches, and the 
interpretation of the findings as shown in figure 3.2.  
 
Figure 3.2 Logic of the Research Process 
 
 
 
 
 
 
 
 
 
 
 
 
                                                                                                                                                                              
 
Source: De Vaus (2002, p.16) 
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In the following sections, both the quantitative and qualitative methods are described in 
detail.   
 
3.5 Phase I – Quantitative Approach 
The major purpose of this thesis was to uncover the relationship between Middle Eastern 
cultural values and tourist behavioural intentions towards Gold Coast accommodation 
service quality. Therefore, survey instruments were used to collect the quantitative data. 
Quantitative methods have been chosen to be the first phase in this research followed by 
qualitative methods, in order to investigate the relationship between the research construct 
(cultural values, expectations, perceptions and behavioural intentions) in two different 
ways, to confirm the research results.  
The first step of the quantitative research methodology was to design a survey instrument 
to collect data relating to the main constructs. Measurement for the constructs was 
developed on the basis of the literature review and similar scales used in both tourism and 
marketing studies (Lee, Soutar & Louviere 2008; Parasuraman, Zeithaml & Berry 1985b; 
Zeithaml, Berry & Parasuraman 1996). The next step was to identify the potential 
respondents and to select the data collection method, which is presented in the following 
sections. The sample target for this thesis survey was Middle Eastern tourists who speak 
the Arabic language, as is shown in the following section.  
 
3.5.1 Instrument Translation Process 
The original English language questionnaire was translated into the Arabic language by a 
professional translator to facilitate a survey of Middle Eastern tourists (appendix 6). 
Triandis’s (1972) ‘back to back’ translation method was utilised to guarantee clarity, 
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accuracy and consistency of the information, and to ensure that the participants’ 
comprehension would not be affected by the translation.  
Therefore, this thesis questionnaire followed the translation process as recommended by 
Triandis (1972). First, the questionnaire was developed in English Language. The second 
step was that the English questionnaire sent to an expert in both languages, English and 
Arabic, and he translated the questionnaire from English to Arabic. Then the third step was 
that the Arabic questionnaire copy was sent to an expert in both Arabic and English and he 
translated from Arabic to English. In the fourth step, the researcher and the translator 
compared both English copies (the original and the translated copies) to check that there 
was no discrepancy in the questions in both copies one and four, as shown in figure 3.3.  
 
Figure 3.3 The Questionnaire ‘Back to Back’ Translation Process 
 
 
 
 
 
 
 
                                                                                                                                                                            
 
Source: Author 
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The final step of the quantitative research methodology was to analyse the data collected 
using a series of quantitative methods, including: an independent t-test, Pearson’s product 
moment correlation (r) test and Hierarchical multiple regression analysis. 
  
3.5.2 Instrument Development 
This section describes and explains the development of the questionnaire used in this thesis. 
The survey questionnaire used in this thesis consisted of questions relating to cultural values, 
service quality expectations and perceptions, and behavioural intentions. These are the main 
constructs and dependent variables, as depicted in the theoretical framework developed in 
chapter 2. More details about the instrument development will be in following section. Copies 
of the questionnaire (English and Arabic) can be found in Appendix A.   
To collect empirical data, to examine the model validation and to compose data analysis, a 
self-administered (305) survey questionnaire was performed as a first phase (quantitative) in 
this thesis. The final survey was conducted after obtaining feedback from the pre-test and the 
pilot study. A pre-test and pilot study was conducted on a group of people from the actual 
sample to ensure that the simplicity, understandability and sufficiency of the questions would 
achieve the aim and objectives of this research. Then, ten face-to-face interviews were 
conducted using semi-structured questions as a second phase (qualitative) in this thesis. 
Copies of the interview guide (English and Arabic) can be found in Appendix B. 
   
3.5.3 Scales Used in the Main Study-Survey Questionnaire 
This section details the scales that were included in the questionnaire administered in the main 
study. The questionnaire contained seven sections: ‘Cultural values’, ‘Tourist information’, 
‘Tourist expectations’, ‘Tourist perceptions’, ‘Tourist behavioural intentions’, ‘Tourist 
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satisfaction’, and finally ‘Tourist demographic profile’. This questionnaire contained 162-
items. 
 
3.5.3.1 Cultural Values (CV) 
This research used Schwartz’s Value Best-Worst Survey (SVBWS). The purpose of this scale 
is to measure the degree to which cultural values differentiate between Middle Eastern tourists 
and to determine which of the cultural vales are the most and least important for Middle 
Eastern tourists. The 11 subsets, with six value types in each scale as developed by (Lee, 
Soutar & Louviere 2008) was used in the pre-test, pilot study and the main study. The current 
design of the SVBWS allowed for each participant to see each value type six times and each 
pair of value types three times. This resulted in 66 measures of the 11 value types as shown in 
table 3.1. 
The 11 subsets that were used in this research cover Schwartz’s 10 cultural values: power, 
achievement, hedonism, stimulation, self-direction, universalism-nature, universalism-social 
concern, benevolence, tradition, conformity, and security (Schwartz 1992, 1994). As 
suggested by Schwartz and Boehnke (2004), universalism can be divided into two values: 
universalism nature and social concern. They found that these two values predict behaviour 
differentially; therefore they will be used in this thesis. Each value type presented six times 
and each pair of value types three times.  
In this scale the participants only can choose the most and least important values for them, 
avoiding the middle answers, which are provided in rating scales. Furthermore, this scale 
avoids the bias among the items, which can be a problem with ratings scales (Cohen 2009; 
Cohen & Markowitz 2002). The Cronbach alpha internal reliability of the scale was not used 
for this scale because there are 11 subsets, not items. An example of this scale is provided in 
table 3.1, for full-scale items (refer to appendix A). 
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Table 3.1 Cultural Values Scale  
  
Which is the Most and Least Important Factor to You as a Guiding Principle in YOUR Life? 
a) Most Important 
(Tick One) 
Of these, which are the most and least important? Least Important 
(Tick One) 
a.1 O Successful, capable, ambitious O 
a.2 O Protecting the environment, a world of beauty, unity with nature O 
a.3 O Helpful, honest, forgiving O 
a.4 O Devout, accepting portion in life, humble O 
a.5 O Clean, national security, social order O 
a.6 O Equality, world at peace, social justice O 
 
b) Most Important 
(Tick One) 
Of these, which are the most and least important? Least Important 
(Tick One) 
b.1 O Social power, authority, wealth O 
b.2 O Pleasure, enjoying life, self-indulgent O 
b.3 O Helpful, honest, forgiving O 
b.4 O Devout, accepting portion in life, humble O 
b.5 O Politeness, honouring parents & elders, obedient O 
b.6 O Equality, world at peace, social justice O 
Source: Schwartz’s Value (1994). Best-Worst Survey (SVBWS) as developed by Lee, Soutar and Louviere 
(2005) 
 
3.5.3.2 Tourist Accommodation Profile (TAP)  
The purpose of this scale is to obtain information about Middle Eastern tourist 
accommodation in the Gold Coast, Australia. The TAP scale contains 4-item open-ended 
questions developed by the author based on the literature, designed to generate data that 
improve understanding of Middle Eastern tourist accommodation preferences and their length 
of stay at the Gold Coast and allow determination of the purposes of their visits. This scale 
includes five items, for example (‘I am staying at Hotel’, ‘Holiday apartment’, ‘other’) as 
shown in table 3.2. The TAP 5-item was used in the pre-test and pilot study (Appendix A).  
Table 3.2 Tourist Accommodation Profile (TAP) 
1 I am staying at:            Hotel               Holiday apartment              Other (please specify) ________    
 
2 I choose this type of accommodation because _____________________________________ 
 
 3 I came with               Adults                   Child 
 
4 I am staying at the Gold Coast for              days because _______________ 
 
5 I find out about the Gold Coast through             Internet             TV              Travel agent 
  
                                                                             Friend               Other (please specify) _________ 
 
Source: Author                                                                                                                                                                                                                                                            
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3.5.3.3 Service Quality (SQ) 
The service quality scale includes the expectations (SQE) and perceptions (SQP) scales. The 
purpose of these two scales is to measure tourist expectations and perceptions in relation to 
the level of the accommodation service quality at the Gold Coast, Australia. The 22-item SQE 
and 22-item SQP scales were developed originally by Parasuraman, Berry and Zeithaml 
(1991). These two scales have been operationalised to measure customer expectations and 
perceptions of service quality in service firms like telephone and bank companies 
(Parasuraman et al. (1991).  
The service quality scale has subsequently been widely used within different service contexts 
(Legcevic 2008). However, Mey et al. (2006) have adapted Parasuraman et al.’s (1991) 
questionnaire in order to apply it to different service contexts (e.g. the accommodation 
services sector in Malaysia).  This has been used in this thesis’s data collection questionnaire, 
including the pre-test, pilot study and main study.  
The scale that was adapted by Mey et al. (2006) contains 25 items, instead of the 22 items that 
was developed by the Parasuraman et al.’s original scale for each of the expectations and 
perceptions scales. Therefore, the present study used the 22 items adapted by Mey et al. 
(2006) and related to Parasuraman et al.’s (1991) original 22 items for each of the 
expectations and perceptions scales. This scale includes 22 items for each, for example 
‘tourist expectation’ (staff at tourist accommodation will provide service as promised) as 
shown in table 3.3 and ‘tourist perception’ (staff at tourist accommodation are able to provide 
service as promised) as shown in table 3.4. The SQE and SQP items were used in the pre-test 
and pilot study (Appendix A).  
The 22 items in each of the expectations and perceptions scales cover the SERVQUAL five 
dimensions: reliability, responsiveness, assurance, empathy, and tangible. Expectations and 
perceptions 22-items were measured on a 7-point Likert-type scale (strongly disagree to 
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strongly agree), as shown in table 3.3 and 3.4 as an example, and for full-scale items (Refer to 
appendix A).  
The Cronbach alpha internal reliability of the scale was reported by previous research as 
between 0.71 and 0.91 (Mey, Akbar & Fie 2005, 2006; Tsoukatos & Rand 2007b; Wang, 
Vela & Tyler 2008a).  
Table 3.3 Expectations Items  
 
 
 
               Before arriving on the Gold Coast my expectations of                                       Strongly                       Strongly  
                  accommodation service quality level is that                                                                         Disagree                        Agree                              
1 Staff at tourist accommodation will provide service as promised 1 2 3 4 5 6 7 
2 Staff at tourist accommodation will be dependable in handling customers service 
problems 
1 2 3 4 5 6 7 
 3 Tourist accommodation will perform the service right at the first time 1 2 3 4 5 6 7 
4 Tourist accommodation will maintain error-free records 1 2 3 4 5 6 7 
5 Tourist accommodation will keep customers informed of the performance of 
services 
1 2 3 4 5 6 7 
Source: Parasuraman et al., (1991). Scale adapted by Mey et al (2006, p. 158) 
 
Table 3.4 Perception items 
 
                  After arriving on the Gold Coast my expectations of                                  Strongly                       Strongly  
                      accommodation service quality level is that                                                              Disagree                        Agree                                                                                                                                             
1 Staff at tourist accommodation are able to provide service as promised 1 2 3 4 5 6 7 
2 Staff at tourist accommodation are dependable in handling customers 
service problems 
1 2 3 4 5 6 7 
 3 Tourist accommodation performs the service right at the first time 1 2 3 4 5 6 7 
4 Tourist accommodation maintains error-free records 1 2 3 4 5 6 7 
5 Tourist accommodation keeps customers informed of the performance of 
services 
1 2 3 4 5 6 7 
Source: Parasuraman et al., (1991) Scale as adapted by Mey et al (2006, p. 158) 
 
3.5.3.4 Tourist Satisfaction (TS) 
The purpose of this scale is to measure the tourist satisfaction of accommodation service 
quality on the Gold Coast, Australia. The TS scale contain 3 items; the first one (‘How do you 
feel about your overall stay at the hotel?’), related to tourist satisfaction was developed by Mey, 
Akbar and Fie (2006) and measured on a 7-point Likert scale  anchored by ‘not satisfied at 
all’ and ‘perfectly satisfied’. The second and third items were developed by the author based 
Please answer the following questions by placing a circle around the appropriate number. As a guide 
please note, that 1 stands for strongly disagree, 2 disagree, 3 disagree somewhat, 4 undecided, 5 agree 
somewhat, 6 agree and 7 strongly agree. 
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on the literature, in order to understand the needs of the Middle Eastern tourist visiting the 
Gold Coast. The question type is open to give the respondents an opportunity to report their 
needs. The TS 3-item was used in the pre-test and pilot study, (Refer to appendix A).   
How do you feel about your overall stay at the hotel? 
      Not satisfied                                                                                                 Perfectly satisfied 
              1                   2                  3                    4                    5                 6               7 
 
Source: Mey et al. (2006, p. 159)  
 
3.5.3.5 Behavioural Intentions (BI) 
The purpose of this scale is to measure tourists’ behavioural intentions towards the 
accommodation service quality on the Gold Coast, Australia. The 13-item of BI scale 
developed by Tsaur, Lin and Wu (2005) was used in the pre-test, pilot study and main study. 
This scale contains 13 items derived from the original scale that was developed by Zeithaml, 
Berry and Parasuraman (1996). Zeithaml et al.’s (1996) scale was originally applied in service 
companies to measure the relationship between service quality and customer behavioural 
intentions. This scale has subsequently been widely used within different service contexts 
(Tsaur, Lin & Wu 2005).  
However, Tsaur et al. (2005) have adapted Zeithaml et al.’s (1996) questionnaire in order to 
apply it in hotel services sector among three groups: an English heritage group, plus Asian 
and European groups. They have adopted the original questionnaire items to be suitable for a 
accommodation services context.  
Therefore, the present study used the 13 items that have been adapted by Tsaur et al. (2005), 
related to Zeithaml et al.’s (1996) original 13 items. These 13 items cover behavioural 
intentions’ five dimensions: loyalty, switch, pay more, external response and internal 
response. The Behavioural intentions 13-items were measured on a 7-point Likert scale 
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anchored by ‘strongly disagree’ and ‘strongly agree’. Item examples are ‘Say positive things 
about the accommodation to other people’ and ‘Recommend the accommodation to someone 
who seeks my advice’ as shown in Table 3.5 (for the full-13 items scale, refer to Appendix 
A). The Cronbach alpha internal reliability of the scale was reported by previous research as 
between .52 and .94 (Tsaur, Lin & Wu 2005). 
Table 3.5 Behavioural Intentions Items  
 
 
 
            My intention regarding the accommodation service quality is to:           Strongly                         Strongly 
                                                                                                                                                                      Disagree                          Agree 
1 Say positive things about the accommodation to other people  1 2 3 4 5 6 7 
2 Recommend the accommodation  to someone who seeks my advice 1 2 3 4 5 6 7 
 3 Encourage friends and relatives to visit this accommodation  1 2 3 4 5 6 7 
4 Consider the accommodation my first choice to get accommodation services 1 2 3 4 5 6 7 
5 Do more business with this accommodation in the next few years   1 2 3 4 5 6 7 
Source: Zithmal et al. (1996) scale as adopted by Tsaur et al. (2005) 
 
3.5.3.6 Tourist Demographic Profile (TDP) 
The purpose of this section is to identify the characteristics of the respondents and to what 
degree they impact on their expectations and perceptions of accommodation service quality at 
the Gold Coast, Australia. Sample demographic items include age, education level, and 
country of origin. The full-scale is provided in Appendix A. The TDP 7-item was used in the 
pre-test, pilot study and main study (see Appendix A). 
   
3.5.4 Questionnaire Designed 
The questionnaire was designed based on the literature. The cultural values construct is the 
main driver in this thesis, so the questionnaire started with the cultural values scale. The 
service quality expectations and perceptions scale was the second scale in the questionnaire, 
followed by the behavioural intentions scale. The order of the service quality and behavioural 
intentions scales, presented as second and third scales, is to show how the tourist’s cultural 
Please answer the following questions by placing a circle around the appropriate number. As a 
guide please note, that 1 stands for strongly disagree, 2 disagree, 3 disagree somewhat, 4 
undecided, 5 agree somewhat, 6 agree and 7 strongly agree. 
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values influences their expectations, perceptions and behavioural intentions towards the 
accommodation service quality. That is why the scales in the questionnaire are in this order.  
The six-page survey questionnaire entitled ‘Middle Eastern Tourist Cultural values, Service 
Quality and Behavioural Intention Questionnaire’ was comprised of 160 questions, including 
a final section to collect demographic data. The questionnaire is designed so that it is 
contained within A4 pages with no blank spaces. It is prefaced with an introductory preamble 
at the top of page one asking for voluntary and anonymous participation and is signed by the 
author. In order to make the questionnaire as easy as possible to read it is broken up into 
seven sections. In addition, all scales are preceded by instructions on how to answer the 
questions, with examples. Maximum use is made of the space on all five pages and scales are 
ordered so that some scales are included on two pages. The scales appear thematically in the 
instrument so that a cultural value is followed by tourist accommodation profile, service 
quality expectations, service quality perceptions, tourist satisfaction, and lastly tourist 
demographic profile. The scales are interspersed with other questions, as explained below. 
The first section contains an 11-subset items cultural values, Best-Worst type scale (The most 
and least important). This scale requires respondents to self-report on their cultural values. 
The first section shares second page with section two. 
Section 2 starts at the end of page two and is completed in the first part in the third page. This 
section contains the 4-item open-ended questions about the tourist accommodation – these 
four items were identified by the researcher. 
Section 3 is located on page four and contains the 22-item tourist expectations questionnaire 
(Mey, Akbar & Fie 2006; Parasuraman, Berry & Zeithaml 1991). This scale is anchored to a 
7-point Likert-type scale (strongly disagree to strongly agree) and requires respondents to 
self-report on their expectations of accommodation service quality. This section ends at the 
end of page four. The qualitative questions were strategically placed to provide breaks 
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between the quantitative scales in an effort to alleviate respondent fatigue and to obtain more 
in-depth information about the research concepts, which is the main purpose of using 
qualitative questions as confirmed by Creswell (2009).   
Section 4 is located on page five and contains the 22-item tourist perceptions scale (Mey, 
Akbar & Fie 2006; Parasuraman, Berry & Zeithaml 1991). This scale is anchored to a 7-point 
Likert scale (strongly disagree to strongly agree). This scale requires respondents to self-
report on their expectations of accommodation service quality. This section begins at the 
beginning of page five and ends at the end of page five. 
Section 5 is located at page six and contains the 13-item tourist behavioural intentions. The 
first item scale is anchored to a 7-point Likert scale (strongly disagree to strongly agree). This 
scale requires respondents to self-report on their behavioural intentions towards 
accommodation service quality. This section begins at the tope of page six and ends in the 
middle of page six. 
Section 6 is located at the end of page six and contains the 3-item tourist satisfaction 
questionnaire. The first item scale is anchored to a 7-point Likert scale (not satisfied at all to 
perfectly satisfied), developed by Mey et al. (2006). This is followed by two filler questions 
developed by the researcher; it requires the respondents to explain the reason for their 
satisfaction score and explain what the tourist accommodation management can do to meet 
their needs. 
Lastly, section seven is located at the tope of page six and ends at the end of page seven of the 
questionnaire. This section contains the 7-item tourist demographic profile and captures data 
related to gender, age, education level, profession, country of nation, country of birth, and 
country of residence. A statement of thanks is placed at the end of the questionnaire at the 
bottom of page seven 
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This section documents how the questionnaire was developed, based on the literature, and 
utilised in this thesis. The following section describes how the pre-test and pilot studies were 
conducted to test the reliability and validity of the survey instrument within an actual 
population sample – Middle Eastern tourists who visited the Gold Coast, Australia – in 
preparation for the main study.  
   
3.5.5 Validity and Reliability of the Questionnaire 
In this thesis, two steps were used to test the validity and reliability of the measurement items 
derived from the literature. Validity indicates the accuracy of measurement of a construct or 
to what extent the scale measures what it is supposed to measure (Pallant 2005). De Vaus 
(2003) demonstrated that validity can be measured by the researchers in several ways. This 
thesis employed two validity checks for the measurement items, namely content validity and 
construct validity (Im 2003). 
Content validity is the extent to which the indicators measure different aspects of the concepts 
(Adams et al. 2007). Nunnally (1978) proposed that the standard of content validity is based 
on a representation of set items of an instrument and the employment of sensible methods of 
scale in constructs. In this thesis, 68 indicators representing four constructs were used to 
measure the relationship between cultural values, expectations, perceptions and behavioural 
intentions. All of the measurement items for each construct were adopted from the literature. 
In order to check the accuracy and correction of each question referring to the research 
hypothesised constructs, pre-test and pilot study (section 3.5.8) were employed to ensure the 
suitability of each item, which helped to justify the content validity of the instrument.    
Construct validity is how well the measurement conforms to the theoretical expectations 
(HairBlack et al. 2006). It is used to check if a variable correlates with others in the thesis and 
to ensure the conceptual model is internally consistent (Im 2003; Tashakkori & Creswell 
2007). Chi (2005) proposed that ‘researchers establish construct validity by correlating a 
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measure of a construct with a number of other measures that should, theoretically, be 
associated with it’ (p. 102). Therefore, correlation coefficient was used to test the relationship 
between the four constructs in this thesis, including cultural values, expectations, perceptions 
and behavioural intentions. 
Reliability of a scale, which indicates how free the scale is from random error, can be 
illustrated using the most frequently used methods, i.e. an internal consistency score (Pallant 
2005). Internal consistency is the degree to which the items of a scale are measuring the same 
underlying attribute. The techniques employed in this study require only a single test 
administration and provide a reliable estimation of Cronbach’s coefficient alpha, which has a 
value between 0 and 1 (positive or minus). The higher the Cronbach alpha is, the greater the 
reliability of the scale will be. A scale has high internal consistency when the items are highly 
correlated and result in a Cronbach alpha of greater than .70 (Nunnally 1978). This measure is 
widely used in researches, and provides an indication of the average correlation among all the 
items that make up the scale (Pallant 2005). The coefficient alphas for each of the scales used 
in this research were calculated using PASW (SPSS) v.18. Further elaboration of the above 
methods for reliability checks is described in chapter 4, section 4.3.1.  
 
3.5.6 Ethics in Conducting a Survey 
De Vaus (2002) said, ‘Ideally, a survey will be technically correct, practically efficient and 
ethically sound’ (p. 58). The principles underlying research ethics are universal and 
concern issues such as honesty and respect for the rights of the individual (Babbie 2007). 
In order to conduct this research, approval was sought from and given by the Ethics 
Committee of the RMIT University. An ethics application was submitted to BCHEAN and 
was granted approval (BCHEAN Register No 1000013).   
According to De Vaus (2002), there are five ethical responsibilities towards survey 
participants involving the most professional codes of conduct, which are: voluntary 
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participation, informed consent, no harm, confidentiality anonymity, and privacy. 
Voluntary participation means that people should not be required to participate, or the 
participation should be optional for the voluntaries. In this thesis, a self-administered 
questionnaire was distributed and it was stated that participation in the survey was 
voluntary. Moreover, the wording of the introductory paragraph of the survey included the 
words “asking for your help”, further reinforcing that participation was a matter of 
individual choice.   
This research conducted 305 self-administered questionnaires, and 10 face-to-face 
interviews were recruited. In both the interviews and the questionnaire, the participants 
needed to answer the questions related to Middle Eastern culture, service quality 
expectations and perceptions, and behavioural intentions in relation to accommodation 
service quality level at the Gold Coast, Australia, and finally some demographic questions 
about themselves. Permission was sought from the participants before conducting both 
interviews and the questionnaire through the provision of a prescribed Consent form. If 
they agreed to participate in this study, they would be aware of what was happening. The 
participants could examine the interview and questionnaire before deciding whether they 
wanted to participate or not. Participation in this research was entirely voluntary and 
anonymous; the participants could withdraw from participation and withdraw any 
unprocessed data concerning them at any time, without prejudice.  
The privacy of participants and the confidentiality of data provided by them and their 
anonymity were maintained. The researcher maintained objectively in the analysis stage to 
make sure not to misrepresent the data collected. All information collected was strictly 
confidential and could only be accessed by the researcher and his supervisor. There was no 
perceived risk outside the participants’ normal day-to-day activities. All data will be kept 
securely at RMIT University for a period of five years before being destroyed.  
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3.5.7 Data Collection Methods 
This section describes and explains the data collection method. Data were collected via a 
self-reported questionnaire that consisted of questions relating to cultural values, service 
quality expectations, perceptions and behavioural intentions. The quantitative data 
collection included three stages: pre-test, pilot and the main study. The questionnaire was 
distributed among Middle Eastern tourists visiting the Gold Coast, Australia, and met at 
the Gold Coast Islamic Centre ‘mosque’, the place of their gathering. To facilitate this data 
collection procedure, a permission letter from the Gold Coast Islamic Society was sought 
to facilitate access to the Middle Eastern tourists so as to conduct this research.  
 
3.5.8 Pre-test and Pilot Testing  
The purpose of the pre-test as an exploratory study in this research was to look for patterns, 
ideas or hypotheses, rather than to confirm or test a hypothesis. The focus in exploratory 
research is to gain better understanding in order to satisfy the researcher’s curiosity, or to 
provide insights into a new topic for research, and familiarity with the subject area, for 
more rigorous investigation at a later stage (Sapsford 2007). While it rarely provides 
conclusive answers to problem, an exploratory study provides guidance on the direction of 
future research (Babbie 2007; Sapsford 2007). In this research study, the pre-test, pilot 
study and main research study were conducted from the same pool. According to 
Sarantakos (2005), both instruments – pre-test and pilot study – are used by the researchers 
before the main study data collection begins. Hence, the purpose from these two 
instruments in this thesis is to ensure that the planning of the main research study and its 
tools are correct, suitable, reliable and valid.  
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3.5.8.1 Pre-test 
Once a questionnaire has been developed, each question and questionnaire must be 
rigorously tested before final administration. Therefore, a pre-test was conducted in this 
research in order to check the mechanical structure of the research questionnaire and to 
ensure that the response categories to the questions were correct and there was no 
ambiguous and unclear or misleading question (Babbie 2007; Sarantakos 2005). Babbie 
(2007) recommends that ten people from the same group of the study, or people to whom 
the questionnaire is relevant, are sufficient to do pre-test. In this study, ten participants 
from the real sample participated in order to conduct the pre-test. Based on the 
respondents’ feedback of the pre-test, minor modifications to the wording of questions one 
and three from section one were made to ensure that the questionnaire was easy to 
understand. 
 
3.5.8.2 Pilot Testing 
De Vaus (2002) suggests that there are three stages to pilot-testing questions. The first 
stage is question development; its purpose is to check that the questions are correctly 
phrased, that they evaluate respondents’ interpretation and that the range of responses is 
sufficient. New questions have to be extensively tested and previously used questions must 
be considered in the context of their previous use compared to the anticipated sample. It is 
desirable that feedback from respondents is sought; however, because this is an intensive 
process, only a limited number of questions can be tested in this way. According to De 
Vaus (2003) the evaluation of the individual items should include six points: responses 
should be varied, as it is of little use in the analysis if all respondents provide the same 
answer; respondents should demonstrate the intended meaning of the question and their 
answers should be comprehensible; redundancy, i.e. if two questions ask the same thing, 
there will be an inter-item correlation of more than 0.8; inter-item co-efficiency should be 
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above 0.3 and reliability should be above Cronbach alpha 0.7, ensuring that all items in a 
scale belong in that scale (Nunnally 1978); non-response may occur for a variety of 
reasons, including too much effort to answer, intrusion, or similarity to other questions and 
can result in difficulties at the analysis stage because of serious reductions in sample size; 
and acquiescent responses mean that a respondent agrees with seemingly contradictory 
questions (De Vaus 2003).  
The second stage is one in which the whole questionnaire is tested. Here comments from 
respondents are taken into account, as are their answers to the questions. This stage is 
usually undeclared, as respondents are not told that the questionnaire is still under 
development. In this stage there are four things that should be properly checked (De Vaus 
2002). The first issue to be checked is flow; i.e. do the questions fit together and is there a 
smooth flow between sections, is the transition too quick? In this study each section is 
separated by a boxed instruction on how to complete the following section. The 
questionnaire then provides a continuity of assistance and narration, which ensures flow as 
well as brief pauses between sections. The second issue is that where filler questions are 
used, the skip patterns must be appropriate. The third issue is that testing should include an 
estimation of the time needed to complete the questionnaire, so that respondents are 
prepared and have realistic expectations of their commitment of time. The fourth issue is 
that the respondent interest and attention should be noted and questions and/or sections 
recorded so that interest is maintained and answers are considered and reliable.  
De Vaus (2002) recommends that a pilot test should be conducted by the designer of the 
questionnaire and should involve a sample of between 75 to 100 respondents with similar 
characteristics as the main study sample, so that feedback and corrections are relevant. In 
this thesis questionnaire method, completion times were estimated for the pre-test and pilot 
study (25 minutes); this proved useful because each of the participating tourists wanted to 
know how much time to commit to the questionnaire. Respondents in the pre-test and pilot 
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study were asked by the researcher to provide feedback by making comments on the 
questionnaire or on a separate piece of paper to be placed inside the questionnaire. Based 
on their feedback of the pre-test, minor changes to the wording of some questions were 
made to ensure that the questionnaire was easy to understand. Consequently, the researcher 
revised those questions before conducting the pilot study. Therefore, the pilot study 
feedback suggested that there was no need to further revise the questionnaire. 
According to Sarantakos (2005) the pilot test is a very important stage in the research 
regarding the benefits that the researchers can obtain. The benefits that can be mentioned 
are that the researcher can estimate the cost and duration of the main study, and check the 
effectiveness of the study’s organisation and the suitability of the research methods and 
instruments. In addition, he can ensure that the sampling frame is sufficient, estimate the 
level of response and type of drop-outs, determine the degree of diversity of the survey 
population, and familiarise with the research environment. It is an opportunity to practise 
using the research instruments before the main study begins, check the response of the 
subjects to the overall research design and is a good opportunity for the researcher to 
discover the weakness, inadequacies, ambiguities and problems in all aspects of the 
research, so the research can be corrected before actual data collection takes place.  
The final stage of a survey involves polishing the questionnaire by revising or shortening 
questions, ordering the questions and paying attention to the general layout and 
presentation of the questionnaire to ensure ease of use and clarity. Both the purpose of the 
questionnaire and the context in which the questions are being asked must be apparent (De 
Vaus 2002). This can be achieved by providing an introductory or explanatory paragraph 
or covering letter and precise instructions about how to answer the questions (De Vaus 
2003). For this research study, layout was improved through the use of an explanatory note 
at the beginning of the questionnaire that set out the aim of the survey and thanked 
 95 
participants. Instructions were provided at the beginning of each section, which guided 
respondents with an example in how to answer questions.  
 
3.5.8.3 Results of the Pilot Study  
The pilot study was conducted within Middle Eastern tourists on the Gold Coast, resulting in 
a sample size of 75 with response rate of 75 %. Respondents included 43 males (57.3%) and 
32 females (42.7%); 56 (64.6%), were between ages of 25-49; 42 (56%) were educated at 
bachelor level; 22 (29.3%) were managers; 56 (74.6%) were from Saudi Arabia, Kuwait, and 
UAE; 42 (56%) stayed at holiday apartments and 33 (44%) stayed at hotels; 33 (44%) found 
out about the Gold Coast through travel agents and 24 (32%) through friends, while 9 (12%)  
found out through the internet.  
In terms of the reliability scores, scales demonstrated acceptable reliability: SQE (a=.93); 
SQP (a=.89) and BI (a=.71). As recommended by Nunnally (1978), the Cronbach’s alpha 
coefficient should be at least 0.70 in order for the measurement scale to be acceptable. 
Therefore, this pilot study results indicated that the scales used in this study were relevant in 
measuring the constructs of interest. Since no further problems were identified with the 
questionnaire in the pilot study, it was decided to use the questionnaire in the main study.  
 
3.5.9 Sample Selection and Recruitment 
In this thesis, simple random sampling was utilised to recruit a representative sample of 500 
Middle Eastern tourists (Adams, Khan, Raeside & White, 2007). The advantage of using the 
probability sampling method is that it gives the entire population an equal chance of being 
included in the research sample (Bryman, 2008), so conclusion from the sample can be 
generalised to the population. The sampling frame of this thesis targeted the population of 
Middle Eastern tourists who visited the Gold Coast, Australia and stayed at hotels and holiday 
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apartments for at least one night during July and august. Tourists whose age was less than 18 
years and stayed for less than one night or stayed with friends or at a relative’s house were 
excluded from the research sample. After obtaining permission from the leader of the Gold 
Coast Islamic Centre (where the majority of the targeted sample congregate to pray), the 
researcher personally recruited research subject at the centre. The covering letter, plain 
language statement and questionnaire were offered to potential respondents over a two month 
period (Appendix A). The purpose of the survey was explained, and after giving written 
consent the respondents completed their questionnaire and returned them to the researcher. 
3.5.10 Sample Size 
In regards to the target sample size, (HairBlack et al. 2006) state that the sample size that suits 
more the univariate, bivariate and multivariate analysis approaches should have a minimum 
ratio of at least five respondents for each estimate variable. This thesis had 26 variables 
(excluding variables for demographic characteristics) for measuring constructs of cultural 
values (eleven variables), service quality expectations (five variables), service quality 
perceptions (five variables) and behavioural intentions (five variables). Based on this number 
of variables, the sample size suitable for this thesis was considered to be 130 (HairBlack et al. 
2006) or approximately 150. This thesis’s original sample size was 500 during two months 
random survey by utilising probability sampling method of Middle Eastern tourists on the 
Gold Coast. A total of 350 responses out of 500 distributed questionnaires were received. To 
ensure the accuracy of the data, all returned questionnaires were thoroughly examined. Data 
screening was conducted using statistical package SPSS version 18. After checking the whole 
data set, a useable sample size of 305 was obtained.   
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3.5.11 Screening and Cleaning the Data 
Data from 305 questionnaires were coded, entered and cleaned, by checking for errors in 
the data file, prior to being analysed. This was done by checking each variable for out-of-
range scores, identifying these in the data file, checking the variable parameters, and 
referring back to the hard copy questionnaires to ensure that the correct values were then 
added (Pallant 2005). A preliminary analysis of the data was conducted to assess the 
variables for normality and check for outliers (Hardy & Bryman 2004). 
 
3.5.12 Quantitative Data Analysis  
In this thesis, quantitative data was analysed by using a series of statistical procedures. 
Parametric and non parametric techniques were used to analyse the data by using (PASW) 
computing software package SPSS v.18 according to procedures recommended by Pallant 
(2005). The data were coded prior to being entered into the database. 
The term ‘statistics’ refers to a set of methods and rules for organising, summarising and 
interpreting information (Norusis 2008). According to De Vaus (2002) four factors affect 
how data are analysed. Firstly, the number of variables being examined will determine 
whether a univariate (single variable), bivariate (two variables) or multivariate (three or 
more variables) method of analysis will be used. In practice, researchers develop and refine 
research question in the process of analysis and so move between univariate, bivariate and 
multivariate techniques. Secondly, the level of measurement of the variables is important 
in deciding which analytical technique within the categories mentioned above should be 
used. The levels of measurement include: interval level variables (a variable in which the 
categories can ordered in a meaningful way and the difference between the categories can 
be measured); ordinal level variable (in which categories can be ordered but where the 
 98 
difference between the categories cannot be measured); and nominal variable (a variable 
within which there is no set rank-order of categories) (Sapsford 2007).  
Whilst more powerful and sophisticated analytical techniques are only appropriate for 
interval-level variables, considerations of reliability, response rate and need mean that 
measurement at a low level of differences between the variables can be measured (De Vaus 
2002). Thirdly, the choice of statistics is determined by the purpose of the analysis. If the 
purpose is to summarise patterns in response to cases in a sample, then descriptive 
statistics should be used. However, inferential statistics (including interval estimates and 
tests of statistical significance) are appropriate when the purpose of the analysis is to 
generalise the results of the analysis to a wider population.  
De Vaus (2002) recommends that descriptive statistics can be used first to establish 
patterns in the data, and inferential statistics can often be used to establish the likely match 
between the sample and wider population. Fourthly, the ethical responsibility of 
researchers affects how data are analysed. The ethical principles of full, fair, appropriate 
and challenging analysis should be applied. Since results can be distorted and falsified, De 
Vaus (2002) makes a number of recommendations, which include: reporting ‘negative’ 
results and modifying theory accordingly, rather than selectively reporting ‘positive’ or 
results that support a hypothesis; replicating results in experimental research or at least 
making data sets publicly available; and using appropriate statistical techniques that 
include the use of multivariate analysis, rigorously testing scales and evaluating the 
validity and reliability of variables, or the distortion of graphs.     
In this thesis, several steps were undertaken for quantitative data analysis including 
descriptive and inferential analyses. The following section describes these steps.  
 
Step 1: Descriptive Analyses 
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Descriptive statistics, including frequencies and percentages, were used to describe the sample 
characteristics in terms of demographics, including gender, age, education level, profession, 
origin country, birth country and living country. Descriptive statistics using means and 
standard deviations were employed to describe the main research constructs, which are 
cultural values; service quality expectations and perceptions; and behavioural intentions. 
 
Step 2: Inferential Analyses  
Inferential statistics, which are based on the laws of probability, provide a means for drawing 
information about a population from a sample (Polit & Beck 2004). In addition, they assist the 
researcher to do the following (Talbot 1995):  
• Estimate or predict a population parameter from sample statistics;  
• Generalise to the population, and,  
• Test hypotheses.  
 
  
Chi-square Test  
In the current study, chi-square test was undertaken for relatedness and to find out the 
relationship between the respondents’ demographic characteristics and their preference of 
particular types of accommodation, either hotels or holiday apartments, at the Gold Coast. As 
the level of demographical data ranged between nominal and ordinal, Chi-square statistic was 
the best choice to undertake. Furthermore, the chi-square (X2) test is undoubtedly the most 
important and most used member of the nonparametric family of statistical tests (Pallant, 
2009). Chi-square was employed to test the relationship between the demographic profile of 
the research sample and preferred type of the accommodation.  
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An independent t-test and Mann-Whitney test 
To give more depth to the research analysis the differences between the respondents who 
stayed at hotel and holiday apartments in their cultural values, expectations, perceptions 
and behavioural intentions were uncovered. An-independent t-test and Mann-Witney test 
were undertaken. The decision was taken based on:  
1. The dependent variables were measured on an interval or ratio scale, including service 
quality expectations, perceptions and behavioural intentions.                                                   
2. The dependent variables were normally distributed in the population for each group being 
compared.      
3. Part of the variable was measured at ordinal or continues level, including cultural values); 
the decision was made to run the Mann-Whitney test.  
Step 3:  Bivariate analysis 
Pearson’s product-moment correlation coefficient (r) was used to identify the relationship 
between the cultural values and demographic characteristics as independent variables with the 
expectations, perceptions and behavioural intentions as dependent variables. 
Pearson's r is considered as a useful descriptor of the degree of linear association between two 
variables. It has two key properties of magnitude and direction, and it is recommended when 
the data are at least interval level (Pallant, 2009). Correlation analysis is used in this thesis to 
describe the strength and direction of the linear relationship between the research variables; 
for example, cultural value of tradition and service quality expectations.  For all inferential 
statistics, a p value of 0.05 or less was used to identify statistical significance, and confidence 
intervals (CI) were set at 95%.  
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Step 4:  Multivariate Analysis  
However, the major analysis conducted in this thesis was multivariate analyses. 
Hierarchical multiple regression (R2) analysis using a model-building approach as 
described by Hair et al. (2006) was undertaken to identify the predictors of each factor of 
service quality expectations (SQE), service quality perceptions (SQP) and Behavioural 
intentions (BI). The dependent variables, SQE, SQP and BI, were measured as a single 
continuous variable while the independent variables gender, age, education level, 
profession, country of origin and cultural values (self-direction, stimulation, hedonism, 
achievement, power, security, tradition, conformity, benevolence, universalism-nature, 
universalism-social concern) were measured as continuous variables.  
The major goals of multiple regression analyses are to predict changes in the dependent 
variable from changes in the independent variables to determine which of the independent 
variables are useful predictors of the dependent variable Hair et al. (2006), and to ascertain 
the proportion of change in the dependent variables attributable to each independent 
variable (Talbot 1995).  A Hierarchical multiple regression (R2) was employed to predict 
the relationships between gender, age, education level, profession, country of origin and 
cultural values (self-direction, stimulation, hedonism, achievement, power, security, 
tradition, conformity, benevolence, universalism-nature, universalism-social concern) and 
each factor of SQE, SQP and BI among the Middle Eastern tourist.   
Hierarchical regression is considered as the most appropriate technique when the aim is to 
explore how the predictors combine in their influence on the dependent variable. Typically, 
in hierarchical regression analysis, variables are entered as ‘blocks’, starting with the most 
basic or background variables (Hox 2002), which in this thesis are the demographic 
variables, including gender, age, education level, profession, country of origin. These were 
entered as the first block (step one).  
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However, the variables of most theoretical interest are entered last (Hox 2002), as a second 
block in this research included the cultural values self-direction, stimulation, hedonism, 
achievement, power, security, tradition, conformity, benevolence, universalism-nature, 
universalism-social concern. In addition, the demographic variables were entered in the 
second block (step two).  The following steps in the model-building approach were 
employed as follows:  
In the first steps of model-building, bivariate analysis, was performed to explain the 
relationship between independent variables including gender, age, education level, 
profession, country of origin and cultural values (self-direction, stimulation, hedonism, 
achievement, power, security, tradition, conformity, benevolence, universalism-nature, 
universalism-social concern) and each dependent variable of SQE, SQP and BI separately.   
• Statistically, the independent variables that were significantly correlated to SQE, 
SQP and BI in the first step of model-building approach were included and entered 
in the Hierarchical multiple regression analysis. However, those independent 
variables that did not significantly correlate to the dependent variable were 
excluded from in the next step of the model building approach (HairBlack et al. 
2006).    
• Based on the results of the initial regression model analysis of the independent 
variables, the variables that showed no correlation with the dependent variables 
were excluded from the regression model. Thus, parsimonious model regression 
was performed again, including only the variables that had a correlation with 
dependent variable on the initial regression analysis (HairBlack et al. 2006).  
Aspects of normality, linearity, and heteroscedascity of residuals were assessed. Normality 
refers to the assumption that each variable is normally distributed. Linearity assumes that 
there is a straight-line relationship between two variables. Finally, heteroscedascity 
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assumes that the variability in the scores for one continuous variable is the same at all 
values, and is related to the normal distribution of the sample.  
The regression variate was assessed using a number of steps in relation to multicollinearity.  
First, a check of the correlation matrix for all independent variables: gender, age, education 
level, profession, country of origin and cultural values (self-direction, stimulation, hedonism, 
achievement, power, security, tradition, conformity, benevolence, universalism-nature, 
universalism-social concern) was undertaken to assess correlations between these variables. In 
theory, if the independent variables were highly correlated (0.90 and above) with each other it 
would be difficult and inappropriate to use in the regression model (HairBlack et al. 2006; 
Tabachnick & Fidell 2001b). Next, multicollinearity among hypothesised predictors was 
checked through examination of the tolerance and variance inflation factor (VIF), as 
recommended by Hair et al (2006). Theoretically, tolerance refers to the assumption that 
variability of one independent variable is not explained by another, and tolerance close to zero 
reveals a problem with multicollinearity. A standard cut-off point is a tolerance value of 0.10 
and for the VIF value is above 10 (Hair et al. 2006). In the current study, the tolerance value 
for each independent variable was above the ceiling tolerance value of .10, and the VIF results 
were less than 10. For all inferential statistics, a p value of 0.05 or less was used to identify 
statistical significance, and confidence intervals (CI) were set at 95%. These analysis 
processes were repeated three times to assess the ability of the independent variables to 
predict each one of the three dependent variables (SQE, SQP and BI) separately. Advice was 
sought from the Mathematics and statistics Departments of RMIT University (Statistical 
Consultants) for the most appropriate statistical analysis for this research, and the more 
appropriate procedure would include the use of correlation analysis to answer this thesis 
research questions as shown in figure 3.4. Details of the quantitative data analyses will be 
presented in chapter 4. 
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Figure 3.4 Methodological Analysis Frameworks 
 
 
 
 
 
 
 
 
                 
                                                                                                                                            
Source: Author     
                       
3.6 Phase II – Qualitative Approach  
In order to gain more in-depth information about the research sample (respondents 
characteristics), the qualitative data was gathered through four open questions throughout the 
questionnaire, and ten face-to-face semi-structured interviews were conducted. However, 
these four questions were designed in the questionnaire for richer information about the 
respondents in terms of their cultural values (needs) in relation to the Gold Coast 
accommodation service quality level. Thus, these four questions were analysed as part of the 
qualitative data as presented in chapter four, section 4.10.   
A qualitative method was used as a second phase in this thesis in order to explore the nature 
and to gain a richer understanding of the research phenomenon (Smith 2008). Smith (2008) 
mentioned that the qualitative approach is the best for questions or problems that require 
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‘thick description’ or detailed analysis in order to produce valuable explanations. Hence, this 
thesis conducted the qualitative approach as a triangulation to confirm and strengthen the 
findings of quantitative analysis. In this thesis, the qualitative approach was designed to 
uncover and identify the influence of the cultural values on the Middle Eastern tourists’ 
expectations, perceptions and behavioural intentions. The objective of using the qualitative 
method was to further explore the details revealed in the quantitative analysis and address the 
issues of the tourism and accommodation sector in practice. The objectives of the qualitative 
analysis were as follows: 
• To extend and corroborate the findings from the quantitative approach. Statistical 
results from the quantitative approach cannot further describe the interaction among 
constructs in the hypothesised model. Thus, this thesis used the Middle Eastern tourist 
on the Gold Coast as a survey destination and employed an in-depth exploratory 
examination of the relationship between Middle Eastern cultural values, expectations, 
perceptions and behavioural intentions towards the Gold Coast hotels and holiday 
apartment’s service quality level.  
• In order to obtain richer, in-depth information on the Middle Eastern tourists’ cultural 
values and other factors in the case study, the research hypotheses and propositions 
were used as guidelines for data collection. Information on the Gold Coast 
accommodation service quality level was sought from interviews. Patton (2002, p. 15) 
proposed that qualitative research ‘procedures findings derived from real world settings 
where the phenomenon of interest unfold naturally’. Semi-structured interviews were 
conducted through the inclusion of open-ended questions provide an understanding of 
the impact of the cultural values on the Middle Eastern tourists’ expectations, 
perceptions and behavioural intentions towards the Gold Coast hotels and holiday 
apartments service quality level.  
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• The qualitative data collected from the responses were examined in order to identify 
themes and sub-themes. Frameworks that assisted in this process were identified from 
the literature review. In the following sections, the research design, research process, 
instruments, data collection and analysis, and validity and reliability of the research 
design are described. 
 
3.6.1 The Research Design    
The purpose of the qualitative approach was to expand the hypothesised model that 
demonstrated how and why conceptual constructs positively or negatively affect tourist 
expectations, perceptions and behavioural intentions. An in-depth interview is considered 
as the most widely used method in a qualitative research (Adams et al. 2007; Fidel 2008). 
The qualitative interview is a flexible and attractive approach to interviewees who are 
willing to provide insight and information relating to the research phenomena. 
Furthermore, this method is usually used to gain personal descriptions and accounts that 
can be helpful in developing theory, as opposed to measuring definite variables proposed 
by a theory (Neuman 2003).  
This thesis used interviews to gather required and true value data. A semi-structured 
interview format was chosen for the interviewees. The researcher presents the topic and 
focus of the research area to interviewees, who can then offer in-depth and related 
information in response to a series of structured questions (Smith 2008). Sapsford (2007) 
proposed that a skilled interviewer can yield much data that may be tested for significance 
and relationship to the whole, while not losing the nuances and understandings of each 
individual interviewee.  
Sarantakos (2005) demonstrated that interviewees can provide more details and 
information and clarify vague statements. Moreover, interview technique can create 
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reliance and empathy with interview participants, hence making it easier to gain 
information that the researcher perhaps would not expose by any other data collection 
technique (Sarantakos 2005; Smith 2008). Accordingly, this thesis performed an interview 
technique to obtain the research objectives. 
For the purpose of guiding the researcher in collecting, analysing and interpreting data, this 
thesis involved a complete research procedure to ensure the research design was accurate. 
Yin (1994) proposed that a good qualitative approach design has the following five 
components: statement of research question; the proposition of the study; the unit of 
analysis; the logical link between the data and the propositions; and the criteria for 
interpreting the findings. 
The objective of this study was to determine the influence of tourist cultural values and 
other factors on the tourism and accommodation sector in practice. Chapter 2 outlined the 
theoretical framework, which was tested using a positivist approach. De Vaus (2003) 
proposed that the positivist approach assumes that phenomena can be observed objectively 
and rigorously. Greenfield, Green and Johanson (2007) further indicated that using a 
positivist paradigm, the researcher acts as an outsider to observe the area in order to make 
reliable predictions and explanations. Braa and Vidgen (1999, p. 32) suggest that ‘a 
positivist research is suitable for using a technique such as interviews to support and 
understand the prediction of the research framework’. Therefore, a positivist approach can 
be used in this research to supplement the quantitative analysis in this thesis. 
The tourism and accommodation sector, including hotel and holiday apartments of the 
Gold Coast city, was used for an in-depth qualitative research. The reason for selecting the 
Gold Coast as the location for the research is was that this city is considered the main 
destination for Middle Eastern tourists visiting Australia (Tourism Research Australia 
2008). 
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The objective of this research is to understand the major elements in cultural values and 
other factors that affect the Middle Eastern tourists’ expectations, perceptions and 
behavioural intentions towards the Gold Coast hotels and holiday apartment’s service 
quality level. The Middle Eastern tourists visiting the Gold Coast may provide an 
important feedback for this thesis. In fact, it might indicate the insufficiency of tourism and 
accommodation sector services and the way the tourism and accommodation sector needs 
to improve. In this way, the participants can offer the necessary observation and analysis of 
the research object for this thesis.  
The interview questions are extracted from the literature review (chapter two), and the 
analysis of the data development from the hypothesised model. Data collection using 
interviews suggested by Creswell (2009) were used in order to enrich the investigation of 
the real-life phenomenon.  
3.6.2 Interview Questions 
The Middle Eastern cultural values, service quality; and tourist behavioural intentions 
variables adopted in the hypothesised model in this thesis – cultural values, expectations, 
perceptions, and behavioural intentions – were used to formulate the interview questions in 
the context of the tourism and accommodation sector service quality level at the Gold 
Coast. The information collected in the interviews was used to answer the research 
questions:  
Q1: To what extent do cultural values impact on the expectations, perceptions, and 
behavioural intentions of the Middle Eastern tourist in relation to accommodation service 
quality level at the Gold Coast, Australia? 
Q2: To what extent do service quality expectations and perceptions impact on the behavioural 
intentions of the Middle Eastern tourist in relation to accommodation service quality level at 
the Gold Coast, Australia? 
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Through semi-structured interviews, this study aimed to uncover the actual practices in the 
tourism and accommodation sector. Interviews were conducted and interviewees were asked 
to provide answers to questions developed on the basis of the theoretical framework. The 
following questions are examples from the questions used in the interviews. The complete 
interview questions can be found in Appendix B1. Examples of the interview questions 
include: 
1. Before arriving to the Gold Coast, what are your expectations of the accommodation 
service quality level? 
2. After arriving to your accommodation at the Gold Coast, what are your perceptions of 
the accommodation service quality level? 
3. What do you think the Gold Coast tourism council has to do to attract more Middle 
Eastern tourists? 
4. What can be done to meet the needs of the Middle Eastern tourists?  
5. In what way you think that your cultural values, may impact on your expectations, 
perceptions and behavioural intentions towards the Gold Coast accommodation service 
quality level?   
Ten semi-structured interviews were conducted and their fourteen questions incorporated 
the various constructs of this thesis (for example, cultural values) as an independent 
variable; and dependent variable (for example, service quality expectations and 
perceptions; and tourist behavioural intentions) of the theoretical framework. Information 
and comments provided by the interviewees helped triangulate the findings from the 
quantitative study. 
3.6.3 Sampling Procedures 
The interview participants were Middle Eastern tourists who visited the Gold Coast, 
Australia, and stayed at hotels and holiday apartments for at least one night. Overall, ten in-
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depth, semi-structured, one-on-one, face-to-face interviews of 45-60 minutes length were 
conducted at the Gold Coast Islamic Centre during the period July and August, 2009. All the 
Middle Eastern tourists who visited the Gold Coast during July and August were the possible 
targets for this research. However, tourists aged less than 18 years old were excluded from 
this interview target sample, because it is expected that may they have less travel experience 
from those aged from 18 and above, and to be consistent with the questionnaire respondents 
sample age. The main objective of this study was to determine the impact of tourists’ cultural 
values on their expectations, perceptions and behavioural intentions towards the Gold Coast 
hotels and holiday apartments’ service quality. All of the participants who interviewed are 
listed anonymously in chapter 5; table 5.1, which provide the interview sample characteristics 
of each participant as well as the date and time of the interviews. 
3.6.4 Data Collection Procedures 
In order to observe the reality of the Gold Coast tourism and accommodation service 
quality level by the Middle Eastern tourist perspective, ten semi-structured interviews were 
adopted for gathering the required data. A semi-structured interview can put an end to the 
interview continuing on the level of general statement by finding out specific elements that 
determine the influence or meaning of an event for the interviewee (Flick, 2006). Creswell 
(2009) states that face-to-face, one-on-one, in-person interviews are anticipated to extract 
views and opinions from the participants.  
Moreover, a semi-structured interview was easy to apply to the theory because shaping the 
contents of subjective theory into target answers is more flexible and adaptable to award 
the non-numerical data from participants. However, Weitzman (2000) states that semi-
structured interviews would narrow down the possible data that might not relate to the 
research questions. Therefore, this study used open-ended questions to interviewees to 
 111 
enable them to provide information which may not relate to the interview questions, but 
which the felt they would like to share.  
This research data was collected in the Gold Coast Islamic Centre. This is considered to be 
an important place for the Middle Eastern tourists who visit the Gold Coast because they 
go there for prayer, which is very important worship task they have to do; that place is 
called the ‘mosque’. This place provided a good opportunity for the researcher to collect 
the data for this research study.  
Permission was granted from the ‘mosque’s religious leader before conduct this research. 
This way of collecting data gave the researcher an ease of access to the participants, to ask 
them if they are interested in participating. 
 
3.6.5 Interview Procedures   
A letter containing the RMIT University Consent Form and Interview Guide, besides the 
plain language statement of interview, as shown in Appendix B1, was presented to the 
interviewees before the interviews started. The letter explained the general research topic 
of the interview questions, RMIT University’s ethics requirements, and contact 
information and interview questions. Interviews were tape-recorded and transcribed from 
Arabic into English. The primary source of data collection consisted of open-ended 
questions in semi-structured interviews.  
The interview questions were designed to get participants talking about Middle Eastern 
culture, Gold Coast accommodation service quality level, their expectations, perceptions 
and behavioural intentions towards the accommodation service quality level. Interviewees 
were invited to speak about any issues surrounding this thesis topic, if they had other 
opinions beyond the scope of the original questions. The questions were thus only provided 
as a guide to interviews to standardise the data needed from interviews. 
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3.6.6 Interview Data Recording Procedures 
Qualitative researchers have to set out a plan before starting their research data recording 
(Creswell 2009a). The researchers have to decide in their research blueprint the kind of 
data that will be recorded and identify clearly the recording procedures will be followed 
(Creswell 2003; Creswell 2009a). Therefore, this research conducted ten semi-structured 
interviews and used audiotape to record the interview in order to capture the data 
accurately. Permission to conduct the face-to-face interviews was sought from all 
interviewees as per the thesis research ethics approval.  
 
3.6.7 Reliability and Validity 
According to Gibbs (2007), qualitative reliability indicates that the researcher’s approach is 
consistent across different researchers and different projects. This research set out four 
steps in order to check that the reliability of data could be achieved throughout internal 
consistency. First, several questions were used in the interview to measure the same 
concept. Second, an audiotape was used for recording the interviews while the tape 
recorder tested carefully before the interview started by checking if the recorded voice 
could be heard easily and clearly.  
Third, after recording the data, the researcher listened to the interview’s contents carefully 
several times to ensure that the interview data could not be misunderstood. Fourth, the 
interview transcripts were checked to see if it was free from any errors or mistakes that 
may have happened during transcribing the data.  
For the validity of this study, the content validity was sought by verifying the truth and 
accuracy of interviewees’ statements (Bryman 2004, 2006). However, the qualitative 
validity means that the researcher checks for accuracy of the findings by employing certain 
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procedures (Creswell 2009a). Moreover, validity is considered as one of the steps that can 
give strength to qualitative research (Fidel 2008). Therefore, the activity of member checks 
was performed to ensure that the interview content was derived correctly and related to the 
research issues. In this regard, a RMIT University Consent Form and Interview Guide were 
given to each participant prior to the interview process. This activity was to make sure that 
interviewees were aware of the ethical issues and objectives of the study (Bryman 2004; 
Creswell & Tashakkori 2007; Smith 2008). Moreover, the researcher asked participants 
whether they permitted the recorder to tape record the interviews. With this regard to 
content validity, the results of interpreting the data were further confirmed and established 
through the literature review. This was helpful to verify the interview content as supported 
by previous literature, thereby to obtain content validity. 
3.6.8 Qualitative Data Analysis and Interpretation 
An inductive approach to content analysis was utilised in analysing the qualitative data in 
this research. In this qualitative research, Creswell’s (2009a) six steps of analyses 
underpinned the analysis framework. First, the ten interviews were separately transcribed, 
then the data was organised and prepared for the analysis. Second, the interview transcripts 
were read in order to obtain the general ideas proposed by the participants.  
Third, the data was coded by segmenting sentences into categories, which generated 72 
categories, and these categories were labelled based on the terms used by the participants’ 
language. Fourth, a coding process was used to generate a description of the categories for 
analysis, which helped in reducing the categories number into eight themes. Fifth, relating 
the themes to the description. Six, the final step in the data analysis was interpreting the 
meaning of the data (themes and description), as shown in figure 3.5. The coding and 
interpretation of the data were checked by fellow research colleagues and primarily by the 
researcher’s principle supervisor who confirmed the coding process and interpretation of 
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the data as being appropriate. In this thesis, the interview questions that were originally in 
the English language were translated into the Arabic language, using  the Triandis (1972) 
method, which uses ‘back to back’ translation to ensure the clarity and consistency of the 
translation (English, Arabic and then English), so as to ensure its accuracy and to facilitate 
participant understanding. The same translation process for the interview and questionnaire 
was performed; hence refer to chapter three (section 3.5.1 and figure 3.3) for more details 
about the translation process.  
Figure 3.5 Qualitative Data Analysis Steps 
 
 
 
 
 
 
 
 
 
                                                                                                                                                             Source:                                            
 
Adapted from Creswell (2009, p. 185) 
Sub – Themes and Key Themes 
Relating Themes to Description 
Interpreting the Meaning of Themes/Description 
Coding the Data 
Reading all the transcripts to obtain the general ideas             
proposed by the participants 
Writing the interview transcripts and organising and 
preparing the data for analysis 
Description 
Validating the 
Accuracy of the 
Information 
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3.7 Summary 
This chapter has described the research plan and the methodology that was used to investigate 
the research question and test hypotheses in this thesis. It has described the approaches taken 
in this thesis to quantitative and qualitative data analyses and the ethics of conducting a 
survey. The advantage and importance of conducting a mixed research method, the selection 
of the sample, the data analysis plans and the testing of the validity and reliability of the data 
were discussed. Based on the methodology discussed, this research began with the 
quantitative analysis, then descriptive and correlation analysis was employed to analyse and 
examine a series of relationships amongst variables. This was followed by the qualitative 
study, which was used to further confirm the quantitative findings and provide more detailed 
information through interviews. In the remainder of this thesis, data analyses are discussed in 
chapter four (quantitative analysis) and chapter five (qualitative analysis). In the next chapter, 
quantitative analysis will be presented.    
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CHAPTER FOUR 
PHASE I - QUANTITATIVE ANALYSIS 
 
4.1 Objective 
The purpose of this chapter is to report the results of testing the reliability of the measures 
utilised in this thesis and to present the analysis and interpretation of the data collected from 
the survey on Middle Eastern tourists at the Gold Coast, Australia.  
 
4.2 Introduction 
Chapter three verified four main concepts in this study, which were: 1. Cultural Values (CV), 
comprised of eleven factors: self-direction, stimulation, hedonism, achievement, power, 
security, tradition, conformity, benevolence, universalism-nature and universalism-social 
concern; 2. Service Quality Expectations (SQE); 3. Service Quality Perceptions (SQP) both 
comprised of five factors: reliability, responsiveness, assurance, empathy and tangibility; and 
4. Behavioural Intentions (BI) comprised of five factors: loyalty, switch, pay more, external 
response and internal response.  
This chapter presents the descriptive analysis results of the questionnaire. The aim of this 
section is to assess how representative the sample is with respect to preferences of particular 
types of accommodation, hotels and holiday apartments and to provide an understanding of 
the sample through examining distributions of the demographic variables.  
Descriptive analysis facilitated an in-depth profiling of the Middle Eastern tourist through the 
use of non-parametric techniques such as the chi-square test for relatedness. Furthermore, a 
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descriptive analysis of variables and scale items are presented in the analysis, including mean 
and standard deviation, to find the most and least important scales items. The chi-square test 
was performed to uncover the relationship between the demographic characteristics and their 
preference accommodation type: hotel or holiday apartment.  
Furthermore, an independent sample t-test was undertaken to uncover the differences between 
the respondents in their cultural values, service quality expectations, perceptions and 
behavioural intentions in terms of their accommodation type preferences. Both a chi-square 
and an independent t-test were conducted in order to obtain more in-depth understanding of 
the research sample. 
Bivariate analyses of the hypothesised relationships between variables were undertaken using 
parametric techniques such as Pearson’s product moment correlation (r). In addition, 
multivariate analyses were performed to determine which of the independent variables are 
useful predictors of the dependent variable; thus Hierarchical multiple regression (R2) analysis 
was performed.  
This statistical procedure is used in this thesis to answer the research questions and test the 
hypotheses. The research questions posed in this thesis are:  
Q1: To what extent do cultural values impact on the expectations, perceptions, and 
behavioural intentions of the Middle Eastern tourist in relation to accommodation service 
quality level at the Gold Coast, Australia? 
Q2: To what extent do service quality expectations and perceptions impact on the behavioural 
intentions of the Middle Eastern tourist in relation to accommodation service quality level at 
the Gold Coast, Australia? 
Q3: To what extent are gender, age, education level, profession, country of origin and cultural 
values (self-direction, stimulation, hedonism, achievement, power, security, tradition, 
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conformity, benevolence, universalism-nature, universalism-social concern) predictive of 
each factor of expectations, perceptions and behavioural intentions among the Middle Eastern 
tourist? 
This chapter is embraced of nine sections based on topics generated from the quantitative 
analysis and summary is provided after each section. 
1. Section one presents the results of testing the reliability of the measures used. 
2. Section two profiles the respondents in terms of both demographic factors and their 
preferences when selecting a particular type of accommodation. 
3. Section three profiles the respondents in terms of their cultural values, expectations, 
perceptions and behavioural intentions towards Gold Coast accommodation service 
quality and the differences between the respondents according to their preferences of a 
particular type of accommodations. 
4. Section four explores the relationship between cultural values and expectations 
towards Gold Coast accommodation service quality. 
5. Section five explores the relationship between cultural values and perceptions towards 
Gold Coast accommodation service quality. 
6. Section six explores the relationship between cultural values and behavioural 
intentions towards Gold Coast accommodation service quality. 
7. Section seven explores the relationship between service quality expectations, 
perceptions and behavioural intentions towards Gold Coast accommodation service 
quality. 
8. Section eight explores which of the independent variables are useful predictors of the 
dependent variable     
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9. Section nine presents the questionnaire open-ended questions 
 
4.3 Section One: Survey Questionnaire Reliability  
Testing the reliability of scales that are used in this thesis is necessary because of their 
capacity to influence the quality of data  (Pallant 2005; Pallant 2009). This section sets out the 
results of the tests of all scales utilised in this thesis. 
4.3.1 Reliability 
The reliability of a scale, which indicates how free the scale is from random error, can be 
illustrated using the most frequently used methods, i.e. an internal consistency score (Pallant, 
2005). Internal consistency is the degree to which the items of a scale are measuring the same 
underlying attribute. The techniques employed in this study require only a single test 
administration and provide a reliable estimation of Cronbach’s coefficient alpha, which has a 
value between 0 and 1 (positive or minus).  
The higher the Cronbach alpha is the greater the reliability of the scale will be. A scale has 
high internal consistency when the items are highly correlated and result in a Cronbach alpha 
of greater than .70 (Nunnally 1978).  
This measure is widely used in research, and provides an indication of the average correlation 
among all the items that make up the scale (Nunnally 1978; Pallant 2005). The coefficient 
alphas for each of the scales used in this research were calculated using PASW (SPSS) v.18 
and are shown in table 4.1.   
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Table 4.1 Reliability of Scales in this Study (N=305) 
Concept Scale Name # of items Cronbach alpha 
Reliability 5 .892 
Responsiveness 3 .795 
Assurance 3 .818 
Empathy 3 .842 
Service quality expectations 
Tangible 8 .908 
Reliability 5 .845 
Responsiveness 3 .811 
Assurance 3 .703 
Empathy 3 .855 
Service quality perceptions 
Tangible 8 .825 
Loyalty 5 .914 
Switch 2 .745 
Pay More 2 .809 
External Response 3 .933 
Behavioural intentions 
Internal Response 1 - 
Source: Author 
In the cases of the service expectations scale including reliability, responsiveness, assurance, 
empathy and tangible, the lowest internal reliability was for responsiveness dimension (a 
=.795) and the highest was for the tangible dimension (a =.908). In the cases of the service 
perceptions scale including reliability, responsiveness, assurance, empathy and tangible, the 
lowest internal reliability was for assurance scale (a =.703) and the highest was for the 
reliability (a =.845).  
In the cases of the behavioural intentions scale including loyalty, switch, pay more, external 
response and internal response, the lowest internal reliability was for switch scale (a =.745) 
and the highest was for the external and internal response (a =.933). Cronbach’s alpha 
reliability test was run on the data collected to determine the reliability of the data.                                 
4.3.2 Section One Summary 
In summary, the results showed that the modified and developed scales were highly reliable 
and applicable to the current participants, as shown in the previous table, 4.1. Thus, all 
Cronbach alpha coefficients in this study are at desirable level of .70 or above.                                            
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4.4 Section Two: Survey Respondent Profile 
These data were obtained from a sample of 305 Middle Eastern tourists while approximately 
500 self-administered questionnaires were distributed. A total of 305 respondents completed 
useable questionnaires, giving a response rate of 61%. The characteristics of the sample 
population for this study are shown in tables 5.2 – 5.12. All respondents were Middle Eastern 
tourists who visited Gold Coast accommodation and stayed there for at least one night.  
The data were divided into two groups according to the respondents’ accommodation 
preferences. The data shows that there were 167 respondents (54.8%) who preferred to stay at 
hotels while 138 (45.2%) preferred to stay at the holiday apartments, as shown in table 4.2. 
Table 4.2 Respondents by Accommodation Type of Preference 
 
Accommodation type Frequencies Percentage 
Hotel 167 54.8 
Holiday apartment 138 45.2 
Total 305 100 
Source: Author 
4.4.1 Gender 
This sample contains a response of 104 male (62.3%) and 63 female (37.7%) from hotels, 
while holiday apartments respondents were 74 (53.6%) male and 64 (46.4%) female, as 
shown in table 4.3. In total, both hotels and holiday apartments respondents were 178 male 
(58.4%) and 127 female (41.6%).                                                                          
Table 4.3 Respondents by Gender 
 Hotels Holiday apartments 
Gender Frequencies Percentage Frequencies Percentage 
Male 104 62.3 74 53.6 
Female 63 37.7 64 46.4 
Total 167 100 138 100 
χ 2 (2 N=305) = 2.33 p>.05 p= .127 
Source: Author 
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In order to explore the relationship between the gender and choice of accommodation, a chi-
square test for relatedness showed a Pearson chi-square of 2.33 with a probability of .127. The 
significance value is much greater than the alpha value of .05 and is therefore not significant. 
This means that there is no relationship between the gender of Middle Eastern tourists and 
their choice of accommodation. 
4.4.2 Age 
Table 4.4 depicts the distribution of the survey sample of 305 respondents with respect to age. 
In fact, in hotels, the highest number of respondents, which was 35 (21%), was aged between 
30-34. However, for holiday apartments, the highest number of respondents, which was 56 
(40.6%), were aged between 25-29 and 30-34, while the respondents whose age was 60 or 
over presented the lowest number in both hotels and holiday apartments.  
This result shows that most of the Middle Eastern tourists who stayed at both hotels and 
holiday apartments at the Gold Coast are aged between 20 and 49, which indicates that 
Middle Eastern tourists visiting the Gold Coast are mainly young people.  
 
Table 4.4 Respondents by Age 
 Hotels Holiday apartments 
Age Frequencies Percentage Frequencies Percentage 
20-24 26 15.6 24 17.4 
25-29 23 13.8 28 20.3 
30-34 35 21.0 28 20.3 
35-39 27 16.2 17 12.3 
40-49 31 18.6 21 15.2 
50-59 19 11.4 17 12.3 
60 or over 6 3.6 3 2.2 
Total 167 100 138 100 
χ 2 (7 N=305) = 3.93 p>.05 p= .686  
Source: Author 
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In order to discover the relationship between the age and choice of accommodation, a chi-
square test for relatedness showed a Pearson chi-square of 3.93 with a probability of .686. The 
significance value is larger than the alpha value of .05 and is therefore not significant. In other 
words, the respondent’s age cannot be considered as an influencing factor upon the choice of 
accommodation type. 
4.4.3 Education level 
The result shows that there are various levels of education among the respondents, as shown 
in table 4.5. The majority of respondents in both hotels and holiday apartments had a bachelor 
degree (111, 66.5%) and (85, 61.6%). This result indicates that the majority of the tourist 
sample visiting the Gold Coast, Australia, was educated people.  
Table 4.5 Respondents by Education Level 
 Hotels Holiday apartments 
Education level Frequencies Percentage Frequencies Percentage 
Secondary school 31 18.6 19 13.8 
Bachelor degree 111 66.5 85 61.6 
Master degree 19 11.4 26 18.8 
PhD 6 3.6 8 5.8 
Total 167 100 138 100 
χ 2 (4 N=305) = 4.99 p>.05 p= .172  
Source: Author  
To discover the relationship between the education level and preference choice of 
accommodation, a chi-square test for relatedness showed a Pearson chi-square of 4.99 with a 
probability of .172. The significance value is much larger than the alpha value of .05 and is 
therefore not significant. This means that there is no relationship between the Middle Eastern 
tourist’s education level and the choice of accommodation type. 
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4.4.4 Occupation  
Table 4.6 shows that the greatest majority of the respondents who stayed at hotels were 
professionals (51, 30.9%) and the second largest group were managerial professions (50, 
29.9%). Whereas, the greatest majority of the respondents who stayed at holiday apartments 
were managerial professions (40, 29.0%) followed by students (33, 23.9%) then followed by 
professionals (33, 23.9%). These results indicate that the socio economic level of Middle 
Eastern tourists visiting Gold Coast, Australia, is high.    
Table 4.6 Respondents by Occupation  
 Hotels Holiday apartments 
Occupation Frequencies Percentage Frequencies Percentage 
Management 50 29.9 40 29.0 
Professional 51 30.9 33 23.9 
Trader/proprietor 37 22.2 24 17.4 
Retired 9 5.4 2 1.4 
Student 19 11.4 35 25.4 
Other 1 .6 4 2.9 
Total 167 100 138 100 
χ 2 (6 N=305) = 16.13 p<.05 p= .007 
Source: Author 
To determine the relationship between the occupation and choice of accommodation, a chi-
square test for relatedness showed a Pearson chi-square of 16.13 with a probability of .007. 
The significance value is well below the alpha value of .05 and is therefore significant. This 
means that there is a relationship between Middle Eastern tourists’ occupations and their 
choice of accommodation type. 
It can be concluded that there appears to be an influence of a Middle Eastern tourist’s 
occupation on their preferred type of accommodation.  
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4.4.5 Country of Origin 
The largest number of the respondents from both hotels and holiday apartments came from 
UAE: (49, 29.3%) stayed at hotels and (37, 26.8%) stayed at holiday apartments. For hotels, 
the second highest number of visitors came from Kuwait (35, 21%) while the second highest 
number of visitors for holiday apartments came from Saudi Arabia (26, 18.8%).  
In contrast, the least visitor numbers staying in hotels came from Saudi Arabia (9, 5.4%) 
while the least visitor numbers staying at holiday apartments came from Bahrain (14, 10.1%).  
Table 4.7 Respondents by Country of Origin 
 Hotels Holiday apartments 
Country of origin Frequencies Percentage Frequencies Percentage 
Saudi Arabia 9 5.4 26 18.8 
Kuwait 35 21.0 22 15.9 
Qatar 30 18.0 23 16.7 
Bahrain 22 13.2 14 10.1 
Oman 22 13.2 16 11.6 
UAE 49 29.3 37 26.8 
Total 167 100 138 100 
χ 2 (6 N=305) = 13.92 p<.05 p= .017 
Source: Author 
In order to uncover the relationship between the respondents country of origin and preference 
choice of accommodation, a chi-square test for relatedness showed a Pearson chi-square of 
13.92 with a probability of .017. The significance value is well below the alpha value of .05 
and is therefore significant. This means that there is a relationship between the Middle Eastern 
tourist’s country of origin and the choice of accommodation type. 
It can be concluded that there appears to be an influence of the Middle Eastern tourist’s 
country of origin on the choice of a particular type of accommodation. Results suggest that 
the majority of the UAE tourists predominately expressed a preference to stay at hotels while 
the majority of the Saudi Arabia tourists predominately expressed a preference to stay at 
holiday apartments.   
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4.4.6 Country of Birth 
The majority of respondents from both hotels and holiday apartments were born in UAE (49, 
29.3% and 37, 26.8%; 37, 22.2% who stayed at hotels were born in Kuwait and 26, 18.8% 
who stayed at holiday apartments were born in Saudi Arabia. In contrast, the lowest number 
of the respondents (9, 5.4%) who stayed at hotels were born in Saudi Arabia and fourteen of 
the respondents (10.1%) who stayed at holiday apartments were born in Bahrain, as shown in 
table 4.8. 
Table 4.8 Respondents by Country of Birth  
 Hotels Holiday apartments 
Country of birth Frequencies Percentage Frequencies Percentage 
Saudi Arabia 9 5.4 26 18.8 
Kuwait 37 22.2 22 15.9 
Qatar 29 17.4 23 16.7 
Bahrain 21 12.6 14 10.1 
Oman 22 13.2 16 11.6 
UAE 49 29.3 37 26.8 
Total 167 100 138 100 
χ 2 (6 N=305) = 14.16 p<.05 p= .015 
Source: Author 
To discover the relationship between the respondents’ country of birth and choice of 
accommodation, a chi-square test for relatedness showed a Pearson chi-square of 14.16 with a 
probability of .015. The significance value is well below the alpha value of .05 and is 
therefore significant. This means that there is a relationship between the Middle Eastern 
tourist’s country of birth and the choice of accommodation type. Hence, there appears to be an 
influence of a Middle Eastern tourist’s country of birth on the choice of a particular type of 
accommodation. This result is consistent with the results of the respondents’ country of 
origin.  
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4.4.7 Respondents by Country of Residence 
Table 4.9 shows that the largest number of respondents from both hotels and holiday 
apartments live in UAE (50, 29.9% and 37, 26.8%). Tables 5.7, 5.8 and 5.9 show the 
consistency in the results, which indicate the homogeneity of the sample.   
Table 4.9 Country of Residence of Respondents 
 Hotels Holiday apartments 
Country of 
Residence Frequencies Percentage Frequencies Percentage 
Saudi Arabia 9 5.4 26 18.8 
Kuwait 37 22.2 22 15.9 
Qatar 29 17.4 23 16.7 
Bahrain 20 12.0 14 10.1 
Oman 22 13.2 16 11.6 
UAE 50 29.9 37 26.8 
Total 167 100 138 100 
χ 2 (6 N=305) = 14.08 p<.05 p= .015 
Source: Author 
To find out the relationship between the respondents’ country of residence and choice of 
accommodation, a chi-square test for relatedness showed a Pearson chi-square of 14.08 with a 
probability of .015. The significance value is well below the alpha value of .05 and is 
therefore significant. This means that there is a relationship between the Middle Eastern 
tourist’s country of residence and their choice of accommodation. It can be concluded that 
there appears to be an influence of a Middle Eastern tourist’s country of residence on the 
choice of a particular type of accommodation.  
 
4.4.8 Family Size  
The majority of the respondents (65.3%) who stayed at the Gold Coast hotels were couples. 
Similarly, the greatest majority of the respondents (46.4%) who stayed at Gold Coast holiday 
apartments were couples, followed by the family size of three adults (18.6%) in hotels and 
(37%) in holiday apartments.  
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To find out the relationship between the number of adult respondents and choice of 
accommodation, a chi-square test for relatedness showed a Pearson chi-square of 22.19 with a 
probability of .000. The significance value is well below the alpha value of .05 and is 
therefore significant.  
This means that there is a relationship between the Middle Eastern tourists’ number of adults 
and their choice of accommodation. Thus, there appears to be an influence of Middle Eastern 
tourists’ number of adults on the choice of a particular type of accommodation.  
The predominant numbers of children staying at hotels were two per family (36.5%) followed 
by three children per family (25.7%). However, the largest number of children staying at 
holiday apartments was three per family (30.4%) and four per family (30.4%). These results 
indicate that the Middle Eastern tourists’ family is average in size, as shown in table 4.10.  
Table 4.10 Respondents by Number of Adults and Children  
 Hotels Holiday apartments 
Adult visitors Frequencies Percentage Frequencies Percentage 
One 1 .6 7 5.1 
Two 109 65.3 64 46.4 
Three 31 18.6 51 37.0 
Four 21 12.6 15 10.9 
Five 5 3.0 1 .7 
Total 167 100 138 100 
χ 2 (5 N=305) = 22.19 p<.05 p= .000 
Child visitors     
One 24 14.4 16 11.6 
Two 61 36.5 21 15.2 
Three 43 25.7 42 30.4 
Four 21 12.6 42 30.4 
Five 3 1.8 6 4.3 
Sub – total 152 91.0 127 92.0 
Zero (no children) 15 9.0 11 8.0 
Total 167 100 138 100 
χ 2 (5 N=305) = 27.10 p<.05 p= .000 
  Source: Author                                                                                                                                                        
To find out the relationship between the number of children accompanying the respondents 
and the preference choice of accommodation, a chi-square test for relatedness showed a 
Pearson chi-square of 27.10 with a probability of .000. The significance value is well below 
 129 
the alpha value of .05 and is therefore significant. This means that there is a relationship 
between Middle Eastern tourists’ number of children and the choice of accommodation. It can 
be concluded that there appears to be an influence of a Middle Eastern tourists’ number of 
children on the choice of a particular type of accommodation.  
 
4.4.9 The Way Respondents Find Out about the Gold Coast 
The majority of the respondents from the hotels and holiday apartments found out about the 
Gold Coast through travel agents (82, 49.1% and 81, 58.7%); 66, 39.5% and 38, 27.5% found 
out about it from friends; while 6 (3.6%) of hotel respondents used the internet to find out 
about the Gold Coast and 9 respondents from holiday apartments (6.5%) used the internet, as 
shown in table 4.11. This indicates that Middle Eastern tourists rely on travel agencies rather 
than the internet when travelling, unlike most Australian travellers, who trust in the internet 
(Tourism Australia, 2007).  
Table 4.11 Respondents by the Way they Find Out about the Gold Coast 
 Hotels Holiday apartments 
Find out about the Gold Coast by Frequencies Percentage Frequencies Percentage 
Internet 6 3.6 9 6.5 
TV 12 7.2 - - 
Travel agent 82 49.1 81 58.7 
Friend 66 39.5 38 27.5 
Other 1 .6 10 7.2 
Total 167 100 138 100 
χ 2 (5 N=305) = 24.98 p<.05 p= .000 
Source: Author 
In order to explore the relationship between the way that respondents find out about the Gold 
Coast and preference choice of accommodation, a chi-square test for relatedness showed a 
Pearson chi-square of 24.98 with a probability of .000. The significance value is well below 
the alpha value of .05 and is therefore significant. This means that there is a relationship 
between the way that Middle Eastern tourists find out about the Gold Coast and the choice of 
accommodation type. It can be concluded that there appears to be an influence of the way that 
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Middle Eastern tourists find out about the Gold Coast on their choice of a particular type of 
accommodation.  
4.4.10 Nights Stayed by Visitors 
Many of the respondents (64.1%) stayed eight to fourteen nights at Gold Coast hotels, 
followed by (25.7%) of respondents who stayed for a week or less; 9.6% of respondents 
stayed for three weeks while only one respondent stayed for four weeks (6%). Results 
indicated that the majority of holiday apartment respondents (44.2%) stayed for three weeks, 
followed by 21% of respondents who stayed for four weeks; 19.6% of respondents stayed for 
two weeks, 10.9% of respondents stayed for more than four weeks, while 4.3% of respondents 
stayed for one week or less at Gold Coast holiday apartments. These results indicate that 
respondents who have a plan to stay for a long time prefer to stay at holiday apartments while 
the respondents who stay for less time prefer to stay at hotels, as shown in table 4.12. 
Table 4.12 Respondents by Nights Stayed at the Gold Coast Accommodation 
 Hotels Holiday apartment 
Number of nights Frequencies Percentage Frequencies Percentage 
1 – 7 43 25.7 6 4.3 
8 – 14 107 64.1 27 19.6 
15 – 21 16 9.6 61 44.2 
22 – 28 1 .6 29 21 
29 or over - - 15 10.9 
Total 167 100 138 100 
χ 2 (5 N=305) = 141.66 p<.05 p= .000 
 Source: Author 
To examine this outcome further, a chi-square test for relatedness showed a Pearson chi-
square of 141.66 with a probability of .000. The significance value is well below the alpha 
value of .05 and is therefore significant. This means that there is a relationship between the 
number of nights Middle Eastern tourists stay at the Gold Coast and the choice of 
accommodation. 
It can be concluded that there appears to be an influence of the number of nights Middle 
Eastern tourists stay at the Gold Coast on the choice of a particular type of accommodation. 
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The result indicates that the tourists who stayed at the Gold Coast for a long time preferred to 
stay at holiday apartments, while the tourists who stayed for less time preferred to stay at 
hotels.  
4.4.11 Section Two Summary 
The profile overview of demographic Factors 
The profile overview of demographic factors of the Middle Eastern tourist and their choice of 
a particular type of accommodation shows that the typical respondent who prefers to stay at 
Gold Coast hotels is Middle Eastern born, aged between 20 and 49 years, educated with a 
bachelor degree, and professional. The Middle Eastern tourist visiting Gold Coast hotel, 
Australia, comes mainly from United Arab Emirates, Kuwait, Saudi Arabia, Bahrain, Oman 
and Qatar and resides in the country of their birth. The average size of Middle Eastern tourist 
families staying at hotels is four, including two adults and two children per family. Travel 
agents and friends are the way the Middle Eastern tourist learns about the Gold Coast. 
Additionally, eight to fourteen nights is the average number of nights stayed at Gold Coast 
hotels. 
However, the characteristic of the respondent who prefers to stay at Gold Coast holiday 
apartments is Middle Eastern born, aged between 20 and 49 years, educated with a bachelor 
degree, in managerial professions, and from United Arab Emirates, Kuwait, Saudi Arabia, 
Bahrain, Oman and Qatar and resides in the country of their birth. The average size of Middle 
Eastern tourist families staying at holiday apartments is five, including two adults and three 
children per family, or six persons including two adults and four children. Travel agents and 
friends are the way the Middle Eastern tourist learns about the Gold Coast. Fifteen to twenty 
one nights are the average number of nights stayed at Gold Coast holiday apartments. 
However, the Middle Eastern tourist’s choice of the Gold Coast accommodation type appears 
to not be influenced by his or her gender, age and education level. 
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The Middle Eastern tourist’s choice of the Gold Coast accommodation type, hotels and 
holiday apartments appears to be influenced by his or her: 
• Occupation: χ 2 (6) (N=305) = 16.13 p<.05  
• Country of origin: χ 2 (6) (N=305) = 13.92 p<.05  
• Country of birth: χ 2 (6) (N=305) = 14.16 p<.05    
• Country of residence: χ 2 (6) (N=305) = 14.08 p<.05    
• Family size by adults: χ 2 (5) (N=305) = 22.19 p<.05    
• Family size by children: χ 2 (5) (N=305) = 27.10 p<.05    
• The way they found out about the Gold Coast: χ 2 (5) (N=305) = 24.98 p<.05    
• Duration: χ 2 (5) (N=305) = 141.66 p<.05     
However, the Middle Eastern tourist’s choice of Gold Coast accommodation type appears to 
be not influenced by his or her: 
• Gender χ 2 (4) (N=305) = 4.99 p>.05 p= .172  
• Age χ 2 (79 (N=305) = 3.93 p>.05 p= .686  
• Education level χ 2 (2) (N=305) = 2.33 p>.05 p= .127 
4.5 Section Three: a Profile of Respondents’ Cultural Values, Expectations, 
Perceptions and Behavioural Intentions towards Gold Coast 
Accommodation Service Quality  
 
4.5.1 Cultural Values  
This study applied Schwartz’s Value Best-Worst Survey (SVBWS) (Lee, Soutar & Louviere, 
2005). To measure Schwartz’s values (1992, 1994), 11 value types are used, as shown in table 
4.2, to uncover the relationship between cultural values and Middle Eastern tourists’ 
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expectations and perceptions towards Gold Coast accommodation service quality. This scale 
consists of 11 subsets, with 6 values types in each sub-set, which means that each respondent 
saw each value type six times, and each pair of value types includes three times across the 
subsets. Respondents were asked to pick the most and least important values that guide their 
lives.  
For the cultural values as shown in table 4.13, means and standard deviation statistics were 
computed for each of the eleven items. The ranking data procedure was used in order to show 
the most important values and the least important values for the respondents. Furthermore, an 
independent-sample t-test was conducted to explore the differences between the respondents 
who stayed in hotels and holiday apartments according to their cultural values.  
Furthermore, a Mann-Whitney Test, was conducted to uncover the differences between the 
Middle Eastern tourists who stayed in hotels and those who stayed in holiday apartments, in 
their cultural values, expectations, perceptions and behavioural intentions. The results show 
that there are differences between Middle Eastern tourists. They are different in three of 
eleven of their cultural values, and are different in all their expectations, perceptions and 
behavioural intentions. These results are consistent with the results obtained from the 
Independent t-test, so the Mann-Whitney Test results confirm and support the t-test findings.   
The BWS mean ranged from -.041 to .417 for the hotel respondents and -.045 to .327 for 
holiday apartment respondents. The result shows that the respondents from both hotels and 
holiday apartments agreed that the most important value is universalism-social concern 
(M=.41, SD=.442), and (M=.327, SD=.447), while they disagree on the least important value. 
In fact, the least important value for the respondents who stayed in hotels is self-direction 
(M= -.041, SD= .191), while the least important value for those who stayed in holiday 
apartments, is achievement (M= -.045, SD= .237), as shown in table 4.13. 
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Hence, the respondents who stayed at Gold Coast hotels and holiday apartments agreed that 
the five most important cultural values in their lives are: universalism-social concern, 
tradition, conformity, security and benevolence.  
However, they nominated six of the eleven cultural values as the least important values in 
their lives, which are: power, hedonism, stimulation, universalism-nature, achievement and 
self-direction. 
Table 4.13 Descriptive Statistics for SVBWS (N = 305) 
 
 Hotels Holiday apartments   
Value item Ran
k 
Mea
n 
St. Deviation Ran
k 
Mean St. 
Deviation 
t p 
Universalism-Social 
concern 
1 .417 .442 1 .327 .447 1.76 .080 
Tradition 2 .185 .272 5 .079 .301 3.22 .001 
Conformity 3 .180 .262 2 .173 .281 .216 .829 
Security 4 .161 .416 3 .158 .409 .073 .942 
Benevolence 5 .132 .252 4  .094 .236 1.37 .173 
Power 6 -.313 .461 6 -.341 .469 .531 .596 
Hedonism 7 -.268 .303 7 -.181 .360 -2.26 .025 
Stimulation 8 -.178 .212 8 -.141 .253 -1.38 .170 
Universalism-nature 9 -.168 .378 9 -.080 .350 -2.09 .038 
Achievement 10 -.091 .403 11 -.030 .400 -1.33 .184 
Self-direction 11 -.041 .191 10 -.045 .237 .159 .874 
Source: Author 
To explore the differences between the cultural values of the respondents who stayed at Gold 
Coast hotels and holiday apartments, a t-test for differences showed that there is a significant 
difference in three of the respondents’ cultural values in both hotels and holiday apartments, 
which are: tradition (t=3.22, p=.001), hedonism (t=-2.26, p=.025), and universalism-nature 
(t=-2.09, p=.038). The significance value is well below the alpha value of .05; therefore there 
is a significant difference between the Middle Eastern tourist’s cultural values of tradition, 
hedonism, and universalism-nature.  However, the results showed that there is no significant 
difference between the respondents who stayed at hotels and holiday apartments in eight of 
their eleven cultural values, which are universalism-social concern, conformity, security, 
benevolence, power, stimulation, achievement and self-direction, as shown in table 4.13.  
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It can be concluded that the Middle Eastern tourist visiting the Gold Coast and staying at 
hotels and holiday apartments share the same opinion about the most and least important 
cultural values. Meanwhile, they are different in three of eleven of the cultural values of 
tradition, hedonism, and universalism-nature, which appears to be an influence on their choice 
of a particular type of accommodation, hotels and holiday apartments. 
4.5.2 Service Quality Expectations and Perceptions                                                                
 This study applied the SERVQUAL scale (Parasurman, Zeithmal & Berry 1985, 1988) and 
used a modified items scale by Mey, Akbar, Gun Fie (2005 and 2006) to measure Middle 
Eastern expectations and perceptions towards Gold Coast accommodation service quality. 
This scale consists of 44 items in total and is divided into two sections: 22 items to measure 
the expectations and 22 items to measure the perceptions. These items reflect the five 
dimensions of service quality (reliability, responsiveness, assurance, empathy and tangible).  
Respondents were asked to rate on a seven point Likert-scale (1= strongly disagree to 7= 
strongly agree) and to answer the two sections of this scale: section one relates to the tourist’s 
expectations towards accommodation service quality before arriving and the second section 
reflects the tourist’s perceptions towards accommodation service quality after arriving.   
Analyses of service quality expectations and perceptions are presented by comparing the data 
from hotel and holiday apartment respondents, as shown in table 4.14 – 5.26. Mean and 
standard deviation analysis were used.  
Moreover, an independent-sample t-test was conducted to explore the differences between the 
respondents’ service quality expectations, perceptions and behavioural intentions towards 
Gold Coast hotels’ and holiday apartments’ service quality. 
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4.5.3 Service Quality Expectations and Perceptions Gap 
Table 4.14 shows the descriptive statistics and the gap between the dimensions of service 
quality in hotels and holiday apartments. It was noted that hotel dimensions constantly scored 
higher than holiday apartment on all dimensions of both expectations and perceptions. For the 
hotel respondents’ expectations, the result shows that the highest expectations are on the 
dimension of tangibility with mean score of 47.14 (SD=3.873), followed by reliability 
dimension with mean score of 27.29 (SD=2.830), responsiveness (M=15.40, SD=1.321), 
assurance (M=15.31, SD=1.416) and the lowest mean score is the one of empathy dimension 
(M=15.26, SD=1.593). However, the expectations of the holiday apartment respondents were 
lower than hotel respondents’ expectations. The result shows that holiday apartment 
respondents assign the highest expectation to the dimension of tangibility (M=44.40, 
SD=6.344) followed by reliability (M=25.50, SD=4.27), assurance (M=14.54, SD=1/921), 
responsiveness (M=14.47, SD=2.319) and the lowest score is on the dimension of empathy 
(M=14.27, SD=2.399). 
However, the respondent service quality perceptions of both hotels and holiday apartments are 
less than their expectations. Both hotels and holiday apartments respondents assign the 
highest perception score on the dimension of tangibility (M=40.57, SD=5.427) and (M=35.61, 
SD=8.782), while the lowest perception score is on the dimension of empathy (M=12.38, 
SD=2.887) and (M=10.75, SD=3.641). 
The results indicate that there is a gap between the respondent expectations and perceptions in 
both hotels and holiday apartments when comparing the tourists’ perceptions with their 
expectations towards accommodation service quality level (P-E). Therefore, the results show 
that the tourists’ expectations were higher than their perceptions towards both hotels and 
holiday apartments service quality level; therefore, all the gap scores were negative. For 
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hotels, the largest gap was on the dimension of reliability (-7.8), followed by tangibility 
dimension (-657), and the lowest gap score was on the dimension of assurance (-2.18).  
However, the highest gap in the holiday apartment was on the dimension of tangibility (-
8.782), followed by reliability dimension (-7.69), while the lowest score was on the 
dimension of (-2.63), as shown in table 4.14. 
Table 4.14 Gap between Tourist Expectations and Perceptions of Hotels’ and Holiday Apartments’ 
Service Quality  
 
 Hotels Holiday Apartments 
Dimensions 
E               
Mean 
E. Std.                    
Deviation 
P                 
Mean 
P. Std.                      
Deviation 
Gap
(P-E) 
E                 
Mean 
E. Std.                      
Deviation 
P         
Mean 
P. Std.                     
Deviation 
Gap
(P-E) 
Reliability 27.29 2.830 19.49 5.401 -7.8 25.50 4.27 17.81 5.914 -7.69 
Responsiveness 15.40 1.321 12.62 2.908 -2.78 14.47 2.319 11.84 2.784 -2.63 
Assurance 15.31 1.416 13.13 2.304 -2.18 14.54 1.921 11.80 3.011 -2.74 
Empathy 15.26 1.593 12.38 2.887 -2.88 14.27 2.399 10.75 3.641 -3.52 
Tangibility 47.14 3.873 40.57 5.427 -6.57 44.40 6.344 35.61 8.782 -8.79 
Source: Author.  Note: a negative gap indicates that respondents’ perceptions did not meet their 
expectations. 
 
In sum, for Middle Eastern tourists who stayed at Gold Coast hotels and holiday apartments, 
their expectations were higher than their perceptions towards service quality level. In other 
words, the perceptions of the Middle Eastern tourist did not meet their expectations towards 
Gold Coast hotels’ and holiday apartments’ service quality.  
 
4.5.4 Differences of Tourist Expectations about Hotels’ and Holiday Apartments’ 
Service Quality Level  
 
In order to find out the differences between the tourist expectations (E) towards Gold Coast 
accommodation service quality, hotels (n = 167) and holiday apartments (n = 138), an 
independent t-test was conducted and discussed in this section, as shown in tables 5.15 to 
5.21. To uncover the differences between the Middle Eastern tourists’ expectations towards 
hotels’ and holiday apartments’ service quality, an independent t-test was undertaken and 
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showed that there is a significant difference between the tourist’s expectations towards hotels’ 
and holiday apartments’ service quality. This is true across all five service quality 
expectations dimensions, which are reliability (t=4.22, p=.000), responsiveness (t=4.17, 
p=.000), assurance (t=3.88, p=.000), empathy (t=4.18, p=.000) and tangibility (t=4.43, 
p=.000). The significance value is well below the alpha value of .05; hence, there is a 
significant difference between the Middle Eastern tourist’s service quality expectations 
towards Gold Coast hotels and holiday apartments, as shown in table 4.15.  
Table 4.15 The Differences between Respondents’ Expectations towards Hotels’ and Holiday Apartments’ 
Service Quality  
 
 Expectations of Hotels Expectations of  Holiday apartments 
 
Dimensions Mean Std. Deviation Mean Std. Deviation t p 
Reliability 27.29 2.83 25.50 4.27 4.22 .000 
Responsiveness 15.40 1.32 14.47 2.32 4.17 .000 
Assurance 15.31 1.42 14.54 1.92 3.88 .000 
Empathy 15.26 1.59 14.27 2.40 4.18 .000 
Tangibility 47.14 3.87 44.40 6.34 4.43 .000 
Source: Author.  Note: a negative gap indicates that respondents’ perceptions did not meet their 
expectations. 
 
Thus, it can be concluded that these significant differences between Middle Eastern tourist 
service quality expectations towards Gold Coast hotels and holiday apartments appear to be 
an influence on their choice of accommodation.  
 
4.5.5 Expectations of Reliability Attributes 
Table 4.16 shows the descriptive statistics of the tourist expectation reliability dimension of 
accommodation service quality. From the aspect of the reliability dimension, it was observed 
that hotels constantly scored higher than holiday apartments on all rating of expectations 
items. For the hotels, respondents assigned the highest expectations equally on the two items 
of: “Tourist accommodation will perform the service right at the first time” (M=6.57, 
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SD=.732) and “Tourist accommodation will maintain error-free records” (M=6.57, SD=.802), 
followed by “Tourist accommodation will keep customers informed of the performance of 
services” (M=6.56, SD=.889), “Staff at tourist accommodation will be dependable in handling 
customers service problems” (M=6.48, SD=.835). The lowest expectation was on “Staff at 
tourist accommodation will provide service as promised” (M=6.35, SD=.865).  
In contrast, the holiday apartment respondents had different expectations from the hotel 
respondents. They had the highest expectations on the item of “Staff at tourist accommodation 
will provide service as promised” (M=6.14, SD=1.104), followed by “Tourist accommodation 
will perform the service right at the first time” (M=6.13, SD=1.126), “Staff at tourist 
accommodation will be dependable in handling customers service problems” (M=6.12, 
SD=1.063), “Tourist accommodation will keep customers informed of the performance of 
services” (M=5.92, SD=1.470), and the lowest tourist expectation was assigned to the item of  
“Tourist accommodation will maintain error-free records”. Hence, the result shows that the 
most important hotel tourist expectation item is “Tourist accommodation will maintain error-
free records”, with means of 6.57 (SD=.802). The same item was considered the least 
important item for holiday apartment tourist expectations, with means of 5.92 (SD=1.470). 
Table 4. 16 Attributes of Reliability Dimension Measuring the Differences between Respondents’ 
Expectations towards Hotels’ and Holiday Apartments’ Service Quality  
 
Hotels Holiday Apartments  Reliability Attributes Mean Std. Deviation Mean Std. Deviation t p 
Staff at tourist accommodation 
will provide service as promised 6.35 .865 6.14 1.104 1.81 .072 
Staff at tourist accommodation 
will be dependable in handling 
customers service problems 
6.48 .835 6.12 1.063 3.20 .002 
Tourist accommodation will 
perform the service right at the 
first time 
6.57 .732 6.13 1.126 3.94 .000 
Tourist accommodation will 
maintain error-free records 6.57 .802 5.91 1.507 4.65 .000 
Tourist accommodation will keep 
customers informed of the 
performance of services 
6.56 .889 5.92 1.470 4.50 .000 
Source: Author 
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In order to reveal the differences between the Middle Eastern tourist expectations towards 
hotels’ and holiday apartments’ service quality, an independent t-test was conducted. This 
showed that there is a significant difference between tourist expectations of reliability 
attributes towards hotels’ and holiday apartments’ service quality. The results showed that 
there are significant differences in four of the five reliability attributes, which are “Staff at 
tourist accommodation will be dependable in handling customers service problems” (t=3.20, 
p=.002), “Tourist accommodation will perform the service right at the first time” (t=3.94, 
p=.000), “Tourist accommodation will maintain error-free records” (t=4.65, p=.000), and 
“Tourist accommodation will keep customers informed of the performance of services” 
(t=4.50, p=.000). Thus, the significance value is well below the alpha value of .05 and 
therefore there is a significant difference between the Middle Eastern tourist service quality 
expectations in four reliability attributes towards Gold Coast hotels and holiday apartments. 
In contrast, Middle Eastern tourists have the same expectations towards Gold Coast 
accommodation service quality on one of the reliability attributes, which is “Staff at tourist 
accommodation will provide service as promised” (t=1.81, p=.072), as shown in table 4.16.  
It can be concluded that these significant differences between the Middle Eastern tourist 
service quality expectations of reliability attributes towards Gold Coast hotels and holiday 
apartments appear to be an influence on the choice of the preferred accommodation.  
4.5.6 Expectations of Responsiveness Attributes 
Table 4.17 shows that for hotels, all item scores of responsiveness dimension of expectations 
are higher than holiday apartments’ scores. In fact, all the scores of responsiveness dimension 
of expectations for both hotels and holiday apartments are very high with minimum mean 
score on the item of “Staff at tourist accommodation will give prompt service to customers” 
(M=6.09, SD=1.235) for the holiday apartment. The highest item score for the holiday 
apartment is on the item of “Staff at tourist accommodation will be ready to respond to 
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customers’ requests” (M=6.30, SD=1.058), followed by “Staff at tourist accommodation will 
always be willing to help customers” (M=6.25, SD=1.002). For hotel tourist expectations, the 
highest mean score is on the item of “Staff at tourist accommodation will give prompt service 
to customers” (M=6.66, SD=.759), followed by “Staff at tourist accommodation will always 
be willing to help customers” (M=6.57, SD=.740) then “Staff at tourist accommodation will 
be ready to respond to customers’ requests” (M=6.55, SD=.708). 
Table 4. 17 Attributes of Responsiveness Dimension Measuring the Differences between Respondents’ 
Expectations towards Hotels’ and Holiday Apartments’ Service Quality  
 
Hotels Holiday Apartments  Responsiveness Attributes Mean Std. Deviation Mean Std. Deviation t p 
Staff at tourist accommodation 
will give prompt service to 
customers 
6.66 .759 6.09 1.235 4.75 .000 
Staff at tourist accommodation 
will be ready to respond to 
customers’ requests 
6.55 .708 6.30 1.058 2.34 .020 
Staff at tourist accommodation 
will always be willing to help 
customers 
6.57 .740 6.25 1.002 3.20 .002 
Source: Author 
 
The results of the independent t-test demonstrated that there is a significant difference within 
the tourists’ expectations of all responsiveness attributes towards hotels’ and holiday 
apartments’ service quality. These attributes are: “Staff at tourist accommodation will give 
prompt service to customers” (t=4.75, p=.000), “Staff at tourist accommodation will be ready 
to respond to customers’ requests” (t=2.34, p=.020), “Staff at tourist accommodation will 
always be willing to help customers” (t=3.20, p=.002). The significance value is well below 
the alpha value of .05 and therefore there is a significant difference between the Middle 
Eastern tourist’s service quality expectations of the four responsiveness attributes towards 
Gold Coast hotels and holiday apartments, as shown in table 4.17. Thus, these significant 
differences between the Middle Eastern tourist’s service quality expectations of 
responsiveness attributes towards Gold Coast hotels and holiday apartments appear to be an 
influence on the choice of preferred accommodation.  
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4.5.7 Expectations of Assurance Attributes 
From the aspect of the assurance dimension, it was observed that hotels continually scored 
higher than holiday apartments on all rating of expectations items, but both shared the fact 
that the most important item is “Tourist accommodation will provide safe environment to 
stay”: (M=6.57, SD=.707) for hotels and (M=6.27, SD=.917) for holiday apartments. For 
hotels, the second highest score is on the item of “Staff at tourist accommodation will be 
consistently courteous and friendly with customers” (M=6.56, SD=.708), followed by “Staff 
at tourist accommodation will have the knowledge to answer customers’ requests” (M=6.54, 
SD=.758). However, the second highest score for holiday apartments is on the item of “Staff 
at tourist accommodation will have the knowledge to answer customers’ requests” (M=6.22, 
SD=.942), followed by “Staff at tourist accommodation will be consistently courteous and 
friendly with customers” (M=6.20, SD=.975), as shown in table 4.18.  
Table 4.18 Attributes of Assurance Dimension Measuring the Differences between Respondents’ 
Expectations towards Hotels’ and Holiday Apartments’ Service Quality 
 
Hotels Holiday Apartments  
Assurance Attributes 
Mean Std. Deviation Mean E                      Std. Deviation t p 
Staff at tourist accommodation 
will be consistently courteous 
and friendly with customers 
6.56 .708 6.20 .975 3.56 .000 
Tourist accommodation will 
provide safe environment to stay 6.57 .707 6.27 .917 3.16 .002 
Staff at tourist accommodation 
will have the knowledge to 
answer customers’ requests 
6.54 .758 6.22 .942 3.30 .001 
Source: Author 
 
Results of the independent t-test verified that there is a significant difference within the 
tourists’ expectations of assurance attributes towards hotels’ and holiday apartments’ service 
quality. These attributes are “Staff at tourist accommodation will be consistently courteous 
and friendly with customers” (t=3.56, p=.000), “Tourist accommodation will provide safe 
environment to stay” (t=3.16, p=.002), “Staff at tourist accommodation will have the 
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knowledge to answer customers’ requests” (t=3.30, p=.001). The significance value is well 
below the alpha value of .05 and thus there is a significant difference between the Middle 
Eastern tourist’s service quality expectations of assurance attributes towards Gold Coast 
hotels and holiday apartments, as shown in table 4.18.  In sum, these significant differences 
between the Middle Eastern tourist’s service quality expectations of assurance attributes 
towards Gold Coast hotels and holiday apartments appear to be an influence on the choice of 
accommodation.  
4.5.8 Expectations of Empathy Attributes 
Table 4.19 shows that all items scores of the empathy dimension of expectations for hotels are 
higher than holiday apartment scores. Meanwhile, both shared the agreement of the 
importance of the entire items “Tourist accommodation will have staff who give its customers 
personal attention” (M=6.60, SD=.719) for the hotels and (M=6.15, SD=1.107) for the 
holiday apartments, followed by “The staff of tourist accommodation will have customers’ 
best interests at heart” (M=6.50, SD=.806), (M=6.14, SD=1.193) then “The staff of tourist 
accommodation will understand the specific needs of their customers” (M=6.49, SD=.863), 
(M=6.07, SD=1.251). 
Table 4.19 Attributes of Empathy Dimension Measuring the Differences between Respondents’ 
Expectations towards Hotels’ and Holiday Apartments’ Service Quality 
 
Hotels Holiday Apartments  Empathy Attributes Mean Std. Deviation Mean Std. Deviation t p 
Tourist accommodation will 
have staff who give its 
customers personal attention 
6.60 .72 6.15 1.10 4.14 .000 
The staff of tourist 
accommodation will 
understand the specific 
needs of their customers 
6.49 .86 6.07 1.25 3.39 .001 
The staff of tourist 
accommodation will have 
customers’ best interests at 
heart 
6.50 .81 6.14 1.19 3.01 .003 
Source: Author 
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Results of the independent t-test proposed that there is a significant difference within the 
tourists’ expectations of empathy attributes towards hotels’ and holiday apartments’ service 
quality. These attributes are “Tourist accommodation will have staff who give its customers 
personal attention” (t=4.14, p=.000), “The staff of tourist accommodation will understand the 
specific needs of their customers” (t=3.39, p=.001), “The staff of tourist accommodation will 
have customers’ best interests at heart” (t=3.01, p=.003). The significance value is well below 
the alpha value of .05 and thus there is a significant difference between the Middle Eastern 
tourist’s service quality expectations of assurance attributes towards Gold Coast hotels and 
holiday apartments, as shown in table 4.19.  
In sum, these significant differences between the Middle Eastern tourist’s service quality 
expectations of assurance attributes towards Gold Coast hotels and holiday apartments appear 
to be an influence on the choice of accommodation.  
4.5.9 Expectations of Tangibility Attributes 
For the tangibility dimension, as shown in table 4.19, the items of hotel tourist expectation are 
noted to receive a higher rating as compared with the items of holiday apartment tourist 
expectation, similar to the four dimensions discussed earlier. For the hotels, respondents 
assign the highest expectations on the item of “Tourist accommodation will be situated at a 
convenient and easily accessible location” (M=6.81, SD=.559), followed by “Tourist 
accommodation will provide quick check-in and check-out services” (M=6.76, SD=.623), 
“Tourist accommodation will provide the Internet accessibility service to its customers” 
(M=6.63, SD=.724) while the lowest expectations are on the item of  “Tourist accommodation 
will have modern looking equipment, e.g. dining facility, crockery, cutlery, etc.” (M=6.54, 
SD=.812). However, respondents of holiday apartments assign different rating for all of the 
items. The highest expectations were on the item of “Tourist accommodation will have 
adequate fire safety facilities and instructions” (M=6.49, SD=.890), followed by “Tourist 
 145 
accommodation will be situated at a convenient and easily accessible location”(M=6.48, 
SD=.890),“Tourist accommodation will provide quick check-in and check-out services” 
(M=6.33, SD=1.082), while the item of “Tourist accommodation will provide the Internet 
accessibility service to its customers” received the lowest rating with mean of 6.04 
(SD=1.408).  
Table 4.20 Attributes of Tangibility Dimension Measuring the Differences between Respondents’ 
Expectations towards Hotels’ and Holiday Apartments’ Service Quality 
 
Hotels Holiday Apartments  Tangibility Attributes Mean Std. Deviation Mean Std. Deviation t p 
Staff at tourist accommodation 
will appear neat, e.g. uniform, 
grooming, etc. 
6.57 .723 6.25 1.093 3.03 .003 
Tourist accommodation will 
have modern looking 
equipment, e.g. dining facility, 
crockery, cutlery, etc. 
6.54 .812 6.15 1.196 3.29 .001 
The physical facilities, e.g. 
buildings, signs, furnishing of 
room/lobby, dining room décor, 
lighting, carpet, etc., at tourist 
accommodation will be visually 
appealing 
6.59 .729 6.09 1.281 4.12 .000 
Materials associated with the 
service, e.g. pamphlets, 
statements, serviettes, will be 
visually appealing in tourist 
accommodation 
6.57 .689 6.25 .967 3.28 .001 
Tourist accommodation will 
have adequate fire safety 
facilities and instructions 
6.62 .691 6.49 .890 1.48 .140 
Tourist accommodation will 
provide the Internet accessibility 
service to its customers 
6.63 .724 6.04 1.408 4.45 .000 
Tourist accommodation will 
provide quick check-in and 
check-out services 
6.76 .623 6.33 1.082 4.18 .000 
Tourist accommodation will be 
situated at a convenient and 
easily accessible location 
6.81 .559 6.48 .890 3.79 .000 
Source: Author 
 
The independent t-test result confirmed that there is a significant difference between the 
tourists’ expectations in seven of the tangibility attributes towards hotels’ and holiday 
apartments’ service quality. These attributes are “Staff at tourist accommodation will appear 
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neat, e.g. uniform, grooming, etc.” (t=3.03, p=.003), “Tourist accommodation will have 
modern looking equipment, e.g. dining facility, crockery, cutlery, etc.” (t=3.29, p=.001), “The 
physical facilities, e.g. buildings, signs, furnishing of room/lobby, dining room décor, 
lighting, carpet, etc., at tourist accommodation will be visually appealing” (t=4.12, p=.000), 
“Materials associated with the service, e.g. pamphlets, statements, serviettes, will be visually 
appealing in tourist accommodation” (t=3.28, p=.001), “Tourist accommodation will provide 
the Internet accessibility service to its customers” (t=4.45, p=.000), “Tourist accommodation 
will provide quick check-in and check-out services” (t=4.18, p=.000), “Tourist 
accommodation will be situated at a convenient and easily accessible location” (t=3.79, 
p=.000).  The significance value is well below the alpha value of .05 and thus there is a 
significant difference between the Middle Eastern tourists’ service quality expectations of 
assurance attributes towards Gold Coast hotels and holiday apartments. However, the results 
showed that the Middle Eastern tourists agree in their expectation of the tangibility attributes, 
which is “Tourist accommodation will have adequate fire safety facilities and instructions” 
(t=1.48, p=.140), as shown in table 4.18. In sum, these significant differences between the 
Middle Eastern tourists’ service quality expectations of tangibility attributes towards Gold 
Coast hotels and holiday apartments seem to be influential on the choice of the 
accommodation.  
In conclusion, the results show that Middle Eastern tourists visiting the Gold Coast have high 
expectations towards Gold Coast hotels’ and holiday apartments’ service quality level. The 
results indicate that the highest expectations are in responsiveness and tangibility dimensions 
in both hotels’ and holiday apartments’ respondents. In contrast, the results of the independent 
t-test indicated that there is a significant difference between Middle Eastern tourists’ 
expectations dimensions and items towards Gold Coast accommodation service quality, 
which appears to be an influence on the choice of accommodation. Meanwhile, Middle 
Eastern tourists are similar in two expectations attributes: “Staff at tourist accommodation 
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will provide service as promised” and “Tourist accommodation will have adequate fire safety 
facilities and instructions”.    
4.5.10 Differences of Tourist Perceptions about Hotels’ and Holiday Apartments’ 
Service Quality Level 
 
This section presents the differences between tourist perceptions (P) dimensions and items of 
accommodation service quality among the hotels (n = 167) and holiday apartments (n = 138) 
and in total (n = 305 respondents) as shown in tables 5.21 to 5.26. The independent-sample t-
test result shows that there is a significant difference between the tourists’ perceptions 
towards hotels’ and holiday apartments’ service quality. Thus, across all five service quality 
perceptions dimensions which are reliability (t=2.59, p=.010), responsiveness (t=2.39, 
p=.017), assurance (t=4.25, p=.000), empathy (t=4.26, p=.000) and tangibility (t=5.78, 
p=.000), the significance value is well below the alpha value of .05 and therefore there is a 
significant difference between the Middle Eastern tourists’ service quality perceptions 
towards Gold Coast hotels and holiday apartments, as shown in table 4.21. It can be 
concluded that these significant differences between Middle Eastern tourists’ service quality 
perceptions towards Gold Coast hotels and holiday apartments influence their choice of the 
accommodation.  
Table 4.21 Dimensions Measuring the Differences between Respondents’ Perceptions towards Hotels’ and 
Holiday Apartments’ Service Quality  
 
Perceptions of Hotels Perceptions of Holiday Apartments 
 Dimensions 
Mean Std. Deviation Mean Std.  Deviation t p 
Reliability 19.49 5.401 17.81 5.914 2.59 .010 
Responsiveness 12.62 2.908 11.84 2.784 2.39 .017 
Assurance 13.13 2.304 11.80 3.011 4.25 .000 
Empathy 12.38 2.887 10.75 3.641 4.26 .000 
Tangibility 40.57 5.427 35.61 8.782 5.78 .000 
Source: Author 
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4.5.11 Perceptions of Reliability Attributes 
Table 4.22 shows that from the aspect of the reliability dimension, respondents assign the 
highest rating to the item of “Staff at tourist accommodation are dependable in handling 
customers’ service problems” (M=4.87, SD=1.522), followed by “Staff at tourist 
accommodation are able to provide service as promised” (M=4.75, SD=1.511) while the item 
of “Tourist accommodation maintains error-free records” received the lowest rating for both 
hotels and holiday apartments (M=4.28, SD=1.679) and (M=4.04, SD1.822).  
For holiday apartments, the respondents agreed that the item of “Tourist accommodation 
keeps customers informed of the performance of services” (M=4.46, SD=1.772) is the 
highest’ rate, followed by “Staff at tourist accommodation are dependable in handling 
customers’ service problems” (M=4.43, SD=1.489). 
Table 4. 22 Attributes of Reliability Dimension Measuring the Differences between Respondents’ 
Perceptions towards Hotels’ and Holiday Apartments’ Service Quality 
 
Hotels Holiday Apartments  Reliability Attributes Mean Std. Deviation Mean Std. Deviation t p 
Staff at tourist accommodation 
are able to provide service as 
promised 
4.75 1.511 4.27 1.715 2.60 .010 
Staff at tourist accommodation 
are dependable in handling 
customers’ service problems 
4.87 1.522 4.43 1.489 2.58 .010 
Tourist accommodation 
performs the service right at 
the first time 
4.66 1.646 4.18 1.671 2.50 .013 
Tourist accommodation 
maintains error-free records 4.28 1.679 4.04 1.822 1.22 .223 
Tourist accommodation keeps 
customers informed of the 
performance of services 
4.59 1.754 4.46 1.772 .61 .544 
Source: Author 
 
To uncover the differences between the Middle Eastern tourists’ perceptions towards hotels’ 
and holiday apartments’ service quality, an independent t-test was conducted and showed that 
there is a significant difference between the tourists’ expectations of reliability attributes 
towards the service quality of these two forms of accommodation. The results show that there 
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is a significant difference in four of the five reliability attributes, which are “Staff at tourist 
accommodation are able to provide service as promised” (t=2.60, p=.010), “Staff at tourist 
accommodation are dependable in handling customers’ service problems” (t=2.58,p=.010), 
“Tourist accommodation performs the service right at the first time” (t=2.50, p=.013), and 
“Tourist accommodation maintains error-free records” (t=1.22, p=.223). The significance 
value is well below the alpha value of .05; therefore there is a significant difference between 
Middle Eastern tourists’ service quality perceptions of four reliability attributes towards Gold 
Coast hotels and holiday apartments.  
However, Middle Eastern tourists have the same perception towards Gold Coast hotels’ and 
holiday apartments’ service quality on one of the reliability attributes, which is “Tourist 
accommodation keeps customers informed of the performance of services” (t=.61, p=.544). 
This means that there is no significant difference between the tourists’ perception towards 
hotels and holiday apartments, as shown in table 4.22.  
It can be concluded that these significant differences between Middle Eastern tourists’ service 
quality expectations of reliability attributes towards Gold Coast hotels and holiday apartments 
appear to be an influence on their choice of accommodation.  
 
4.5.12 Perceptions of Responsiveness Attributes 
From the aspect of the responsiveness dimension, as shown in table 4.23, it was observed that 
hotels constantly scored higher than holiday apartments on all ratings of perceptions. For the 
hotels, respondents assigned the highest rating to the item of “Staff at tourist accommodation 
are always be willing to help customers” (M=5.69, SD=1.325), followed by “Staff at tourist 
accommodation are ready to respond to customers’ requests” (M=5.39, SD=1.484) and the 
lowest rating was assigned to the item of “Staff at tourist accommodation give prompt service 
to customers” (M=5.34, SD=1.334). For the holiday apartments, respondents’ perceptions 
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show that the highest rating is on the item of “Staff at tourist accommodation are ready to 
respond to customers’ requests” (M=5.14, SD=1.412), followed by “Staff at tourist 
accommodation are always be willing to help customers” (M=5.06, SD=1.423), while the 
holiday apartments respondents agreed with hotel respondents on the lowest item of “Staff at 
tourist accommodation give prompt service to customers” (M=5.01, SD=1.391).  
Table 4. 23 Attributes of Responsiveness Dimension Measuring the Differences between Respondents’ 
Perceptions towards Hotels’ and Holiday Apartments’ Service Quality   
  
Hotels Holiday Apartments  
Responsiveness Attributes Mean Std. Deviation Mean 
Std. 
Deviation t p 
Staff at tourist accommodation give 
prompt service to customers 5.34 1.334 5.01 1.391 2.09 .037 
Staff at tourist accommodation are 
ready to respond to customers’ 
requests 
5.39 1.484 5.14 1.412 1.46 .145 
Staff at tourist accommodation are 
always be willing to help customers 5.69 1.325 5.06 1.423 4.01 .000 
Source: Author 
Table 4.23 shows that the results of the independent t-test demonstrated that there is a 
significant difference between the tourists’ expectations of two of the responsiveness 
attributes towards hotels’ and holiday apartments’ service quality. These attributes are “Staff 
at tourist accommodation give prompt service to customers” (t=2.09, p=.037), and “Staff at 
tourist accommodation are always be willing to help customers” (t=4.01, p=.000). The 
significance value is well below the alpha value of .05; this means that there is a significant 
difference between the Middle Eastern tourists’ perceptions of service quality in two 
responsiveness attributes towards Gold Coast hotels and holiday apartments. Whereas, the 
respondents have the same perception of “Staff at tourist accommodation are ready to respond 
to customers’ requests” (t=1.46, p=.145). This means that the significance value is well 
greater than alpha value of .05 and therefore there is no significant difference between Middle 
Eastern tourists’ perception of hotels and holiday apartment’s service quality, as shown in 
table 4.23. 
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Thus, these significant differences between Middle Eastern tourists’ service quality 
perceptions in the responsiveness attributes towards Gold Coast hotels and holiday apartments 
appear to be an influence on the choice of accommodation at the Gold Coast.  
4.5.13 Perceptions of Assurance Attributes 
As shown in table 4.24 the results indicate that all of the assurance dimension items for the 
hotel ratings are higher than the perceptions for holiday apartments. The results show that 
both hotel and holiday apartment respondents share the same importance of the items. The 
respondents rated the item of “Staff at tourist accommodation is consistently courteous and 
friendly with customers” (M=5.68, SD=1.131) and (M=5.12, SD=1.457) as the highest rating, 
followed by “Tourist accommodation provides safe environment to stay” (M=5.65, 
SD=1.261) and (M=5.09, SD=1.678).  
At the same time, respondents from both hotels and holiday apartments agreed that the lowest 
rating was on the item of “Staff at tourist accommodation have the knowledge to answer 
customers’ requests” (M=5.39, SD=1.370) and (M=4.75, SD=1.717). 
Table 4.24 Attributes of Assurance Dimension Measuring the Differences between Respondents’ 
Perceptions towards Hotels’ and Holiday Apartments’ Service Quality 
 
Hotels Holiday Apartments  Assurance Attributes Mean Std. Deviation Mean Std. Deviation t p 
Staff at tourist accommodation is 
consistently courteous and 
friendly with customers 
5.68 1.131 5.12 1.457 3.69 .000 
Tourist accommodation provides 
safe environment to stay 5.65 1.261 5.09 1.678 3.19 .002 
Staff at tourist accommodation 
have the knowledge to answer 
customers’ requests 
5.39 1.370 4.75 1.717 3.56 .000 
Source: Author 
Results of the independent t-test verified that there is a significant difference between the 
tourists’ perceptions of assurance attributes towards hotels’ and holiday apartments’ service 
quality. These attributes are “Staff at tourist accommodation is consistently courteous and 
friendly with customers” (t=3.69, p=.000), “Tourist accommodation provides safe 
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environment to stay” (t=3.19, p=.002), and “Staff at tourist accommodation have the 
knowledge to answer customers’ requests” (t=3.56, p=.000). The significance value is well 
below the alpha value of .05 and this means that there is a significant difference between the 
Middle Eastern tourists’ service quality perception of assurance attributes towards Gold Coast 
hotels and holiday apartments, as shown in table 4.24.  
In sum, these significant differences between the Middle Eastern tourist’s service quality 
perceptions of all assurance attributes towards Gold Coast hotels and holiday apartments 
appear to be an influence on the choice of accommodation.  
 
4.5.14 Perceptions of Empathy Attributes 
For the empathy dimension of perception, as in table 4.25, the result shows that respondent 
perceptions towards the hotels’ service quality level rating are higher than respondent 
perceptions towards holiday apartments’ service quality level. For the hotels, the highest 
perception means score was 5.36 (SD=1.345) for the item “Tourist accommodation gives its 
customers individualised attention”, followed by “Staff of tourist accommodation have 
customers’ best interests at heart” (M=5.33, SD=1.408), while the lowest perception mean 
score was 5.25 (SD=1.515) for the item “Staff of tourist accommodation understand the 
specific needs of their customers”.  
However, for the holiday apartments, the item of “Staff of tourist accommodation have 
customers’ best interests at heart” was rated as the highest (M=4.72, SD=1.691), followed by 
“Tourist accommodation gives its customers individualised attention” (M=4.64, SD=1.695), 
while the item of “Staff of tourist accommodation understand the specific needs of their 
customers” (M=4.54, SD=1.752) was rated as the lowest perception mean score. 
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Table 4.25 Attributes of Empathy Dimension Measuring the Differences between Respondents’ 
Perceptions towards Hotels’ and Holiday Apartments’ Service Quality 
 
Hotels Holiday Apartments  Empathy Attributes Mean Std. Deviation Mean Std. Deviation t p 
Tourist accommodation gives 
its customers individualised 
attention 
5.36 1.345 4.64 1.695 4.02 .000 
Staff of tourist accommodation 
understand the specific needs 
of their customers 
5.25 1.515 4.54 1.752 3.74 .000 
Staff of tourist accommodation 
have customers’ best interests 
at heart 
5.33 1.408 4.72 1.691 3.39 .001 
Source: Author 
In order to discover the differences between the respondents’ perceptions, an independent t-
test was undertaken. Its results proposed that there is a significant difference between the 
tourists’ perceptions of empathy attributes towards hotels’ and holiday apartments’ service 
quality. These attributes are: “Tourist accommodation gives its customers individualised 
attention” (t=4.02, p=.000), “The staff of tourist accommodation understand the specific 
needs of their customers” (t=3.74, p=.000), and “The staff of tourist accommodation have 
customers’ best interests at heart” (t=3.39, p=.001). The significance value is well below the 
alpha value of .05. This means that there are significant differences between Middle Eastern 
tourists’ service quality perceptions of empathy attributes towards Gold Coast hotels and 
holiday apartments, as shown in table 4.25.  
 
4.5.15 Perceptions of Tangibility Attributes 
For tangibility dimension of perceptions, table 4.24 shows that respondent perceptions of the 
accommodation service quality level for both hotels and holiday apartments emphasised the 
importance of the item of “Tourist accommodation is situated at a convenient and easily 
accessible location” (M=6.61, SD.664) and (M=6.07, SD=1.370). The results show that both 
agreed on the least important item of “Tourist accommodation has modern looking 
equipment, e.g. dining facility, crockery, cutlery, etc.” (M=5.42, SD=1.359; and M=4.80, 
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SD=1.634. However, the result confirms that there are two other shared items in the least 
important rating for the holiday apartments, which are “The physical facilities are visually 
appealing, e.g. buildings, signs, furnishing of room/lobby, dining room décor, lighting, carpet, 
etc.,” (M=4.80, SD1.731) and “Tourist accommodation provides quick check-in and check-
out services” (M=4.80, SD=2.019). In contrast, the item of “Tourist accommodation provides 
quick check-in and check-out services” (M=6.23, SD=1.160) is considered as the second most 
important item for the hotels while for the holiday apartments it is considered as one of the 
three least important items.  
Table 4.26 Attributes of Tangibility Dimension Measuring the Differences between Respondents’ 
Perceptions towards Hotels’ and Holiday Apartments’ Service Quality 
  
Hotels Holiday Apartments  Tangibility Attributes 
Mean Std. Deviation Mean Std. Deviation t p 
Staff at tourist accommodation 
appears neat, e.g. uniform, 
grooming, etc. 
5.57 1.333 5.12 1.626 3.53 .000 
Tourist accommodation has 
modern looking equipment, e.g. 
dining facility, crockery, cutlery, 
etc. 
5.42 1.359 4.80 1.634 3.54 .000 
The physical facilities are 
visually appealing, e.g. 
buildings, signs, furnishing of 
room/lobby, dining room décor, 
lighting, carpet, etc., 
5.44 1.351 4.80 1.731 3.04 .003 
Materials associated with the 
services are visually appealing in 
tourist accommodation, e.g. 
pamphlets, statements, serviettes. 
5.63 1.200 5.11 1.690 3.04 .003 
Tourist accommodation has 
adequate fire safety facilities and 
instructions 
5.76 1.110 5.36 1.570 2.55 .011 
Tourist accommodation provides 
the Internet accessibility service 
to its customers 
5.70 1.273 4.88 1.810 4.50 .000 
Tourist accommodation provides 
quick check-in and check-out 
services 
6.23 1.160 4.80 2.019 7.38 .000 
Tourist accommodation is 
situated at a convenient and 
easily accessible location 
6.61 .664 6.07 1.370 4.20 .000 
Source: Author 
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To discover the differences between the respondents’ perceptions, an independent t-test was 
conducted and its results confirmed that there is a significant difference between the tourists’ 
perceptions across all tangibility attributes towards hotels’ and holiday apartments’ service 
quality, as shown in table 4.26. These attributes are “Staff at tourist accommodation appears 
neat, e.g. uniform, grooming, etc.” (t=3.53, p=.003), “Tourist accommodation has modern 
looking equipment, e.g. dining facility, crockery, cutlery, etc.” (t=3.54, p=.000), “The 
physical facilities are visually appealing, e.g. buildings, signs, furnishing of room/lobby, 
dining room décor, lighting, carpet, etc.,” (t=3.04, p=.003), “Materials associated with the 
services are visually appealing in tourist accommodation, e.g. pamphlets, statements, 
serviettes.” (t=3.04, p=.003),  “Tourist accommodation has adequate fire safety facilities and 
instructions” (t=2.55, p=.001), “Tourist accommodation provides the Internet accessibility 
service to its customers” (t=4.50, p=.000), “Tourist accommodation provides quick check-in 
and check-out services” (t=7.38, p=.000), and “Tourist accommodation is situated at a 
convenient and easily accessible location” (t=4.20, p=.000). The significance value is well 
below the alpha value of .05. This means that there is a significant difference between the 
Middle Eastern tourists’ service quality perceptions of tangibility attributes towards Gold 
Coast hotels and holiday apartments. Hence, these differences appear to be an influence on 
the choice of accommodation.  
In sum, the descriptive results demonstrated that the Middle Eastern tourists visiting the Gold 
Coast have low perceptions towards Gold Coast accommodation service quality level in both 
hotels and holiday apartments as compared with their expectations results; therefore that 
causes the gap between their perceptions and expectations, as mentioned in table 4.14. 
Moreover, the results of t-test showed that there are significant differences between the 
Middle Eastern tourists in most of the service quality expectations and perceptions attributes, 
which appear to be an influence on the choice of preferred accommodation: hotels and 
holiday apartments at the Gold Coast, Australia. 
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In contrast, the results of t-test showed that there are no significant differences between 
Middle Eastern tourists’ expectations and perceptions in five attributes, which are “Staff at 
tourist accommodation will provide service as promised” and “Tourist accommodation will 
have adequate fire safety facilities and instructions”. These two attributes belong to the 
tourists’ expectations, while “Tourist accommodation maintains error-free records”, “Tourist 
accommodation keeps customers informed of the performance of services” and “Staff at 
tourist accommodation are ready to respond to customers’ requests” are part of the tourists’ 
perceptions.   
   
4.5.16 Behavioural Intentions 
 
In the current study, behavioural intentions (Zeithaml, Berry & Parasuraman 1996) was used 
to measure the Middle Eastern tourist’s behavioural intentions towards Gold Coast 
accommodation service quality. This scale consists of 13 items that reflect the five 
dimensions of behavioural intentions (loyalty, switch, pay more, external response and 
internal response). Respondents were asked to rate on a seven point Likert-scale (1= strongly 
disagree to 7= strongly agree). They were asked to answer the questions of this scale related 
to the tourists’ behavioural intentions towards accommodation service quality. Analyses of 
behavioural intentions are presented by comparing the data from hotels’ and holiday 
apartments’ accommodation, as shown in table 4.25 – 5.29. Mean and standard deviation 
analysis were used. 
 
4.5.17 Differences of Tourist Behavioural Intentions towards Hotels’ and Holiday 
Apartments’ Service Quality Level.  
 
In comparison between respondents’ behavioural intentions towards hotels and holiday 
apartments, the descriptive result of table 4.27 shows that both of them share the same highest 
and lowest scores. The highest score was assigned to the dimension of loyalty (M=23.16, 
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SD=3.82) and M=19.54, SD=6.42), while the lowest score was assigned to the dimension of 
internal response (M=408, SD=1.99 and M=5.03, SD=1.883). Moreover, to uncover the 
differences between Middle Eastern tourists’ behavioural intentions towards hotels’ and 
holiday apartments’ service quality, an independent t-test was conducted and showed that 
there is a significant difference between the tourists’ behavioural intentions towards hotels’ 
and holiday apartments’ service quality, across all five behavioural intentions dimensions, 
which are: loyalty (t=5.83, p=.000), switch (t=-6.15, p=.000), pay more (t=-4.22, p=.000), 
external response (t=-4.60, p=.000) and internal response (t=-4.28, p=.000).  
The significance value is well below the alpha value of .05; this means that there are 
significant differences between the Middle Eastern tourists’ behavioural intentions towards 
Gold Coast hotels’ and holiday apartments’ service quality level, as shown in table 4.27.  
Table 4. 27 Dimensions Measuring the Differences between Respondents’ Behavioural Intentions Towards 
Hotels’ and Holiday Apartments’ Service Quality  
  
Hotels Holiday Apartments   Dimensions Mean Std. Deviation Mean Std. Deviation t p 
Loyalty 23.16 3.828 19.54 6.422 5.83 .000 
Switch 4.84 1.681 6.19 2.072 -6.15 .000 
Pay More 4.71 2.286 5.90 2.598 -4.22 .000 
External Response 11.38 5.054 14.03 4.96 -4.60 .000 
Internal Response 4.08 1.991 5.03 1.883 -4.28 .000 
Source: Author 
It can be concluded, that there are significant differences between the Middle Eastern tourists’ 
behavioural intentions towards Gold Coast hotels’ and holiday apartments’ service quality, 
and that this influences their choice of the accommodation.  
The comparison of tourist behavioural intentions (BI) dimensions of accommodation service 
quality between the hotels (n = 167) and holiday apartments (n = 138) and in total (n = 305 
respondents) is discussed in the following section, as shown in tables 4.28 to 4.31. The result 
in table 4.28 shows that respondents from both hotels and holiday apartments agreed on the 
most and least important items. The item of “Say positive things about the accommodation to 
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other people” (M=6.04, SD=1.069 and M=5.28, SD=1.820) was rated as the most important 
item, followed by “Recommend the accommodation to someone who seeks my advice” 
(M=5.57, SD=1.055 and M=4.61, SD=1.749), “Encourage friends and relatives to visit this 
accommodation” (M=5.48, SD=1.086 and M=4.57, SD=1.738), “Consider the 
accommodation my first choice to get accommodation services” (M=5.07, SD=1.254 and 
M=4.25, SD=1.726), while the item of “Do more business with this accommodation in the 
next few years” obtained the least important item on the rating score as compared with other 
items with means of 4.99 (SD=1.130) and 4.13 (SD=1.579). 
Table 4.28 Attributes of Loyalty Dimension Measuring the Differences between Respondents’ Behavioural 
Intentions towards Hotels’ and Holiday Apartments’ Service Quality 
 
Hotels Holiday Apartments  Loyalty Attributes Mean Std. Deviation Mean Std. Deviation t p 
Say positive things about the 
accommodation to other 
people 
6.04 1.069 5.28 1.820 4.29 .000 
Recommend the 
accommodation  to someone 
who seeks my advice 
5.57 1.055 4.61 1.749 5.69 .000 
Encourage friends and 
relatives to visit this 
accommodation 
5.48 1.086 4.57 1.738 5.37 .000 
Consider the accommodation 
my first choice to get 
accommodation services 
5.07 1.254 4.25 1.726 4.65 .000 
Do more business with this 
accommodation in the next 
few years 
4.99 1.130 4.13 1.579 5.35 .000 
Source: Author 
To uncover the differences between the Middle Eastern tourists’ behavioural intentions of 
loyalty towards hotels’ and holiday apartments’ service quality, an independent t-test was 
conducted and showed that there is a significant difference between the tourists’ behavioural 
intentions of loyalty attributes towards hotels’ and holiday apartments’ service quality.  
The results showed that there are significant differences across all five loyalty attributes, 
which are “Say positive things about the accommodation to other people” (t=4.29, p=.000), 
“Recommend the accommodation  to someone who seeks my advice” (t=5.69, p=.000), 
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“Encourage friends and relatives to visit this accommodation” (t=5.37, p=.000),“ Consider the 
accommodation my first choice to get accommodation services” (t=4.65, p=.000), and “Do 
more business with this accommodation in the next few years”.  
The significance value is well below the alpha value of .05 and therefore there is a significant 
difference between the Middle Eastern tourists’ behavioural intentions of five loyalty 
attributes towards Gold Coast hotels’ and holiday apartment’s service quality level, as shown 
in table 4.28. 
It can be concluded that these significant differences between Middle Eastern tourists’ 
behavioural intentions of loyalty attributes towards Gold Coast hotels’ and holiday 
apartments’ service quality appear to be an influence on the choice of preferred 
accommodation.  
 
4.5.19 Switch Attributes 
Table 4.29 presents switch dimension for the hotels and holiday apartment scores. The results 
indicated that holiday apartment items all score higher than hotel scores. In comparison, for 
the hotels, the respondents assign the highest rating score on the item of “Do less business 
with this accommodation in the next few years” (M=3.26, SD=1.168), while the holiday 
apartment respondents assign the lowest rating score for the same item, with mean of 4.03 
(SD=1.393).  
The results indicate that the item of “Take some of my business to a competitor that offers 
better prices” was rated as the lowest score for the hotels with means of  3.16 (SD=1.573). In 
the meantime, this item received the highest score rating from the holiday apartment 
respondents, with mean of 4.33 (SD=1.705).   
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Table 4.29 Attributes of Switch Dimension Measuring the Differences between Respondents’ Behavioural 
Intentions towards Hotels’ and Holiday Apartments’ Service Quality 
 
Hotels Holiday Apartments   Switch Attributes Mean Std. Deviation Mean Std. Deviation t p 
Do less business with this 
accommodation in the 
next few years 
3.26 1.168 4.03 1.393 -5.13 .000 
Take some of my business 
to a competitor that offers 
better prices 
3.16 1.573 4.33 1.705 -6.15 .000 
Source: Author 
Results of the independent t-test show that there are significant differences between the 
Middle Eastern tourists’ behavioural intentions of switch attributes towards hotels’ and 
holiday apartments’ service quality, which are “Do less business with this accommodation in 
the next few years” (t=-5.13, p=.000), and “Take some of my business to a competitor that 
offers better prices” (t=-6.15, p=.000). The significance value is well below the alpha value of 
.05; that means that there are significant differences between the Middle Eastern tourists’ 
behavioural intentions of two switch attributes towards Gold Coast hotels’ and holiday 
apartments’ service quality level, as shown in table 4.29. Thus, these significant differences 
between Middle Eastern tourists’ behavioural intentions of switch attributes towards Gold 
Coast hotels’ and holiday apartments’ service quality appear to influence the choice of 
preferred accommodation. 
  
4.5.20 Pay More Attributes 
For the aspect of the pay more dimension, as shown in table 4.30, it was observed that in the 
item rating scores for both hotels and holiday apartments, respondents agreed that the most 
important item is “Pay a higher price than competitors charge for the benefits I currently 
receive from the accommodation” (M=3.28, SD=1.639) for hotels and (M=4.22, SD=1.876) 
for holiday apartments. On the other hand, the least important item for the hotels and holiday 
apartments is “Continue to do business with this accommodation if its prices increase 
somewhat” (M=3.07, SD=1.658 and M=3.78, SD=1.881).   
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Table 4.30 Attributes of Pay More Dimension Measuring the Differences between Respondents’ 
Behavioural Intentions towards Hotels’ and Holiday Apartments’ Service Quality 
 
Hotels Holiday Apartments  
‘Pay More’ Attributes Mean Std. Deviation Mean Std. Deviation t p 
Continue to do business with 
this accommodation if its 
prices increase somewhat 
3.07 1.658 3.79 1.881 -3.53 .000 
Pay a higher price than 
competitors charge for the 
benefits I currently receive 
from the accommodation 
3.28 1.639 4.22 1.876 -4.63 .000 
Source: Author 
Table 4.30 presented the results of the independent t-test and revealed that there are 
significant differences between the respondents’ behavioural intentions of pay more attributes 
towards hotels’ and holiday apartments’ service quality, which are “Continue to do business 
with this accommodation if its prices increase somewhat” (t=--3.53, p=.000), and “Pay a 
higher price than competitors charge for the benefits I currently receive from the 
accommodation” (t=--4.63, p=.000). The significance value is well below the alpha value of 
.05, which means that there are significant differences between the Middle Eastern tourist’s 
behavioural intentions of two pay more attributes towards Gold Coast hotel’s and holiday 
apartments’ service quality level.  
Therefore, these significant differences between Middle Eastern tourists’ behavioural 
intentions of pay more attributes towards Gold Coast hotels and holiday apartment’s service 
quality appear to be an influence on the choice of preferred accommodation.  
 
4.5.21 External Response Attributes 
For the external response dimension, as shown in table 4.31, the results reflected that the 
holiday apartment rating score is higher than hotels in all items. For hotels, the respondents 
assigned the highest rating score to the item of “Complain to external agencies, such as the 
better business bureau, if I experience a problem with the accommodation services” (M=3.94, 
SD=1.894), followed by “Switch to a competitor if I experience a problem with the 
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accommodation’s services” (M=3.78, SD=1.774), while both hotel and holiday apartment 
respondents agreed that the lowest rating score is on the item of “Complain to other tourists if 
I experience a problem with the accommodation’s services” (M=3.66, SD=1.800 and M=4.56, 
SD=1.887). However, for the holiday apartments, the respondents assign the highest rating 
score to the item of “Switch to a competitor if I experience a problem with the 
accommodation’s services” (M=4.89, SD=1.815), followed by “Complain to external 
agencies, such as the better business bureau, if I experience a problem with the 
accommodation services” (M=4.59, SD=1.795).    
Table 4.31 Attributes of External Response Dimension Measuring the Differences between Respondents’ 
Behavioural Intentions towards Hotels’ and Holiday Apartments’ Service Quality 
 
Hotels Holiday Apartments  External Response Attributes Mean Std. Deviation Mean Std. Deviation t p 
Switch to a competitor if I 
experience a problem with the 
accommodation’s services 
3.78 1.774 4.89 1.815 -5.37 .000 
Complain to other tourists if I 
experience a problem with the 
accommodation’s services 
3.66 1.800 4.56 1.887 -4.25 .000 
Complain to external agencies, 
such as the better business 
bureau, if I experience a problem 
with the accommodation services 
3.94 1.894 4.59 1.795 -3.04 .003 
Source: Author 
To explore the differences between the respondents’ behavioural intentions, an independent t-
test was undertaken and confirmed that there are significant differences between the 
respondents’ behavioural intentions of external response attributes towards hotels’ and 
holiday apartments’ service quality, which are “Switch to a competitor if I experience a 
problem with the accommodation’s services” (t=-5.37, p=.000), “Complain to other tourists if 
I experience a problem with the accommodation’s services” (t=-4.25, p=.000), and “Complain 
to external agencies, such as the better business bureau, if I experience a problem with the 
accommodation services” (t=-3.04, p=.003). The significance value is well below the alpha 
value of .05, which means that there are significant differences between Middle Eastern 
tourists’ behavioural intentions of three external responses attributes towards Gold Coast 
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hotels and holiday apartment’s service quality level. It can be concluded that these significant 
differences influence the choice of accommodation.  
 
4.5.22 Internal Response Attributes 
Table 4.30 presents the internal response dimension attribute; the holiday apartments scored 
higher than hotels on the item of “Complain to the accommodation’s employees, if I 
experience a problem with the accommodation’s services” (M=5.03, SD=1.883 and M=4.08, 
SD=1.991).                                                                      
Table 4.32 Attributes of Internal Response Dimension Measuring the Differences between Respondents’ 
Behavioural Intentions towards Hotels’ and Holiday Apartments’ Service Quality 
 
Hotels Holiday Apartments   Internal Response Attribute Mean Std. Deviation Mean Std. Deviation t p 
Complain to the 
accommodation’s employees, if I 
experience a problem with the 
accommodation’s services 
4.08 1.991 5.03 1.883 -4.28 .000 
Source: Author 
To uncover the differences between the respondents’ behavioural intentions, an independent t-
test was performed and confirmed that there is a significant difference between the 
respondents’ behavioural intention of internal response attribute towards hotels’ and holiday 
apartments’ service quality, which is “Complain to the accommodation’s employees, if I 
experience a problem with the accommodation’s services” (t=-4.28, p=.000). The significance 
value is well below the alpha value of .05, which means that there is a significant difference 
between the Middle Eastern tourists’ behavioural intention of internal response attribute 
towards Gold Coast hotels’ and holiday apartments’ service quality level.  
Hence, it can be concluded that this significant difference between the Middle Eastern 
tourists’ behavioural intention of internal response attribute towards Gold Coast hotels’ and 
holiday apartments’ service quality can influence the choice of accommodation. 
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4.5.23 Section Three Summary:  
Profile overview of cultural values, expectations, perceptions and behavioural intentions 
of the Middle Eastern tourist who stays at Gold Coast hotels and holiday apartments  
 
The Middle Eastern tourists who stayed at Gold Coast hotels and holiday apartments agreed 
that the values of universalism-social concern, tradition, conformity, security and benevolence 
are the most important cultural values in their lives; however, values of power, hedonism, 
stimulation, universalism-nature, achievement and self-direction are the least important values 
in their lives. In contrast, the results of the independent t-test showed that there are significant 
differences in three of the Middle Eastern tourists’ cultural values of tradition, hedonism, and 
universalism-nature, which appear to be an influence on their choice of a particular type of 
accommodation.  
Regarding the expectations and perceptions, it is noticeable that the expectations of the 
Middle Eastern tourist were higher than their perceptions towards accommodation service 
quality level, which caused negative gap between the tourist’s expectations and perceptions. 
In other words, the tourist’s perceptions did not meet his expectations towards Gold Coast 
hotels and holiday apartments. The tourist who prefers to stay at hotels proposed that the 
largest gap between his expectations and perceptions was on the dimension of reliability (-
7.8), while the one who prefers to stay at holiday apartments stated that the largest gap was in 
tangibility dimension (-6.57). The tourist who stayed at hotels and holiday apartments agreed 
that the highest expectations and perceptions were on the tangibility attributes. An 
independent t-test showed that the Middle Eastern tourist who stayed at hotels and holiday 
apartments has significant differences in the expectations and perceptions towards service 
quality level, which appear to be an influence on the choice of accommodation.  
Concerning the Middle Eastern tourists’ behavioural intentions, loyalty was the most 
important dimension and the internal response was the least important dimension for both 
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hotels’ and holiday apartments’ tourists. An independent t-test confirmed that the Middle 
Eastern tourist who stayed at Gold Coast hotels and holiday apartments has significant 
differences in their behavioural intentions towards accommodation service quality level, 
which appears to be an influence on the choice of a particular type of accommodation. 
4.6 Section Four: the Relationship between Cultural Values and 
Expectations towards Gold Coast Accommodation Service Quality 
 
In order to test the five main and subsequent sets of hypotheses, bivariate Pearson product 
moment correlation coefficient (r) analysis (two-tailed) was performed. In this study, the 
interpretation of all correlation was guided by Cohen (1988), who suggests that correlation 
within the ranges r = .10 to .29 or r = -.10 to -.29 may be classified as small, correlation 
within the ranges of r = .30 to .49 or r = -.30 to -.49 may be classified as medium and 
correlations within the ranges of r = .50 to 1.0 or r = -.50 to -1.0 may be classified as large. 
These values are equally strong, whether positive or negative. The sign indicates the direction 
of the relationship. 
4.6.1 Cultural Values and Service Quality Expectations for Hotels 
To explore the relationship between cultural values and Middle Eastern tourists’ expectations 
towards Gold Coast hotels’ and holiday apartments’ service quality, the first main and 
subsequent set of hypotheses were proposed and including: 
H1: There is a positive relationship between cultural value and service quality 
expectations. 
H1a: There is a positive relationship between cultural value of self-direction and service 
quality expectations. 
H1b: There is a positive relationship between cultural value of stimulation and service quality 
expectations. 
H1c: There is a positive relationship between cultural value of tradition and service quality 
expectations. 
H1d: There is a positive relationship between cultural value of power and service quality 
expectations. 
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H1e: There is a positive relationship between cultural value of benevolence and service 
quality expectations. 
H1f: There is a positive relationship between cultural value of conformity and service quality 
expectations. 
H1g: There is a positive relationship between cultural value of hedonism and service quality 
expectations. 
H1h: There is a positive relationship between cultural value of security and service quality 
expectations. 
H1i: There is a positive relationship between cultural value of universalism-social and service 
quality expectations. 
H1j: There is a positive relationship between cultural value of universalism-nature and service 
quality expectations. 
H1k: There is a positive relationship between cultural value of achievement and service 
quality expectations. 
 
Results of table 4.33 set out the correlation analysis between the cultural values and service 
quality expectations towards hotels, including all dimensions of both scales. Results 
demonstrated that there is a significant positive relationship between the cultural value of 
tradition and service quality expectations of responsiveness (r = .263, p = .001). In fact, the 
cultural value of tradition impacts on Middle Eastern tourists’ expectations of responsiveness 
positively, which means that the Middle Eastern tourists who have tradition value were found 
to have a positive expectations of responsiveness and they expected that Gold Coast hotels 
would present a prompt service to them, the hotel staff are ready to respond to their requests 
and staff are always willing to help them. However, there is a significant negative relationship 
between cultural values of achievement and service quality expectations of responsiveness (r 
= -.208, p = .007).  
Indeed, the cultural value of achievement affects Middle Eastern tourists’ expectations of 
responsiveness negatively, which means that the Middle Eastern tourists expect that Gold 
Coast hotels will not present a prompt service to them, the hotel staff will not be ready to 
respond to their requests and staff will not always be willing to help them. On the other hand, 
the results indicate that there is no relationship between the cultural values (of hedonism, 
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power, security, benevolence, universalism-nature and universalism-social concern) and all 
the service quality expectation dimensions, as shown in table 4.33. 
Table 4.33 Correlations of Cultural Values and Service Quality Expectations for Hotels (N=167)  
Hotel SQE Reliability 
SQE 
Responsiveness 
SQE 
Assurance 
SQE 
Empathy 
SQE 
Tangibility 
Self-direction .095 
.224 
.088 
.258 
.165* 
.033 
.114 
.142 
.040 
.608 
Stimulation .207
**
 
.007 
.144 
.064 
.077 
.323 
.171* 
.027 
.046 
.560 
Hedonism -.012 
.874 
.008 
.917 
-.105 
.177 
.031 
.692 
-.068 
.384 
Achievement -.151 
.052 
-.208** 
.007 
-.078 
.319 
-.116 
.136 
-.269** 
.000 
Power .041 
.602 
-.032 
.677 
-.031 
.686 
.014 
.860 
-.059 
.451 
Security -.129 
.098 
-.069 
.373 
-.008 
.922 
-.093 
.232 
.137 
.079 
Tradition .175
*
 
.024 
.263** 
.001 
.176* 
.023 
.090 
.246 
.157* 
.044 
Conformity -.156
*
 
.044 
-.112 
.151 
-.129 
.098 
-.170* 
.028 
-.128 
.101 
Benevolence -.033 
.676 
.024 
.758 
.033 
.671 
-.089 
.252 
-.006 
.941 
Universalism - Nature .021 
.786 
-.023 
.766 
-.082 
.292 
.011 
.883 
.006 
.939 
Universalism-Social concern .053 
.497 
.060 
.445 
.067 
.389 
.073 
.348 
.112 
.150 
**. Correlation is significant at the 0.01 level (2-tailed).                                                                                      
*. Correlation is significant at the 0.05 level (2-tailed). 
Source: Author 
4.6.2 Cultural Values and Service Quality Expectations for Holiday Apartments 
As shown in table 4.34, the results presented the correlation analysis between the cultural 
values and service quality expectations towards holiday apartments, including all dimensions 
of both scales. The results indicated that there is a significant positive relationship between 
the culture value of power and all five service quality expectation dimensions; for example, 
assurance (r =.297, p = .015), which means that the cultural value of power has a positive 
effect on the Middle Eastern tourist’s expectations of assurance. Indeed, Middle Eastern 
tourists expect that the Gold Coast holiday apartment’s staff will be consistently courteous, 
friendly, provide a safe environment to stay and have the knowledge to answer tourists’ 
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requests. On the other hand, there is a significant negative relationship between the cultural 
value of conformity and service quality dimensions such as empathy (r = -.245, p = .004). 
Hence, the cultural value of conformity impacts negatively on Middle Eastern tourists’ 
expectations of empathy, which means that the Middle Eastern tourists expect that the Gold 
Coast holiday apartments’ staff will not give their customers personal attention, will not 
understand their specific needs and will have no knowledge of the customers’ best interests. 
Furthermore, the results uncovered the fact that there is no significant relationship between 
cultural values of self-direction, hedonism, achievement, security, tradition, benevolence, 
universalism-nature and universalism-social concern, and all service quality expectation 
dimensions. 
Table 4.34 Correlations of Cultural Values and Service Quality Expectations for Holiday 
Apartments (N=138) 
**. Correlation is significant at the 0.01 level (2-tailed).                                                                                     
*. Correlation is significant at the 0.05 level (2-tailed). 
Source: Author 
Holiday apartment SQE Reliability 
SQE 
Responsiveness 
SQE 
Assurance 
SQE 
Empathy 
SQE 
Tangibility 
Self-direction -.084 
.325 
-.125 
.143 
-.098 
.253 
-.127 
.137 
-.101 
.239 
Stimulation .251
**
 
.003 
.221** 
.009 
.125 
.146 
.083 
.331 
.154 
.072 
Hedonism .071 
.410 
-.038 
.660 
.054 
.528 
.003 
.971 
-.016 
.856 
Achievement -.162 
.057 
-.141 
.100 
-.116 
.176 
-.081 
.345 
-.140 
.101 
Power .254
**
 
.003 
.294** 
.000 
.297** 
.000 
.207* 
.015 
.229** 
.007 
Security .002 
.980 
.029 
.732 
-.083 
.332 
.042 
.626 
.047 
.581 
Tradition .010 
.908 
-.002 
.980 
.043 
.617 
.000 
.997 
-.013 
.878 
Conformity -.228
**
 
.007 
-.260** 
.002 
-.103 
.231 
-.245** 
.004 
-.222** 
.009 
Benevolence -.098 
.255 
-.113 
.187 
-.062 
.472 
-.055 
.521 
-.025 
.773 
Universalism-Nature .030 
.730 
.039 
.649 
-.011 
.895 
.034 
.688 
-.022 
.793 
Universalism-Social concern -.037 
.664 
.001 
.989 
-.089 
.302 
.038 
.660 
.047 
.588 
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4.6.3 Section Four Summary:  
Profile overview exploring the relationship between the cultural values and the service 
quality expectations of the Middle Eastern tourist who stayed at Gold Coast hotels and 
holiday apartments  
 
Middle Eastern tourists who stayed at hotels were found to have a significant positive 
relationship between: their cultural value of self-direction and the service quality expectation 
of assurance; the cultural value of stimulation and the service quality expectation of reliability 
and empathy; and the cultural value of tradition and the service quality expectation of 
reliability, responsiveness, assurance and tangibility. However, there is a significant negative 
relationship between: the cultural value of achievement and the service quality expectations of 
responsiveness and tangibility; the cultural values of conformity and the service quality of 
reliability and empathy. Moreover, the results demonstrated that there is no significant 
relationship between the cultural values of hedonism, security, power, benevolence, 
universalism-nature and universalism-social concern, and all service quality expectation 
dimensions of hotels, including reliability, responsiveness, assurance, empathy and 
tangibility. 
As to the Middle Eastern tourists who stayed at holiday apartments, the results verified that 
there is a significant positive relationship between: their cultural values of stimulation and the 
service quality expectation of reliability and responsiveness; and the cultural value of power 
and the service quality expectation dimensions of reliability, responsiveness, assurance, 
empathy and tangibility. On the other hand, the results showed that there is a significant 
negative relationship between: the Middle Eastern tourists’ cultural value of conformity and 
their service quality expectations of reliability, responsiveness, empathy and tangibility. 
Meanwhile, results showed that the other cultural values of the Middle Eastern tourists such 
as self-direction, hedonism, achievement, security, tradition, benevolence, universalism-
nature and universalism-social concern have no significant relationship with their service 
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quality expectations towards Gold Coast holiday apartments. As a result of testing the first 
main and subsequent sets of hypotheses H1, the findings revealed the there is a positive 
relationship between five of eleven of the cultural values and service quality expectations, as 
shown in figure 4.1 below 
Figure 4.1 Positive Correlation Model between Cultural Values and Service Quality Expectations 
 
 
 
 
 
 
     Source: Author 
 
As a result, the figure above shows there is a positive relationship between the elements of the 
cultural values self-direction, stimulation, hedonism, power and tradition, and elements of 
service quality expectations (reliability, responsiveness, assurance, empathy and tangibility). 
Thus hypotheses H1a, H1b, H1c, H1d and Hg were confirmed. 
4.7 Section Five: the Relationship between Cultural Values and Perceptions 
towards Gold Coast Accommodation Service Quality 
 
To uncover the relationship between Middle Eastern tourists’ cultural values and their 
perceptions towards Gold Coast hotels’ and holiday apartments’ service quality, the second 
set of hypotheses was demonstrated, including: 
H2: There is a positive relationship between cultural value and service quality 
perceptions.                                                                                                                           
H2a: There is a positive relationship between cultural value of self-direction and service 
quality perceptions. 
Self-direction 
Stimulation 
Hedonism 
Power 
Tradition 
Cultural 
Values 
Service quality 
Expectations 
Reliability 
Responsiveness 
Assurance 
Empathy 
Tangibility 
H1 
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H2b: There is a positive relationship between cultural value of stimulation and service quality 
perceptions. 
H2c: There is a positive relationship between cultural value of tradition and service quality 
perceptions. 
H2d: There is a positive relationship between cultural value of power and service quality 
perceptions. 
H2e: There is a positive relationship between cultural value of benevolence and service 
quality perceptions. 
H2f: There is a positive relationship between cultural value of conformity and service quality 
perceptions. 
H2g: There is a positive relationship between cultural value of hedonism and service quality 
perceptions. 
H2h: There is a positive relationship between cultural value of security and service quality 
perceptions. 
H2i: There is a positive relationship between cultural value of universalism-social and service 
quality perceptions. 
H2j: There is a positive relationship between cultural value of universalism-nature and service 
quality perceptions. 
H2k: There is a positive relationship between cultural value of achievement and service 
quality perceptions. 
To test the second set of hypotheses, bivariate Pearson product moment correlation coefficient 
(r) analysis (two-tailed) was conducted as follows.  
4.7.1 Cultural Values and Service Quality Perceptions for Hotels 
The result shows that the most significant positive relationships were between the cultural 
value of achievement and service quality perception of reliability (r = .269, p = <.005), as 
shown in table 4.35. In fact, the Middle Eastern tourists who have the cultural value of 
achievement were found to have a positive perception of reliability towards hotel service 
quality level; hence, they perceived that the staff at hotels are able to provide them with the 
services as promised, that they are dependable in handling customers service problems, that 
they perform the service right the first time, that they maintain error-free records, and that 
they keep customers informed of the service performance. However, the most significant 
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negative relationships were between the cultural value of universalism-nature and the service 
quality perception of reliability (r = -.307, p = <.005), which means that the Middle Eastern 
tourists who stayed at hotels and have the cultural value of universalism-nature were found to 
have a negative perception of reliability towards hotel service quality level. Therefore, they 
perceived that the staff at hotels are  unable to provide them with the services as promised, are 
undependable in handling customers service problems, are unable to perform the service right 
at the first time, are not capable of maintaining error-free records and keep customers 
informed of the service performance. In the meantime, the result shows that there is no 
relationship between the Middle Eastern tourists’ cultural values of self-direction, hedonism 
and conformity and all service quality dimensions of perception for hotels, including 
reliability, responsiveness, assurance, empathy and tangibility. 
Table 4.35 Correlations of Cultural Values and Service Quality Perceptions for Hotels (N=167)  
Hotel SQP Reliability 
SQP 
Responsiveness 
SQP 
Assurance 
SQP 
Empathy 
SQP 
Tangibility 
Self-direction -.002 
.980 
.068 
.386 
.022 
.779 
-.062 
.424 
-.056 
.473 
Stimulation -.165
*
 
.033 
-.034 
.663 
-.082 
.293 
-.107 
.170 
-.011 
.889 
Hedonism .058 
.457 
.089 
.254 
.036 
.648 
.041 
.602 
.088 
.259 
Achievement .269
**
 
.000 
.239** 
.002 
.219** 
.005 
.043 
.584 
.092 
.239 
Power .230
**
 
.003 
.082 
.292 
.061 
.434 
.061 
.435 
.124 
.111 
Security -.222
**
 
.004 
-.203** 
.008 
-.176* 
.023 
-.049 
.533 
.017 
.827 
Tradition .165
*
 
.034 
-.016 
.835 
-.003 
.972 
.022 
.779 
.044 
.572 
Conformity .091 
.242 
.056 
.472 
.009 
.906 
-.027 
.726 
-.011 
.884 
Benevolence .165
*
 
.033 
-.015 
.845 
.089 
.252 
.056 
.476 
.054 
.485 
Universalism-Nature -.307
**
 
.000 
-.126 
.104 
-.138 
.076 
-.098 
.209 
-.244** 
.001 
Universalism-Social concern -.199
**
 
.010 
-.085 
.274 
-.008 
.920 
.067 
.392 
-.083 
.286 
**. Correlation is significant at the 0.01 level (2-tailed).                                                                                      
*. Correlation is significant at the 0.05 level (2-tailed). 
Source: Author 
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4.7.2 Cultural Values and Service Quality Perceptions for Holiday Apartments 
Results show that there is a significant positive relationship between cultural value of 
achievement and service quality perception of reliability (r = .254, p = .003), which means 
that the Middle Eastern tourists who stayed at holiday apartments and have a cultural value of 
achievement were found to have a positive perception of reliability towards their 
accommodation service quality level. Consequently, the Middle Eastern tourists perceived 
that the staff at holiday apartments are able to provide them with the services as promised, are 
dependable in handling customers service problems, perform the service right the first time, 
maintain error-free records and keep customers informed of the performance of services. 
Furthermore, the results show that there is a significant positive relationship between the 
Middle Eastern tourists’ cultural value of power and their service quality perception of 
empathy.  
Therefore, the Middle Eastern tourists who stayed at holiday apartments and have cultural 
value of power were found to have a positive perception of empathy towards holiday 
apartments’ service quality level; which means that they perceived that the holiday apartment 
staff give their customers individualised attention, understand the specific needs of their 
customers and have customers’ best interests at heart. However, results indicate that there is a 
significant negative relationship between cultural value of universalism-nature and service 
quality perception of reliability (r = -.172, p = .043), which means that the Middle Eastern 
tourists who stayed at holiday apartments and have cultural value of universalism-nature were 
found to have a negative perception towards service quality perception of reliability. 
Therefore, they perceived that the staff at holiday apartments are unable to provide them with 
the services as promised, are undependable in handling customers service problems, are 
unable to perform the service right at the first time, not capable of maintaining error-free 
records and keep customers informed of the performance of services. Moreover, results 
indicate there is a negative relationship between cultural value of universalism-nature and 
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service quality perception of empathy (r = -.180, p = .035). Therefore, the Middle Eastern 
tourists who stayed at holiday apartments and have cultural value of universalism-nature were 
found to have a negative perception of empathy towards holiday apartments’ service quality 
level, which means that they perceived that the holiday apartment staff are unable to give their 
customers individualised attention, are unable to understand the specific needs of their 
customers and are not capable of having the customers’ best interests at heart. Meanwhile, the 
result reveal that there is no significant relationship between cultural values of self-direction, 
stimulation, hedonism, security, tradition, conformity, benevolence and universalism-social 
concern, and all service quality dimensions of perceptions for holiday apartments, including 
reliability, responsiveness, assurance, empathy and tangibility, as shown in table 4.36. 
Table 4.36 Correlations of Cultural Values and Service Quality Perceptions for Holiday Apartments 
(N=138) 
 
Holiday apartment SQP Reliability 
SQP 
Responsiveness 
SQP 
Assurance 
SQP 
Empathy 
SQP 
Tangibility 
Self-direction -.097 
.258 
.081 
.343 
.070 
.411 
-.039 
.654 
-.031 
.718 
Stimulation -.125 
.144 
.033 
.697 
.003 
.972 
.059 
.488 
.021 
.803 
Hedonism .116 
.175 
.091 
.286 
-.014 
.868 
.142 
.098 
.055 
.524 
Achievement .254
**
 
.003 
.009 
.913 
.051 
.555 
.082 
.342 
.049 
.568 
Power .120 
.161 
.062 
.473 
.019 
.821 
.184* 
.031 
.113 
.187 
Security -.096 
.261 
-.015 
.864 
.018 
.837 
-.028 
.744 
-.031 
.719 
Tradition -.151 
.077 
-.085 
.324 
-.060 
.485 
-.070 
.413 
-.083 
.332 
Conformity .014 
.873 
-.007 
.932 
.079 
.358 
-.004 
.965 
-.084 
.326 
Benevolence .100 
.243 
-.041 
.635 
-.045 
.600 
-.097 
.259 
-.030 
.730 
Universalism - Nature -.172
*
 
.043 
-.094 
.274 
-.115 
.180 
-.180* 
.035 
-.118 
.168 
Universalism-Social concern -.122 
.153 
-.019 
.822 
-.005 
.955 
-.159 
.063 
.008 
.925 
**. Correlation is significant at the 0.01 level (2-tailed).                                                                                      
*. Correlation is significant at the 0.05 level (2-tailed). 
Source: Author 
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4.7.3 Section Five Summary:  
Profile overview exploring the relationship between the cultural values and the service 
quality perceptions of the Middle Eastern tourist who stayed at Gold Coast hotels and 
holiday apartments  
 
Results confirm that the Middle Eastern tourists who stayed at hotels have a significant 
positive relationship between their cultural value of achievement and the service quality 
perception of reliability and assurance, cultural value of power, tradition, benevolence and 
service quality perception of reliability. However, there is a significant negative relationship 
for these tourists between the cultural value of stimulation, universalism-concern and service 
quality perception of reliability, cultural value of security and service quality perception of 
reliability, responsiveness and assurance, cultural value of universalism-nature and perception 
of reliability and tangibility. Meanwhile, the results demonstrate that there is no significant 
relationship between the cultural values of self-direction, hedonism, and conformity and all 
service quality perception dimensions of hotels, including reliability, responsiveness, 
assurance, empathy and tangibility. 
Regarding, the Middle Eastern tourists who stayed at the holiday apartments, the results 
demonstrate that there is a significant positive relationship between these tourists’ cultural 
values of achievement and service quality perception of reliability and cultural value of power 
and service quality perception of empathy. On the other hand, the results showed that there is 
a significant negative relationship between the Middle Eastern tourists’ cultural value of 
universalism-nature and service quality perception of reliability and empathy of the Gold 
Coast holiday apartments. Meanwhile, results uncovered the fact that there is no significant 
relationship between the cultural value of the Middle Eastern tourists such as self-direction, 
stimulation, hedonism, security, tradition, conformity, benevolence and universalism-social 
concern and service quality perception dimensions of holiday apartments including reliability, 
responsiveness, assurance, empathy and tangibility. Thus, it can be concluded that there is a 
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positive relationship between four of eleven of the cultural values and service quality 
perception as shown in figure 4.2.  
Figure 4.2 Positive Correlation Model between Cultural Values and Service Quality Perceptions 
 
 
 
 
                                                                                                                           
Source: Author 
 
It can be concluded that the figure above shows there is a positive relationship between the 
elements of cultural values (achievement, power, tradition and benevolence) and elements of 
service quality perceptions (reliability, responsiveness, assurance and empathy). Thus 
hypotheses, H2c, H2d, H2e and H2k were confirmed. 
4.8 Section Six: the Relationship between Cultural Values and Behavioural 
Intentions towards Gold Coast Accommodation Service Quality 
 
To explore the relationship between Middle Eastern tourists’ cultural values and their 
behavioural intentions towards Gold Coast hotels’ and holiday apartments’ service quality 
level, the third set of hypotheses was proposed, including: 
H3: There is a positive relationship between cultural value and behavioural intentions. 
H3a: There is a positive relationship between cultural value of self-direction and behavioural 
intentions. 
H3b: There is a positive relationship between cultural value of stimulation and behavioural 
intentions. 
H3c: There is a positive relationship between cultural value of tradition and behavioural 
intentions. 
Achievement 
Power 
Tradition 
Benevolence 
Cultural 
Values 
Service quality 
Perceptions 
Reliability 
Responsiveness 
Assurance 
Empathy 
H2 
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H3d: There is a positive relationship between cultural value of power and behavioural 
intentions. 
H3e: There is a positive relationship between cultural value of benevolence and behavioural 
intentions. 
H3f: There is a positive relationship between cultural value of conformity and behavioural 
intentions. 
H3g: There is a positive relationship between cultural value of hedonism and behavioural 
intentions. 
H3h: There is a positive relationship between cultural value of security and behavioural 
intentions. 
H3i: There is a positive relationship between cultural value of universalism-social and 
behavioural intentions. 
H3j: There is a positive relationship between cultural value of universalism-nature and 
behavioural intentions. 
H3k: There is a positive relationship between cultural value of achievement and behavioural 
intentions. 
To test the third set of hypotheses, bivariate Pearson product moment correlation coefficient 
(r) analysis (two-tailed) was performed.  
4.8.1 Cultural Values and Behavioural Intentions for Hotels 
As shown in table 4.37, the results reveal that there is a significant positive relationship 
between cultural values of achievement and behavioural intentions of switch (r = .168, p = 
.030) and cultural value of conformity and behavioural intentions of switch (r = .165, p = 
.033), which means that the Middle Eastern tourists who stayed at Gold Coast hotels and have 
cultural values of achievement and conformity were found to have a positive behavioural 
intentions to switch towards hotels’ service quality. Therefore, their behavioural intentions 
towards the hotels was that they prefer to keep doing business with the same hotels in the next 
few years and they do not prefer to take any business with the competitors who offer better 
prices. Furthermore, results show that there is a significant positive relationship between 
cultural value of security and behavioural intentions of internal response (r = .168, p = .030), 
which means that the Middle Eastern tourists who have the cultural value of security were 
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found to have a positive behaviourial intention of internal response. Hence, the behavioural 
intentions of the Middle Eastern tourists if they experienced a problem with a hotel’s service 
quality was found to be less complaining to the hotel staff. However, there is a significant 
negative relationship between the cultural value of self-direction and behavioural intention of 
internal response (r = -.189, p = .015), which means that the Middle Eastern tourists who have 
a cultural value of self-direction were found to have a negative behavioural intention of 
internal response towards hotels’ service quality. Hence, they do more complaining to the 
hotels employees if they experience a problem with the accommodation service quality. 
Meanwhile, results show that there is no significant relationship between cultural values of 
stimulation, hedonism, power, tradition, benevolence, universalism-nature and universalism-
social concern, and all behavioural intentions dimensions for hotels, including loyalty, switch, 
pay more, external response and internal response.   
Table 4.37 Correlations of Cultural Values and Behavioural Intentions for Hotels (N=167) 
Hotel BI Loyalty 
BI 
Switch 
BI 
Pay More 
BI 
External Response 
BI 
Internal Response 
Self-direction .040 
.609 
.005 
.953 
.050 
.524 
-.066 
.395 
-.189* 
.015 
Stimulation .002 
.976 
-.115 
.139 
-.089 
.253 
-.053 
.498 
-.005 
.950 
Hedonism .075 
.337 
-.104 
.181 
-.056 
.476 
-.023 
.770 
.010 
.899 
Achievement -.025 
.751 
.168* 
.030 
.082 
.294 
-.032 
.678 
-.107 
.167 
Power .039 
.617 
-.026 
.741 
-.014 
.858 
.055 
.482 
.040 
.609 
Security .032 
.678 
-.043 
.583 
.032 
.679 
.072 
.358 
.168* 
.030 
Tradition -.042 
.591 
-.064 
.413 
-.024 
.758 
-.064 
.414 
-.123 
.113 
Conformity -.134 
.084 
.165* 
.033 
.094 
.228 
.084 
.278 
.036 
.642 
Benevolence -.042 
.592 
-.015 
.849 
.016 
.840 
.052 
.505 
.001 
.987 
Universalism - Nature .083 
.285 
-.063 
.419 
-.004 
.963 
-.094 
.229 
-.001 
.988 
Universalism-Social 
concern 
-.083 
.289 
.057 
.465 
-.043 
.585 
-.005 
.953 
.016 
.832 
**. Correlation is significant at the 0.01 level (2-tailed).                                                                                     
*. Correlation is significant at the 0.05 level (2-tailed). 
Source: Author 
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4.8.2 Cultural Values and Behavioural Intentions for Holiday Apartments 
As shown in table 4.38, the most significant positive relationship was found between the 
cultural value of achievement and the behavioural intention of loyalty (r = .211, p = .013), 
which means that the Middle Eastern tourists who stayed at holiday apartments and have a 
cultural value of achievement were found to have a positive behavioural intention of loyalty 
towards their accommodation.  
 
Consequently, they say positive points about the accommodation to others, they recommend 
the accommodation to someone who seeks their advice, encourage friends and relatives to 
visit the same accommodation, consider their accommodation as the first choice to get 
accommodation services and they prefer to do more business with the same accommodation 
in the next years.  
 
However, the most significant negative relationship was found between the cultural value of 
achievement and behavioural intention of pay more (r = -.224, p = .008), which means that the 
Middle Eastern tourists who stayed at holiday apartments and have a cultural value of 
achievement were found to have a negative behavioural intention of pay more towards the 
accommodation service quality.  
 
Hence, they avoid doing business with the accommodation if its prices increase somewhat and 
stop paying a higher price for the accommodation than the competitors charge for the benefits 
and service quality level they currently receive from the accommodation. Meanwhile, results 
demonstrate that there is no significant relationship between cultural values of self-direction, 
stimulation and benevolence, and all behavioural intentions dimensions for holiday 
apartments, including loyalty, switch, pay more, external response and internal response.  
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Table 4.38 Correlations of Cultural Values and Behavioural Intentions for Holiday Apartments (N=138) 
 
Holiday apartment BI Loyalty 
BI 
Switch 
BI 
Pay More 
BI 
External Response 
BI 
Internal Response 
Self-direction -.014 
.870 
-.026 
.758 
-.115 
.180 
.069 
.424 
.101 
.238 
Stimulation -.102 
.233 
-.082 
.338 
-.062 
.472 
-.010 
.904 
.009 
.920 
Hedonism .179
*
 
.036 
-.190* 
.026 
-.135 
.115 
-.158 
.064 
-.145 
.091 
Achievement .211
*
 
.013 
-.024 
.776 
-.224** 
.008 
-.101 
.239 
-.075 
.385 
Power .058 
.499 
-.165 
.053 
-.103 
.230 
-.218* 
.010 
-.203* 
.017 
Security -.032 
.708 
.089 
.298 
.190* 
.026 
.083 
.335 
.092 
.285 
Tradition -.214
*
 
.012 
.147 
.086 
.148 
.083 
.065 
.451 
.022 
.801 
Conformity .032 
.707 
.197* 
.021 
.014 
.868 
.061 
.478 
.075 
.379 
Benevolence .003 
.970 
.155 
.069 
.036 
.676 
-.031 
.719 
-.036 
.673 
Universalism - Nature -.171
*
 
.045 
-.031 
.716 
.005 
.957 
.130 
.127 
.103 
.228 
Universalism-Social 
concern 
-.048 
.579 
.046 
.593 
.187* 
.028 
.157 
.066 
.107 
.212 
**. Correlation is significant at the 0.01 level (2-tailed).                                                                                      
*. Correlation is significant at the 0.05 level (2-tailed). 
Source: Author 
 
4.8.3 Section Six Summary:  
Profile overview exploring the relationship between the cultural values and behavioural 
intentions of the Middle Eastern tourist who stayed at Gold Coast hotels and holiday 
apartments  
 
It was found that the cultural values of Middle Eastern tourists who stayed at hotels have a 
significant positive relationship with their behavioural intentions towards the accommodation 
service quality level including the cultural value of achievement and conformity and their 
behavioural intention of switch; and cultural value of security and their behavioural intention 
of internal response towards the hotels’ service quality level. However, the results show that 
there is a significant negative relationship between the Middle Eastern cultural value of self-
direction and their behavioural intention of internal response. Meanwhile, the results indicated 
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that there is no significant relationship between the cultural values of stimulation, hedonism, 
power, tradition, benevolence, universalism-nature and universalism-social and all the 
behavioural intentions dimensions, including loyalty, switch, pay more, external response and 
internal response. In contrast, the cultural values of Middle Eastern tourists who stayed at 
holiday apartments were found to have a significant positive relationship with their 
behavioural intentions towards the accommodation service quality level including the cultural 
value of hedonism and achievement with their behavioural intention of loyalty; cultural values 
of security and universalism-social concern with their behavioural intention of pay more; and 
cultural value of conformity and their behavioural intention of switch.  
However, results demonstrated that there is a significant negative relationship between the 
Middle Eastern tourists’ cultural value of hedonism and their behavioural intention of switch; 
cultural value of achievement and their behavioural intention of pay more; cultural value of 
power and their behavioural intentions of external and internal response; cultural values of 
tradition and universalism-nature with their behavioural intention of loyalty. In the meantime, 
the results confirmed that there is no significant relationship between the cultural values of 
self-direction, stimulation, hedonism and benevolence and all the behavioural intentions 
dimensions including loyalty, switch, pay more, external response and internal response. It 
can be concluded, that there is a positive relationship between five of the cultural values and 
behavioural intentions as shown in figure 4.3.  
Figure 4.3 Positive Correlation Model between Cultural Values and Behavioural Intentions 
 
 
 
 
 
Source: Author 
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Consequently, the figure above shows there is a positive relationship between the elements of 
cultural values (achievement, security, conformity and universalism-social concern) and 
elements of behavioural intensions (loyalty, switch, pay more, internal response). Thus 
hypotheses, H3c, H3h, H3i and H3k were confirmed. 
4.9 Section Seven: the Relationship between Service Quality Expectations, 
Perceptions and Behavioural Intentions 
 
To explore the relationship between the service quality expectations and behavioural 
intentions, the fourth main and subsequent sets of hypothesis were proposed and including: 
H4: There is a positive relationship between service quality expectation and behavioural 
intentions. 
H4a: There is a positive relationship between service quality expectation of reliability and 
behavioural intentions. 
H4b: There is a positive relationship between service quality expectation of responsiveness 
and behavioural intentions. 
H4c: There is a positive relationship between service quality expectation of assurance and 
behavioural intentions. 
H4d: There is a positive relationship between service quality expectation of empathy and 
behavioural intentions. 
H4e: There is a positive relationship between service quality expectation of tangibility and 
behavioural intentions. 
Furthermore, to explore the relationship between the service quality perceptions and 
behavioural intentions, the fifth set of hypotheses was proposed, including: 
H5: There is a positive relationship between service quality perception and behavioural 
intentions. 
H5a: There is a positive relationship between service quality perception of reliability and 
behavioural intentions. 
H5b: There is a positive relationship between service quality perception of responsiveness and 
behavioural intentions. 
H5c: There is a positive relationship between service quality perception of assurance and 
behavioural intentions. 
H5d: There is a positive relationship between service quality perception of empathy and 
behavioural intentions. 
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H5e: There is a positive relationship between service quality perception of tangibility and 
behavioural intentions. 
To test the fourth and fifth main and subsequent sets of hypotheses, Pearson’s product 
moment correlation (r) was conducted to explore the relationship between the three concepts 
of service quality expectations (SQE), service quality perceptions (SQP) dimensions 
including reliability, responsiveness, assurance, empathy and tangibility, and behavioural 
intension (BI) dimensions including loyalty, switch, pay more, external response and internal 
response. In this study, the interpretation of all correlations was guided by Cohen (1988), who 
suggests that correlation within the ranges r = .10 to .29 or r = -.10 to -.29 may be classified as 
small, correlation within the ranges of r = .30 to .49 or r = -.30 to -.49 may be classified as 
medium and correlations within the ranges of r = .50 to 1.0 or r = -.50 to -1.0 may be 
classified as large. These values are equally strong, whether positive or negative. The sign 
indicates the direction of the relationship. 
4.9.1 Relationship between Service Quality Expectations and Behavioural 
Intentions 
 
As shown in table 4.39, the results indicate that there is a significant positive relationship 
between the Middle Eastern tourists’ expectations of reliability and their behavioural intention 
of loyalty (r = .187, p = .015) towards the hotels service quality, which means that the Middle 
Eastern tourists who stayed at hotels and have a positive expectations of reliability were found 
to have a positive behavioural intention of loyalty towards the accommodation. However, the 
results reveal that there is a significant negative relationship between the Middle Eastern 
tourists’ service quality expectation of reliability and their behavioural intention of switch (r = 
-.390, p = .000) towards the hotels’ service quality; which means that the Middle Eastern 
tourists who stayed at hotels and have a negative expectation of reliability were found to have 
a negative behavioural intention of switch towards the accommodation. Thus, they do less 
business with the accommodation in the following years and they take some of their business 
to competitors that may offer better prices. Regarding the Middle Eastern tourists who stayed 
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at holiday apartments, the results uncovered that there is no significant positive relationship 
between their service quality expectations and their behavioural intentions towards the 
accommodation.                                                                                                               
However, for the Middle Eastern tourists who stayed at the holiday apartments, the results 
confirmed that there is a significant negative relationship between their service quality 
expectations of reliability and their behavioural intention of loyalty (r = -.209, p = .014) 
towards the accommodation; this means that these people may state negative points about the 
accommodation to other people, not recommend the accommodation to someone who seeks 
their advice, discourage friends and relatives to visit the accommodation, consider the 
accommodation as a last choice to get accommodation services in the future and do less 
business with the accommodation in the next years.  
Table 4.39 Correlations of Service Quality Expectations and Behavioural Intentions for Hotels (N=167) 
and Holiday Apartments (N=138) 
 
Hotel BI Loyalty 
BI 
Switch 
BI 
Pay More 
BI 
External 
Response 
BI 
Internal 
Response 
Reliability .187
*
 
.015 
-.390** 
.000 
-.095 
.224 
-.121 
.119 
-.168* 
.030 
Responsiveness .146 
.060 
-.300** 
.000 
-.040 
.609 
-.130 
.095 
-.158* 
.042 
Assurance .027 
.727 
-.210** 
.006 
-.204** 
.008 
-.068 
.383 
-.139 
.073 
Empathy .161
*
 
.038 
-.262** 
.001 
-.099 
.201 
-.145 
.062 
-.195* 
.012 
Tangibility .037 
.639 
-.229** 
.003 
-.146 
.061 
.041 
.600 
.002 
.979 
Holiday apartment      
Reliability -.209
*
 
.014 
.022 
.796 
.026 
.761 
-.071 
.407 
-.123 
.150 
Responsiveness -.223
**
 
.008 
.090 
.293 
.003 
.975 
.072 
.402 
.025 
.769 
Assurance -.157 
.066 
.050 
.558 
-.080 
.353 
.026 
.760 
-.033 
.704 
Empathy -.174
*
 
.041 
.038 
.659 
-.014 
.875 
-.001 
.992 
-.059 
.493 
Tangibility -.157 
.066 
.025 
.774 
.024 
.778 
-.082 
.337 
-.122 
.153 
**. Correlation is significant at the 0.01 level (2-tailed).                                                                                          
*. Correlation is significant at the 0.05 level (2-tailed). 
Source: Author 
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It can be concluded, that there is a positive relationship between two of service quality 
expectations and behavioural intentions, as shown in figure 4.4.  
Figure 4.4 Positive Correlation Model between Service Quality Expectations and Behavioural Intentions 
 
 
 
 
 
                                                                                                                                                                                                      
Source: Author 
 
Thus, the figure above shows there is a positive relationship between the elements of service 
quality expectations (reliability and empathy) and elements of behavioural intentions (loyalty, 
switch and pay more). Thus hypotheses, H4a and H4d were confirmed. 
4.9.2 Relationship between Service Quality Perceptions and Behavioural 
Intentions 
 
The results in table 4.40 reveal that there is a significant positive relationship between service 
quality perceptions of reliability and behavioural intentions of loyalty for both hotels and 
holiday apartments (r = .304, p = .000 and r = .589, p = .000), as shown in table 4.38. Hence, 
the Middle Eastern tourists who stayed at hotels and holiday apartments and have a positive 
service quality expectation of reliability were found to have positive behavioural intentions of 
loyalty towards the accommodation service quality; which means that these people say 
positive things about the accommodation to other people, recommend the accommodation to 
someone who seeks their advice, encourage friends and relatives to visit the accommodation, 
consider the accommodation as a first choice to get accommodation services and do more 
business with the accommodation in the next few years.   
Reliability Service 
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In contrast, the results demonstrated that there is a significant negative relationship between 
service quality perceptions of empathy and behavioural intentions of switch for both hotels 
and holiday apartments (r = -.285, p = .000) and (r = -.273, p = .001); which means that the 
Middle Eastern tourists who stayed at hotels and holiday apartments and have a negative 
perception of empathy were found to have a negative behavioural intention of switch towards 
the accommodation; therefore, they do less business with the accommodation in the next few 
years and they take some of their business to competitors that offer better prices.  
Table 4.40 Correlations of Service Quality Perceptions and Behavioural Intentions for Hotels (N=167) and 
Holiday Apartments (N=138) 
 
Hotel BI Loyalty 
BI 
Switch 
BI 
Pay More 
BI 
External Response 
BI 
Internal Response 
Reliability .304
**
 
.000 
-.090 
.249 
-.044 
.570 
-.187* 
.016 
-.247** 
.001 
Responsiveness .251
**
 
.001 
-.122 
.116 
.031 
.687 
-.158* 
.041 
-.214** 
.006 
Assurance .206
**
 
.008 
-.137 
.077 
-.051 
.517 
-.150 
.053 
-.203** 
.009 
Empathy .340
**
 
.000 
-.285** 
.000 
-.048 
.535 
-.276** 
.000 
-.207** 
.007 
Tangibility .284
**
 
.000 
-.152* 
.050 
-.134 
.084 
-.110 
.157 
-.131 
.093 
Holiday 
apartment 
     
Reliability .589
**
 
.000 
-.261** 
.002 
-.142 
.097 
-.254** 
.003 
-.120 
.159 
Responsiveness .366
**
 
.000 
-.295** 
.000 
.007 
.939 
-.145 
.091 
-.069 
.423 
Assurance .294
**
 
.000 
-.145 
.090 
-.105 
.222 
-.171* 
.045 
-.084 
.325 
Empathy .355
**
 
.000 
-.273** 
.001 
-.038 
.658 
-.279** 
.001 
-.236** 
.005 
Tangibility .582
**
 
.000 
-.419** 
.000 
-.055 
.523 
-.189* 
.027 
-.088 
.303 
**. Correlation is significant at the 0.01 level (2-tailed).                                                                                                  
*. Correlation is significant at the 0.05 level (2-tailed). 
Source: Author 
 
It can be concluded, that there is a positive relationship between all service quality 
perceptions and behavioural intentions as shown in figure 4.5.  
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Figure 4.5 Positive Correlation Model between Service Quality Perceptions and Behavioural Intentions 
 
 
 
 
 
 
 
Source: Author 
 
Hence, the figure above shows there is a positive relationship between the elements of service 
quality expectations (reliability, responsiveness, assurance, empathy and tangibility) and 
element of behavioural intention (loyalty). Thus hypotheses, H5a, H5b, H5c, H4d and H5e 
were confirmed. 
4.9.3 Section Seven Summary 
Profile overview exploring the relationship between the service quality expectations, 
perceptions and behavioural intentions of the Middle Eastern Tourist who stayed at 
Gold Coast Hotels and Holiday Apartments  
 
The service quality expectations of the Middle Eastern tourists who stayed at hotels have a 
significant positive relationship with their behavioural intentions towards the accommodation 
service, including a significant positive relationship between the service quality expectation of 
reliability and empathy with the behavioural intentions of loyalty.  
However, there is a significant negative relationship between the Middle Eastern tourists’ 
expectation of reliability, responsiveness and empathy with their behavioural intentions of 
switch and internal response; service quality of assurance and behavioural intentions of switch 
and pay more and service quality of tangibility with behavioural intentions of switch. In 
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contrast, there is no significant positive relationship between the Middle Eastern tourists’ 
expectations and their behavioural intentions towards the holiday apartment’s service quality 
while there is a significant negative relationship between their expectations of reliability, 
responsiveness and empathy with their behavioural intentions of loyalty towards the holiday 
apartment’s service quality. 
Concerning the Middle Eastern tourists’ perceptions and behavioural intentions, both tourists 
who stayed at hotel and holiday apartments shared the same positive perceptions and 
behavioural intentions. In fact, the results revealed that there is a significant positive 
relationship between the Middle Eastern tourists’ perceptions of reliability, responsiveness, 
assurance, empathy and tangibility and their behavioural intentions of loyalty for both tourists 
who stayed at hotels and holiday apartments. Moreover, tourists in both hotels and holiday 
apartments are similar and it was noticed that there is no significant relationship between their 
perceptions of reliability, responsiveness, assurance, empathy and tangibility and their 
behavioural intentions of pay more.        
In contrast, the tourists who stayed at hotels and holiday apartments are different in their 
negative perceptions and behavioural intentions towards the accommodation service quality. 
Indeed, regarding the tourist who stayed at hotels, the results exposed that there is a 
significant negative relationship between the Middle Eastern tourists’ perceptions of 
reliability, responsiveness and empathy and their behavioural intentions of external and 
internal response. Results indicate that there is a significant negative relationship between the 
tourists’ perception of assurance and their behavioural intentions of internal response, 
empathy and tangibility with behavioural intentions of switch towards the hotels’ service 
quality level.  
However, the Middle Eastern tourists who stayed at holiday apartments were found to have 
negative perceptions and behavioural intentions. Results confirmed that there is a significant 
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negative relationship between the tourists’ perceptions of reliability, assurance, empathy and 
tangibility and their behavioural intentions of switch and external response; service quality 
perception of assurance and external response and perception of empathy and their 
behavioural intentions of internal response towards the holiday apartment’s service quality 
level.  
 
4.10 Section Eight: Multiple Regression Analysis (MRA) 
In a study of factors predicting tourist service quality expectations (SQE), perceptions (SQP) 
and behavioural intentions (BI), data was collected from a sample of Middle Eastern tourists 
visiting Gold Coast, Australia. It was hypothesised that gender, age, education level, 
profession, country of origin and cultural values are predictive of each factor of expectations, 
perceptions and behavioural intentions among the Middle Eastern tourist.  
A Hierarchical multiple regression (R2) analysis was employed to test this hypothesis 
following the procedure suggested by Hair et al. (2010; 2006). Demographic variables 
(gender, age, education level, profession and country of origin) were entered at a first block 
(step one), followed by cultural values (self-direction, stimulation, hedonism, achievement, 
power, security, tradition, conformity, benevolence, universalism-nature, universalism-social 
concern were entered at a second block (step two) including the demographic variables. These 
analyses process repeated three times to assess the ability of the independent variables to 
predict each one of the three dependent variables (SQE, SQP and BI) separately. 
A model-building approach was used to describe the relationships between the independent 
variables and the three of dependent variables of expectations (SQE), perceptions (SQP) and 
behavioural intentions (BI) as recommended by Hair et al. (2006). A structured three -phased 
approach was used to achieve a parsimonious regression model for this sample. First, 
preliminary analyses were conducted to ensure no violation of the assumptions of normality, 
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linearity, heteroscedascity and independence of residuals were assessed. Second, the 
independent variables where there were significant correlations with expectations, perceptions 
and behavioural intentions were entered into an initial regression model. Third, variables that 
were correlated in the initial regression model only entered into the parsimonious regression 
model.  
This regression analysis was conducted to determine magnitude of the interactions of 
independent variables in relation to the correlation matrix, Beta weights and their significance 
level (t-statistic and p-value) (Hair et al. 2010). The independent variables correlated with 
each factor of expectations, perceptions and behavioural intentions in the bivariate analyses 
were included in the initial regression model.  
 
4.10.1 Hierarchical (MRA) – Independent Variables and SQE 
As can be seen from table 4.41, gender, education level, profession, country of origin, 
stimulation, achievement, power, tradition and conformity were correlated with SQE.  
However, age, education level, profession and country of origin were entered at block one 
(first step), explaining 12% of the variance in SQE. After entry of age, education level, 
profession, country of origin, stimulation, achievement, power, tradition and conformity at 
step two the total variance explained by the model as a whole was 22%, F (9.042, p < .001). 
The two models explained an additional 10% of the variance in SQE with adjusted R 2 = 
0.193, R squared change = .10, F change (7.632, p < .001) as shown in table 4.42.  
Furthermore, table 4.42 indicated that there were positive relationships between age, country 
of origin, stimulation, power, tradition and SQE (B value: 1.04 and .23, 4.89, 6.36, 6.00 
respectively), and a negative relationship between education level, profession, achievement, 
conformity and SQE (B value: -2.65 and -7.22, -7.69 respectively). Assessment of the 
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standardised beta coefficients within this model shows that value of power has slightly more 
impact in the model (beta = .229, p<.000).  
 
Table 4.41: The Relationship between the Independent Variables and SQE (N=305) 
Independent Variables SQE 
Gender Pearson Correlation 
Sig. (2-tailed) 
.034 
.552 
Age Pearson Correlation 
Sig. (2-tailed) 
.224** 
.000 
Education level Pearson Correlation 
Sig. (2-tailed) 
-.153** 
.008 
Profession Pearson Correlation 
Sig. (2-tailed) 
-.238** 
.000 
Country of origin Pearson Correlation 
Sig. (2-tailed) 
.161** 
.005 
Self-direction Pearson Correlation 
Sig. (2-tailed) 
-.028 
.622 
Stimulation Pearson Correlation 
Sig. (2-tailed) 
.142* 
.013 
Hedonism Pearson Correlation 
Sig. (2-tailed) 
-.044 
.446 
Achievement Pearson Correlation 
Sig. (2-tailed) 
-.187** 
.001 
Power Pearson Correlation 
Sig. (2-tailed) 
.154** 
.007 
security Pearson Correlation 
Sig. (2-tailed) 
.008 
.883 
Tradition Pearson Correlation 
Sig. (2-tailed) 
.124* 
.031 
Conformity Pearson Correlation 
Sig. (2-tailed) 
-.196** 
.001 
benevolence Pearson Correlation 
Sig. (2-tailed) 
-.023 
.692 
Universalism-nature Pearson Correlation 
Sig. (2-tailed) 
-.030 
.597 
Universalism-social concern Pearson Correlation 
Sig. (2-tailed) 
.066 
.254 
**. Correlation is significant at the 0.01 level (2-tailed).    
*. Correlation is significant at the 0.05 level (2-tailed). 
 
Source: Author 
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Table 4.42: Initial Hierarchical Multiple Regression Model of Independent Variables that Predict SQE 
(N=305) 
 
Predictor variables Standardised Coefficients Beta SE B p R 
2
 
Step 1 
Age .200 .43 1.50 .001 
Education Level -.141 1.07 -2.60 .016 
Profession -.146 .51 -1.28 .013 
Country of Origin .088 .41 .63 .124 
0.12 
Step 2 
Age .139 .42 1.04 .015 
Education Level -.143 1.02 -2.65 .010 
Profession -.087 .49 -.76 .127 
Country of Origin .033 .40 .23 .555 
Stimulation .088 3.22 4.89 .130 
Achievement -.225 1.97 -7.22 .000 
Power .229 1.69 6.36 .000 
Tradition .135 2.73 6.00 .029 
Conformity -.161 2.84 -7.69 .007 
0.22 
Source: Author 
The initial model showed that age, education level, achievement, power, tradition, and 
conformity were statistically significant and predicted SQE among the Middle Eastern tourist. 
However, examination of hierarchical regression analysis indicated that profession, country of 
origin and stimulation were statistically non significant (p= .127, .555, and .130 respectively). 
In fact they were correlated on the bivariate level of analysis as indicated early.  
Therefore, it was important to reassess and run the Hierarchical multiple regression analysis 
in relation to the predictors that highly correlated with SQE, thus, another Hierarchical 
multiple regression analysis was undertaken to achieve parsimony as recommended by Hair et 
al. (2006). The following table (4.43) represents the parsimonious Hierarchical multiple 
regression model. 
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Table 4.43: Parsimonious Hierarchical Multiple Regression Model of Independent Variables that Predict 
SQE (N=305) 
 
Predictor variables Standardised Coefficients Beta SE B p R 
2
 
Step 1 
Age .256 .41 1.92 .000 
Education Level -.194 1.03 -3.59 .001 
0.09 
Step 2 
Age .173 .40 1.29 .002 
Education Level -.168 .98 -3.10 .002 
Achievement -.238 1.96 -7.63 .000 
Power .237 1.69 6.61 .000 
Tradition .134 2.64 5.97 .024 
Conformity -.204 2.67 -9.75 .000 
0.20 
Source: Author 
The results from parsimonious Hierarchical multiple regression model indicated that age and 
education level were entered at step 1, explaining 9% of the variance in SQE. After entry of 
age, education level, achievement, power, tradition and conformity at step two the total 
variance explained by the model as a whole was 20%, F (14.327, p < .001). The two models 
explained an additional 11% of the variance in SQE with adjusted R 2 = 0.186, R squared 
change = .11, F change (10.694, p < .001). Table 4.43 indicated that there were positive 
relationships between age, power, tradition and SQE (B value: 1.29 and 6.61, 5.97 
respectively), and a negative relationship between education level, achievement, conformity 
and SQE (B value: -3.10 and -7.63, -9.75 respectively). Assessment of the standardised beta 
coefficients within this model shows that value of achievement has slightly more impact in 
the model (beta = -.238, p<.000). It can be concluded that age, education level, achievement, 
power, tradition and conformity predicted 20% of the service quality expectation among the 
Middle Eastern tourist. 
Check on Multicollinearity 
In the current study, the regression variate was assessed in relation to multicollinearity.   
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First, the correlation matrix for all independent variables was examined to identify 
multicollinearity (Appendix D). In the first mode step the correlation between the two 
independent variables was .17 and in seconde model step all the correlations between the 
independent variables were within a range of – 0.183 to -0.306, so were not highly correlated 
with each other, and were less than the suggested 0.90 which may indicate multicollinearity 
(Hair et al. 2010). However, a lack of any high correlations does not guarantee a lack of 
collinearity. Hair et al. (2010) recommended assessing the tolerance and variance inflation 
factor (VIF). Tolerance refers to the assumption of the variability in one independent 
variables not explained the other independent variables. The VIF reveals much of the same 
information as the tolerance. Multicollinearity would be indicated in a tolerance level of less 
than .10 or a VIF value of above 10 (Hair et al. 2010). The tolerance value for each 
independent variable was above the ceiling tolerance value of .10, consistent with the absence 
of serious levels of multicollinearity. This judgment was further supported by a VIF value for 
each independent variable below the threshold tolerance value of 2.0. Table 4.44 displays the 
results of collinearity diagnostics matrix.  
  
Table 4.44: Collinearity Diagnostics Matrix 
Correlations Collinearity Statistics  
Independent Variable Partial Part Tolerance VIF 
Step 1 
Age 0.25 0.25 0.97 1.02 
Education level -0.19 -0.19 0.97 1.02 
Step 2 
Age 0.18 0.16 0.90 1.10 
Education level -0.18 -0.16 0.95 1.05 
Achievement  -0.22 -0.20 0.71 1.39 
Power  0.22 0.20 0.72 1.37 
Tradition 0.13 0.11 .0.76 1.30 
Conformity -0.20 -0.18 0.85 1.16 
Source: Author 
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Assessment of the part correlation coefficients displayed in Table 4.55 indicated the strength 
of the relationship between SQE and each separate independent variable when the predictive 
effects of the other independent variables in the regression model were removed (HairBlack et 
al. 2006).  
The partial correlations indicate the incremental predictive effect of each predictor variable. 
The total R2 for the whole model does not equal all of the squared part correlation values 
because the part correlations represent only the unique contribution of each variable, with any 
overlap or equal variance removed or partialled out (HairBlack et al. 2006). 
 
Model Evaluation 
Figure 4.6 summarises the multivariate results between independent variables including age, 
education level, achievement, power, tradition, conformity and the dependent variable SQE in 
the current study in the multiple regression model.  
Three criteria was used to evaluate the fitness of the hypothesised model: (1) sample size, (2) 
the statistical significance of the p -value (< 0.05), and (3) the difference between R squared 
and adjusted R squared (Hair et al. 2010). With Hierarchical multiple regression the sample 
size should be 10-20 participants per each variable (Tabachnick & Fidell 2001a).  
In this thesis, a sample size was calculated carefully in order to support a Hierarchical 
multiple regression analysis. In addition smaller difference between R squared and adjusted R 
squared (R2 = 0.20, adjusted R 2   = 0.18) was found which reflected better fit of the model. 
Finally, significant p-value of each variable was checked.  
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Figure 4.6 Summarises the Multivariate Results between Independent Variables and SQE 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: Author 
 
4.10.2 Hierarchical (MRA) – Independent Variables and SQP 
As shown in table 4.45, that the dependent variable of age, education level, achievement, 
power and universalism-nature were correlated with the dependent variable of SQP.  
However, age and education level were entered at a block one (first step), explaining 4% of 
the variance in SQP. After entry of age, education level, achievement, power, and 
universalism-nature at step two the total variance explained by the model as a whole was 
Age 
β = 0.173 
Education Level 
β = -0.168 
Achievement 
β = -0.238 
Power 
β = 0.237 
Tradition 
β = 0.134 
Conformity 
β = -0.204 
SQE 
Part correlation =0.16 
Part correlation = -0.16 
Part correlation = -0.20 
Part correlation =0.20 
Part correlation =0.11 
Part correlation = -0.18 
 197 
12%, F (8.076, p < .001) as shown in table 4.46. In combination, the two models explained an 
additional 8% of the variance in SQP with adjusted R 2 = 0.104, R squared change = .08, F 
change (8.597, p < .001). Table 4.46 indicated that there were positive relationships between 
achievement, power and SQP (B value: 1.39 and 3.25 respectively), and a negative 
relationship between age, education level, universalism-nature and SQP (B value: -1.34 and -
2.16, -8.99 respectively). Assessment of the standardised beta coefficients within this model 
shows that value of universalism-nature has slightly more impact in the model (beta = -.211, 
p<.000) as shown in table 4.46. 
Table 4.45: The Relationship between the Independent Variables and SQE (N=305) 
Independent Variables SQP 
Gender Pearson Correlation 
Sig. (2-tailed) 
.088 
.125 
Age Pearson Correlation 
Sig. (2-tailed) 
-.186** 
.001 
Education level Pearson Correlation 
Sig. (2-tailed) 
-.186** 
.001 
Profession Pearson Correlation 
Sig. (2-tailed) 
.063 
.276 
Country of origin Pearson Correlation 
Sig. (2-tailed) 
-.007 
.910 
Self-direction Pearson Correlation 
Sig. (2-tailed) 
-.022 
.699 
Stimulation Pearson Correlation 
Sig. (2-tailed) 
-.083 
.148 
Hedonism Pearson Correlation 
Sig. (2-tailed) 
.056 
.334 
Achievement Pearson Correlation 
Sig. (2-tailed) 
.158** 
.006 
Power Pearson Correlation 
Sig. (2-tailed) 
.171** 
.003 
security Pearson Correlation 
Sig. (2-tailed) 
-.104 
.069 
Tradition Pearson Correlation 
Sig. (2-tailed) 
.029 
.618 
Conformity Pearson Correlation 
Sig. (2-tailed) 
.009 
.881 
Benevolence Pearson Correlation 
Sig. (2-tailed) 
.072 
.207 
Universalism-nature Pearson Correlation 
Sig. (2-tailed) 
-.272** 
.000 
Universalism-social concern Pearson Correlation 
Sig. (2-tailed) 
-.060 
.299 
**. Correlation is significant at the 0.01 level (2-tailed).   
 *. Correlation is significant at the 0.05 level (2-tailed). 
 
Source: Author 
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Table 4.46: Initial Hierarchical Multiple Regression Model of Independent Variables that 
Predict SQP (N=305) 
 
Predictor variables Standardised Coefficients Beta SE B p R 
2
 
Step 1 : Demographic Variables  
Age -.170 .51 -1.54 .003 
Education Level -.094 1.27 -2.09 .102 
0.04 
Step 2: All variables  
Age -.148 .51 -1.34 .010 
Education Level -.097 1.23 -2.16 .081 
Achievement .036 2.44 -1.39 .569 
power .096 2.12 3.25 .128 
universalism-nature -.211 2.50 -8.99 .000 
0.12 
Source: Author 
The initial model showed that age and universalism-nature were statistically significant and 
predicted SQP among the Middle Eastern tourists. However, examination of hierarchical 
regression analysis indicated that education level, achievement and power were statistically 
non-significant (p= .081, .569, and .128 respectively). In fact they were correlated on the 
bivariate level of analysis as indicated earlier. Therefore, it was important to reassess and run 
the Hierarchical multiple regression analysis in relation to the predictors that highly correlated 
with SQP; thus, another Hierarchical multiple regression analysis was undertaken to achieve 
parsimony as recommended by Hair et al. (2006). The following table (4.47) represents the 
parsimonious Hierarchical multiple regression model.   
Table 4.47: Parsimonious Hierarchical Multiple Regression Model of Independent Variables 
that Predict SQP (N=305) 
 
Predictor variables Standardised Coefficients Beta SE B p R 
2
 
Step 1 
Age -.186 .51 -1.68 .001 
0.03 
Step 2 
Age -.161 .49 -1.45 .004 
Universalism-nature -.256 2.33 -10.91 .000 
0.10 
Source: Author 
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The results from parsimonious Hierarchical multiple regression model indicated that age and 
education level were entered at step 1, explaining 3% of the variance in SQP. After entry of 
age and universalism-nature at step two the total variance explained by the model as a whole 
was 10%, F (16.700, p < .001). The two models explained an additional 7% of the variance in 
SQP with adjusted R 2 = 0.094, R squared change = .07, F change (21.834, p < .001). Table 
4.47 indicated that there were negative relationships between age, universalism-nature and 
SQP (B value: -1.45 and -10.91 respectively). Assessment of the standardised beta 
coefficients within this model shows that value of universalism-nature has more impact in the 
model (beta = -.256, p<.000). It can be concluded that age and universalism-nature predicted 
10% of the service quality perceptions among the Middle Eastern tourists. 
Check on Multicollinearity 
The Matrix correlation shows that it was no correlation between the two independent 
variables. That makes evidence that there is no multicollinearity effect between the selected 
variables (Hair et al, 2006), as shown in table 4.48. 
 
Table 4.48: Collinearity Diagnostics Matrix 
 
Correlations Collinearity Statistics  
Independent Variable Partial Part Tolerance VIF 
Step 1 
Age -0.18 -0.18 1.00 1.00 
Step 2 
Age 0.18 -0.16 0.99 1.00 
Universalism – nature -0.26 -0.25 0.99 1.00 
Source: Author 
Assessment of the Part correlation coefficients displayed in Table 4.48 indicates the strength 
of the relationship between SQP and each separate independent variable when the predictive 
effects of the other independent variables in the regression model are removed (Hair et al., 
2006).  
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Model Evaluation 
In the current model, the same previous evaluation process was performed to evaluate the 
fitness of the hypothesised model. In the current model results, smaller difference between R 
squared and adjusted R squared (R2 = 0.10, adjusted R 2   = 0.94) was found which reflected a 
better fit of the model. In addition, the significant p-value of each variable was checked.  
 
Figure 4.7 Summarises the Multivariate Results between Independent Variables and SQP 
 
 
 
 
 
 
Source: Author 
 
4.10.3 Hierarchical (MRA) – Independent Variables and BI 
This Hierarchical (MRA) result shows that the dependent variables of age, profession, country 
of origin, security and tradition were correlated with the dependent variables of BI, except the 
two variables of security and tradition were on the border as shown in table 4.49.  However, 
age, profession, country of origin were entered at step one (block one), explaining 7% of the 
variance in BI. After entry of age, profession, country of origin, security and tradition at step 
two the total variance explained by the model as a whole was 10%, F (6.262, p < .001). The 
two models explained an additional 3% of the variance in BI with adjusted R 2 = 0.080, R 
squared change = .02, F change (3.067, p < .048). Table 4.50 indicated that there were 
positive relationships between profession, security and BI (B value: 0.60 and 2.61 
Age 
β = -0.161 
Universalism - 
Nature 
SQP 
Part correlation = -0.16 
Part correlation = -0.25 
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respectively), and a negative relationship between age, country of origin, tradition and BI (B 
value: -0.71, -0.69 and -1.88 respectively). Assessment of the standardised beta coefficients 
within this model shows that country of origin has slightly more impact in the model (beta = -
.149, p<.008) as shown in table 4.50.  
 
Table 4.49: The Relationship between the Independent Variables and SQE (N=305) 
 
Independent Variables SQP 
Gender Pearson Correlation 
Sig. (2-tailed) 
.022 
.700 
Age Pearson Correlation 
Sig. (2-tailed) 
-.192** 
.001 
Education level Pearson Correlation 
Sig. (2-tailed) 
.061 
.291 
Profession Pearson Correlation 
Sig. (2-tailed) 
.177** 
.002 
Country of origin Pearson Correlation 
Sig. (2-tailed) 
-.181** 
.002 
Self-direction Pearson Correlation 
Sig. (2-tailed) 
-.022 
.703 
Stimulation Pearson Correlation 
Sig. (2-tailed) 
-.088 
.125 
Hedonism Pearson Correlation 
Sig. (2-tailed) 
-.025 
.662 
Achievement Pearson Correlation 
Sig. (2-tailed) 
.016 
.783 
Power Pearson Correlation 
Sig. (2-tailed) 
-.070 
.225 
security Pearson Correlation 
Sig. (2-tailed) 
.110 
.054 
Tradition Pearson Correlation 
Sig. (2-tailed) 
-.100 
.080 
Conformity Pearson Correlation 
Sig. (2-tailed) 
.090 
.117 
benevolence Pearson Correlation 
Sig. (2-tailed) 
.007 
.901 
Universalism-nature Pearson Correlation 
Sig. (2-tailed) 
-.016 
.777 
Universalism-social concern Pearson Correlation 
Sig. (2-tailed) 
.033 
.566 
**. Correlation is significant at the 0.01 level (2-tailed).   
 *. Correlation is significant at the 0.05 level (2-tailed). 
 
Source: Author 
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Table 4.50: Initial Hierarchical Multiple Regression Model of Independent Variables that Predict BI 
(N=305) 
 
Predictor variables Standardised Coefficients Beta SE B p R 
2
 
Step 1  
Age -.152 .27 -0.73 .009 
Profession -.110 .33 -0.62 .060 
0.07 
Country of Origin -.153 .26 -.71 .007  
Step 2 
Age -.147 .27 -0.71 .011 
Profession .106 .33 -0.60 .072 
Country of Origin -.149 .26 -0.69 .008 
Security .129 1.12 2.61 .021 
Tradition -.066 1.63 -1.88 .250 
0.10 
Source: Author 
The initial model showed that age, country of origin and security were statistically significant 
and predicted BI among the Middle Eastern tourists. However, examination of hierarchical 
regression analysis indicated that profession and tradition were statistically non-significant 
(p= .072 and .250 respectively). Therefore, it was important to reassess and run the 
Hierarchical multiple regression analysis in relation to the predictors that highly correlated 
with BI; thus, another Hierarchical multiple regression analysis was undertaken to achieve 
parsimony; as recommended by Hair et al. (2006), as shown in table 4.51. 
Table 4.51: Parsimonious Hierarchical Multiple Regression Model of Independent Variables that Predict 
BI (N=305) 
 
Predictor variables Standardised Coefficients Beta SE B p R 
2
 
Step 1  
Age -.181 .26 -0.87 .001 
0.06 
Country of Origin -.169 .26 -.79 .003  
Step 2  
Age -.182 .26 -0.88 .001 
Country of Origin -.170 .25 -0.79 .002 
Security .114 1.11 2.31 .039 
0.08 
Source: Author 
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The results from the parsimonious Hierarchical multiple regression model indicated that age 
and country of origin were entered at step 1, explaining 6% of the variance in BI. After entry 
of age, country of origin and security at step two the total variance explained by the model as 
a whole was 8%, F (8.534, p < .001). In combination, the two models explained an additional 
2% of the variance in BI with adjusted R 2 = 0.069, R squared change = .02, F change (4.278, 
p < .039).  
Table 4.60 indicated that there were negative relationships between age, country of origin and 
BI (B value: -0.88 and -0.79 respectively). Assessment of the standardised beta coefficients 
within this model shows that value of age has more impact in the model (beta = -.182, 
p<.001). It can be concluded that age country of origin and security predicted 8% of the 
behavioural intentions among the Middle Eastern tourist. 
 
Check on Multicollinearity 
The matrix correlation shows that there is no correlation between any of the independent 
variables in the first and second models. That makes evidence that there is no 
multicollinearity effect between the selected variables (Hair et al. 2010). Table 4.52 displays 
the results of collinearity diagnostics matrix.  Hair et al. (2010) recommended assessing the 
tolerance and variance inflation factor (VIF).  
‘Tolerance’ refers to the assumption of the variability in one independent variables not 
explained the other independent variables. The VIF reveals much of the same information as 
the tolerance.  
Multicollinearity would be indicated in a tolerance level of less than .10 or a VIF value of 
above 10 (Hair et al. 2010). The tolerance value for each independent variable was above the 
ceiling tolerance value of .10, consistent with the absence of serious levels of 
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multicollinearity. This judgment was further supported by a VIF value for each independent 
variable below the threshold tolerance value of 2.0.  
 
Table 4.52: Collinearity Diagnostics Matrix 
Correlations Collinearity Statistics  
Independent Variable Partial Part Tolerance VIF 
Step 1 
Age -0.18 -0.18 .99 1.00 
Country of Origin -0.17 -0.16 .99 1.00 
Step 2 
Age -0.18 -0.18 0.99 1.00 
Country of Origin -0.17 -0.17 0.99 1.00 
Security 0.11 0.11 1.00 1.00 
Source: Author 
Assessment of the Part correlation coefficients displayed in Table 4.52 indicate the strength of 
the relationship between BI and each separate independent variable when the predictive 
effects of the other independent variables in the regression model are removed (HairBlack et 
al. 2006). 
 
Model Evaluation 
Figure 4.8 summarises the multivariate results between independent variables including age, 
country of origin, security and the dependent variable BI in the current multiple regression 
model. The same criteria of the previous two models were used to evaluate the fitness of the 
hypothesised model.  
However, smaller differences between R squared and adjusted R squared (R2 = 0.08, adjusted 
R 2   = 0.07) was found, which reflected a better fit of the model. Finally, significant p-value 
of each variable was checked.  
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Figure 4.8 Summarises the Multivariate Results between Independent Variables and BI 
 
 
 
 
 
 
Source: Author 
4.10.4 Section Eight Summary 
Results of Hierarchical multiple regression analysis suggest that work cultural values and 
demographic characteristics combine to impact on tourist expectations, perceptions and 
behavioural intentions in relation to the accommodation service quality level. Thus, the 
Hierarchical models results do support the hypothesis. However, the results show that age, 
education level, achievement, power, tradition and conformity are significantly correlated and 
predicted 20% of the service quality expectations among the Middle Eastern tourists. Age and 
universalism-nature have a significant relationship with the service quality perceptions and 
predicted 10% of the service quality perceptions of the Middle Eastern tourists. In addition, 
age, country of origin and security are significantly correlated and predicted 8% of the Middle 
Eastern tourists’ behavioural intentions in relation to the accommodation service quality level.  
4.11 Section Nine: the Questionnaire’s Open-ended Questions                      
An inductive approach to content analysis was utilised in analysing the qualitative data from 
the four open-ended questions. These questions were developed by the author (based on the 
literature) in order to understand the needs of the Middle Eastern tourists visiting the Gold 
Coast and their levels of satisfaction with the service quality of their accommodation. 
Age 
β = -0.182 
Country of 
Origin 
 
BI 
Part correlation = -0.18 
Part correlation = -0.17 
Security 
β = 0.114 
Part correlation = -0.11 
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Creswell’s (2009) four steps of analyses underpinned the analysis framework including:  (a) 
organise and prepare the data for analysis, entailing transcripts and field notes, (b) read 
through all data, (c) code the data, (d) use the coding process to generate a number of key 
themes and sub-themes. These four questions profile the respondents in terms of their needs 
from the Gold Coast accommodation hotels’ and holiday apartments’ services. For data 
analysis this research data generated 461 responses from four open-ended questions. 
Preparation and analysis of data involved transcribing and consolidating a number of 
responses displaying similar underlying responses into a coding scheme. The coding scheme 
was used to label a chunk of descriptive wording to categorise empirical data into categories, 
which generated 73 categories. Proceeding from this, in order to reduce the category number, 
all similar or related categories collected together were categorised into themes. Seven themes 
were extracted from the data. The extracted themes and categories are summarised in table 
4.53. 
Table 4.53 The Middle Eastern Tourist’s Needs Themes 
Themes Categories Total of 
responses 
Accommodation characteristics Suitable, comfortable, size, safety, quiet and  privacy 51 
Accommodation facilities Self cooking (kitchen facilities), price, location, daily cleaning,  
diversity of culture and length of stay 
47 
Visiting abroad Tourism, entertainment, relaxation, holiday, climate, natural 
attractive places, study, visiting relatives, honey moon and 
business 
54 
Service quality satisfaction Comfortable, safety, location, facilities, service quality 
satisfactory, clean, cooperative staff, friendly staff, quiet place 
and good price 
75 
Service quality dissatisfaction Service quality unsatisfactory, unclean, uncooperative staff, un 
availability of mother tongue employees, limitation of the 
working hours, no place for worship, no enough attention to the 
tourists needs, no room service, no daily cleaning, high Price, 
old furniture, no water in the toilets (hygiene), no Qiblah 
direction, the accommodation staff have not enough knowledge 
to deal and answer customer’s requests, and slow service                                             
76 
Tourist’s needs-personal Respect, modesty, no discrimination, pay attention to the 
customer comments, individualise attention and training for the 
staff  
32 
Tourist’s needs-facilities Security, mother tongue  (employees, brochures or information), 
internet services, lower price, increase the services, place for 
worship, daily cleaning, halal food, hygiene, room service, 
Qiblah direction, check-in and check-out (duration, time, after 
working hours), services for 24 hours, more facilities, give 
prompt service to the tourists, improve the service quality. 
126 
Source: Author 
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Overwhelmingly, Table 4.53 shows the Middle Eastern tourist participants proposed that the 
reason for choosing a particular type of accommodation was influenced by two factors: 
accommodation characteristics and facilities. Accommodation characteristics deemed 
important included suitability, comfort, size, safety, quiet and privacy; while relevant 
accommodation facilities included self cooking (kitchen facilities), price, location, daily 
cleaning and diversity of culture. Moreover, participants emphasised that the purpose for their 
visit to the Gold Coast was predominately for “tourism” and included entertainment, 
relaxation, holiday, climate, attractive natural places, study, visiting relatives, honeymoon and 
business.  
Accommodation characteristics and facilities were further explored through investigating 
what the Middle Eastern participants believed a constituted service quality to be. 
Accommodation characteristics and facilities factors that impacted on their service quality 
satisfaction included comfort, safety, location, facilities, cleanliness, cooperative staff, 
friendly staff, quiet place and good price; while dissatisfaction in accommodation service 
quality was influenced by factors as unhygienic conditions, uncooperative staff, unavailability 
of literature and communication in their mother tongue (employees,  brochures, information), 
limitation of  working hours, old furniture, no place for worship, not enough attention to the 
tourists’ needs, no room service, no daily cleaning, high prices, no water in the toilets for 
hygiene usage (hygiene), no Qiblah direction, the accommodation staff not having enough 
knowledge to deal and answer customers’ requests, and slow service. 
To overcome these barriers, the participants suggested that the accommodation sector had to 
more readily identify and better meet Middle Eastern tourists’ needs visiting any of the 
Western countries. The participants differentiated their needs on two levels. The first level is 
related to their personal needs, which included respect, modesty, no discrimination and 
attention to their comments, and individualised attention. The second part is related to 
particular facility needs such as security, mother tongue (employees, brochures or 
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information), internet services, lower price, increase the services offered, place for worship, 
daily cleaning, halal food, hygiene, room service, Qiblah direction, check-in and check-out 
(duration, time, after working hours), services for 24 hours (especially in the holiday 
apartments), more facilities, give prompt service to the tourists, and improve the service 
quality.  This study data revealed some similarities and differences existing between the key 
themes shown in table 2 related to hotels and holiday apartment’s services.  
Table 4.54 The Similarities and Differences between Hotels’ and Holiday Apartments’ Services  
Categories 
 
Themes 
Similarities between hotels and holiday apartments 
services 
Differences between hotels and 
holiday apartments services 
Accommodation 
characteristics 
comfortable, safety, and  privacy Suitable, size, quiet 
Accommodation 
facilities 
Self cooking (kitchen facilities), price, location, 
daily cleaning,  diversity of culture 
length of stay 
Visiting abroad Tourism, entertainment, holiday, climate, places, 
study, visiting relatives, honey moon and  
relaxation, natural attractive and 
business 
Service quality 
satisfaction 
Comfortable, safety, location, , service quality 
satisfactory, cooperative staff, friendly staff,  and 
good price 
Facilities, clean, quiet 
Service quality 
dissatisfaction 
Service quality dissatisfaction , unclean,  no place 
for worship, not enough attention to the tourists 
needs, no daily cleaning,, no water in the toilets 
(hygiene), no Qiblah direction, the accommodation 
staff have not enough knowledge to deal and answer 
customer’s requests                                              
uncooperative  hotel staff, 
limitation of the working hours, 
no room service, high Price, old 
furniture, and slow service                                             
Tourist’s needs-
personal 
Respect, modesty, no discrimination, pay attention 
to the customer comments, individualise attention 
and training for the staff  
                                                                                             
---------------------------------- 
Tourist’s needs-
facilities 
Mother tongue (employees, brochures), internet 
services, increase the services, place for worship, 
halal food, hygiene, Qiblah direction, facilities and 
quality. 
lower price, check-in and 
check-out (duration, time, after 
working hours), room service, 
services for 24 hours, more, 
give prompt service to the 
tourists and improve the service 
Source: Author 
This table shows that the Middle Eastern tourists have underlying similarities in their needs 
towards both hotels’ and holiday apartments’ services; for example, the need for comfort, 
safety, and privacy are a common requirement for accommodation characteristics. Differences 
in needs identified tend to be influenced as to whether Middle Eastern tourists are travelling 
as a couple or as a family. For example, tourists who travel as a family like to stay in holiday 
apartments rather than hotels because the size of the apartments is more suitable than the hotel 
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rooms. Furthermore, apartments tend to be quieter than hotel, suiting Middle Eastern tourists’ 
preferences.  
4.11.1 Section Nine Summary:  
Profile overview exploring the Middle Eastern tourist’s needs from the Gold Coast 
hotels and holiday apartments  
 
The results of the four open questions in the questionnaire generated seven themes, which are: 
accommodation characteristics, accommodation facilities, visiting abroad, service quality 
satisfaction, service quality dissatisfaction, tourist needs – personal and tourist needs – 
facilities. In exploring the needs of Middle Eastern tourists, this study found what a typical 
Middle Eastern family who have a particular and common set of reoccurring characteristics 
favoured and deemed important when seeking accommodation. Favoured and important 
accommodation characteristics highlighted accommodation characteristics like comfort, size, 
safety, quiet and privacy. These accommodation characteristics especially emphasised that the 
size of the rooms in the hotels or holiday apartments is favourable because the Middle Eastern 
family size on average has five or six members for each family. Therefore they prefer the 
large apartment size, which is typically found in holiday apartments rather than hotels. 
The second factor that may impact in the decision to choose a preferred accommodation is the 
type of facilities offered.  For example kitchen facilities are deemed essential because families 
prefer to cook for themselves; thus adhering to eating halal food, with many of the families 
staying 23 nights on average. Furthermore, daily cleaning of the apartments is an important 
issue for Middle Eastern tourists, especially for the tourists who stay with their families. 
However, the results show that the Middle Eastern tourists who come as a couple or as a 
groups for tourism, and particularly the honeymooners, preferred to stay at the hotels rather 
than holiday apartments to gain more facilities and services which are not available at the 
holiday apartments, like daily cleaning and room services.  
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4.12 Chapter Four Summary  
This chapter presented the quantitative results of this thesis and tested the hypotheses. It 
described the procedures used in the analysis of quantitative data study, which presented the 
results of testing the reliability and validity of measures used and reported bivariate analyses 
of the data using descriptive and inferential statistics. In the qualitative study, content analysis 
was used. The analyses were structured consistent with the research questions posed in this 
thesis. The analysis described in this chapter provided support for hypotheses H1, H2, H3, H4 
and H5, which were developed from the literature, were supported and sustained.   
 
The results of the descriptive analysis presented an overall background of the respondents, 
who were mainly young, educated, professionals and coming from the Gulf countries: United 
Arab Emirates, Kuwait, Saudi Arabia, Oman, Qatar and Bahrain. Results of chi-square data 
analysis revealed that there is a significant relationship between occupation, country of origin, 
country of birth, country of residence, family size, the way that the respondents find out about 
the Gold Coast, the number of nights stayed, and the preference choice of the 
accommodation: hotels or holiday apartments; while there is no significant relationship 
between the gender, age and education level and the preference choice of the accommodation.  
 
Furthermore, the descriptive analysis uncovered that the most important cultural values for the 
Middle Eastern tourists are universalism-social concern, tradition, conformity, security and 
benevolence while the least important values are power, hedonism, stimulation, universalism-
nature, achievement and self-direction.  
 
Moreover, the descriptive analysis results demonstrated that there is a gap between the Middle 
Eastern tourists’ expectations and perceptions towards Gold Coast accommodation hotels’ 
and holiday apartments’ service quality level. In other words, the perception of the 
respondents did not meet their expectations towards Gold Coat accommodation service 
quality. The largest gap is within reliability, tangibility and empathy service quality 
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dimensions. In addition, behavioural intention of loyalty is the most important dimension for 
the Middle Eastern tourists who stayed in both hotels and holiday apartments.  
 
Results of t-test revealed that the Middle Eastern tourists who stayed at Gold Coast hotels and 
holiday apartments are different in three of their cultural values, which are tradition, hedonism 
and universalism-nature, while they are similar in their cultural values of universalism-social 
concern, conformity, security, benevolence, power, stimulation, achievement and self-
direction; which appears to be an influence on their choice of a particular type of 
accommodation, whether hotels or holiday apartments.  
 
Moreover, results of t-test revealed that the Middle Eastern tourists who stayed at hotels and 
holiday apartments are different in their expectations, perceptions and their behavioural 
intentions, which appears to be an influence on their choice of a particular type of 
accommodation.  
 
Results of Pearson correlation coefficient (r) data analysis significantly supported the 
hypothesised model. In aggregate of past literature, little was known about the impacts of the 
Middle Eastern tourist culture on the tourism of Australia. The results of the data analysis 
indicated that there is a significant relationship between the Middle Eastern tourists’ cultural 
values and their expectations, perceptions, and their behavioural intentions towards hotels’ 
and holiday apartments’ service quality level. Results indicate that there is a relationship 
between service quality expectations and perceptions, and behavioural intentions. However, it 
can be concluded that the quantitative research results supported the research conceptual 
model. The findings of the four open-ended questions in the questionnaire presented very 
valuable information about the Middle Eastern tourists, which confirmed that the next stage in 
this thesis should be the qualitative study in order to achieve better understanding of this 
research phenomenon and support the findings from the quantitative study. Consequently, this 
chapter is followed by the qualitative chapter, chapter 5. 
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CHAPTER FIVE 
PHASE II – QUALITATIVE ANALYSIS 
 
5.1 Objective 
 
The objective of this qualitative study is to present the findings from the qualitative research 
data in order to explore and provide deeper understanding of the relationship between the 
Middle Eastern tourists’ cultural values and their expectations, perceptions and behavioural 
intentions towards the Gold Coast accommodation service quality. Therefore, ten semi-
structured interviews with open-ended questions were chosen to conduct this research.  
 
5.2 Introduction 
An inductive approach to content analysis was utilised in analysing the qualitative data in this 
research. In order to facilitate the data analysis process, Creswell’s (2009a) six steps were 
applied to the transcripts. First, the ten interviews were separately transcribed, then the data 
were organised and prepared for the analysis. Second, the interview transcripts were read in 
order to obtain the general ideas proposed by the participants. Third, the data was coded by 
segmenting sentences into categories, which generated seventy-two categories and these 
categories were labelled based on the terms used by the participants’ language. Fourth, a 
coding process was used to generate a description of the categories for analysis, which helped 
in reducing the categories number into eight themes. Fifth, interrelating themes and 
descriptions were formed. Sixth, the final step in the data analysis was interpreting the 
meaning of the data (themes and description). 
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However, this research data’s seventy-two categories were reduced into eight themes 
including: purpose of visit; major destination for the Middle Eastern tourist in Australia; 
factors attracting the Middle Eastern tourists to visit Australia; tourists’ expectations of 
accommodation service quality; tourists’ perceptions of accommodation service quality; 
tourists’ needs; tourists’ cultural values impact on their expectations, perceptions and 
behavioural intentions; and tourists’ satisfaction or dissatisfaction. The extracted themes and 
categories are summarised in tables 5.2, 5.3 and 5.4. Table 5.1 presents the interview sample 
characteristics.  
 
5.3 Population Sample Characteristics 
The characteristics of the population sample for this qualitative study comprised of Middle 
Eastern tourists who visited the Gold Coast and stayed at Gold Coast accommodation for at 
least one night. These data were obtained from a sample of ten Middle Eastern tourists who 
participated in ten semi-structured interviews. All of the interview participants were males, 
because in Middle Eastern culture it is not preferred to conduct interviews with females. The 
ages of the majority of the participants were from 23-37, while two participants are from 44-
48. The education level was predominantly in one level, which is bachelor. The profession of 
the majority of the participants were management, while three participants were traders and 
one participant was professional.  
The highest number of the participants was from UAE followed by Kuwait, and KSA; Qatar 
and Bahrain were equal, one participant for each. The number of visiting time of the majority 
of the participants was first time, followed by two participants coming for second time, one 
participant coming for fourth time, another participant coming for fifth time while there was 
one coming for seventh time. The majority of the participants who came to the Gold Coast 
were families, while there was one couple on a honeymoon, four participants came as a group, 
and two participants came with their families in a tourist group. Five of the participants stayed 
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in hotels and five participants stayed in holiday apartments. The majority of the participants 
stayed at the Gold Coast accommodation for 9-14 nights: one participant stayed for 14 nights, 
one participant stayed for 20 nights and one participant stayed for 21 nights.  
Table 5.1 Interview Sample Characteristics  
 
No Gender Age Education Level Profession Country 
Visiting 
Number Coming with 
Accommodation 
Type 
Number 
of 
Nights 
Stayed 
Interview 
Time 
and Date 
Interview 
Place 
1 23 Professional UAE First Couple (Honeymoon) 
Holiday 
Apartment 21 
12:45PM 
– 13:40 
19/07/09 
2 28 Management Kuwait First Family Holiday Apartment 12 
16:30 – 
17:15 
22/07/09 
3 44 Trader KSA First Group Hotel 9 
19:58 – 
20:50 
22/07/09 
4 32 Trader UAE Fifth Family Hotel 10 
13:30 – 
14:20 
23/07/09 
5 33 Management Qatar Second Family Holiday Apartment 14 
18:48 – 
19:40 
23/07/09 
6 35 Management Bahrain First Family Holiday Apartment 16 
16:20 – 
17:05 
25/07/09 
7 37 Management UAE Fourth Family and Group Hotel 11 
20:38 – 
21:20 
25/07/09 
8 29 Professional Kuwait Fifth Group Hotel 13 
20:00 – 
21:00 
26/07/09 
9 48 Management Kuwait Seventh Family and Friends 
Holiday 
Apartment 20 
16:53 – 
17:40 
29/07/09 
10 
Male 
34 
Bachelor 
Trader UAE Second Family and Group Hotel 12 
12:50 PM 
– 13:45 
02/08/09 
Islamic 
Centre 
Source: Author 
       
5.4 Purpose of Visit 
Table 5.2 shows: the purpose of visit; major destination for the Middle Eastern tourist in 
Australia; the factors attracting the Middle Eastern tourist for visiting Australia; and including 
the importance of the Australian people’s characteristics in attracting the Middle Eastern 
tourists and the importance of the Australian cities’ characteristics in attracting the Middle 
Eastern tourists. Each of these themes will be analysed in details in the next section. 
The Middle Eastern participants proposed that the purpose for their visit to the Gold Coast 
was predominately ‘tourism’, which included holiday, entertainment and honeymoon. The 
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result shows that the Middle Eastern people, and particularly the people from the Gulf 
countries including UAE, Kuwait, KSA, Qatar and Bahrain, like to travel abroad for different 
purposes.  Participant 1 stated, ‘I heard about Gold Coast from my friends in UAE and its 
entertainment places. It is a nice place to spend the honeymoon where you can find everything 
you like such as the nice weather, nature, parks…’ (Participant # 1). Another participant from 
a different country proposed a different purpose for his visiting to Australia and said, ‘When I 
was in Kuwait, I heard about Australia and how beautiful and clean it is’ (Participant # 2). 
One more participant stated ‘I came from the UAE to Australia to spend my holiday here’ 
(Participant # 10). It appears that the Middle Eastern tourists visiting Australia have a variety 
of purposes, which may confirm that Australia may become one of the major travel 
destinations for the Middle Eastern tourist travelling abroad, especially those from the Gulf 
countries.    
 
5.5 Major Destinations for the Middle Eastern Tourist in Australia 
The findings of this study show that the Middle Eastern tourists visiting Australia have 
different favourite destinations within the country. The participants emphasised that the Gold 
Coast, Melbourne, Sydney, Brisbane and Sunshine Coast are the major cities attracting the 
Middle Eastern tourists, while they emphasised that the Gold Coast city is the favourite 
destination of the tourist visitors coming from the Middle East. One of the participants stated, 
‘I came directly to the Gold Coast since the majority of the Middle Eastern visitors who come 
from the other Middle East countries, come here. It is a small city that includes everything 
and the majority of the tourists come to spend their honeymoon here. This time I am visiting 
only the Gold Coast for honeymoon but next time I will plan to come with my family to visit 
Sydney and Brisbane and of course I will come back to the Gold Coast’ (Participant # 1). 
Another participant has a different favourite destination in Australia in addition to the Gold 
Coast and Sydney and named Melbourne as his preferred destination and said, ‘I expect that I 
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will come every two years; I will come back to the Gold Coast because of the tourist facilities’ 
diversity that suit all tastes. I will plan to visit Sydney too because of its wonderful landscapes 
and its beautiful buildings and I will visit Melbourne too because I like its cold weather’ 
(Participant # 3). However, another participant said that he would only spend two weeks in 
the Gold Coast, which is a sufficient period to spend in this city, and said, ‘Maybe I will go to 
Melbourne because I think that spending two weeks at the Gold Coast is enough’ (Participant 
# 5). There is another perspective from a different participant who stated, ‘I do not really like 
travelling; I came only because my family wanted to come, so I think that I will not visit any 
other city’ (Participant # 6). Whereas, another participant states, ‘I visited Melbourne and 
Sydney and I have plans to visit others, but my children prefer the Gold Coast’ (Participant # 
9). 
It seems that most of the participants confirmed that the Gold Coast is the main favourite 
destination of the Middle Eastern tourists coming to Australia. They proposed that they are 
interested to visit some other Australian cites, namely Melbourne, Sydney, Brisbane and 
Sunshine Coast. 
Despite the high interest of the Middle Eastern tourists of visiting the Gold Coast, some other 
participants had different perspectives about the Gold Coast in comparing it with other cities; 
for example, participant 8 said, ‘I am planning to visit other cities to discover the difference in 
the services. I heard that the Sunshine Coast has excellent services because of the minor Arab 
visitors’ number there. I think that some cities, where there are a lot of Arab tourists, may 
lack many services such as prayer room, halal food and cleaning of the premises’. 
(Participant # 8). It’s obvious that this participant has a different perspective from the others, 
which could be a negative one due to the lack of services in the Gold Coast in comparison 
with other cities like Sunshine Coast. He believed that the services would be excellent in the 
Sunshine Coast because of the small number of Middle Eastern tourists there, which may 
impact on the services level that the Middle Eastern tourist may receive. This detail may 
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impact on the fact that the Gold Coast city would remain the main favourite destination of the 
Middle Eastern tourists coming to Australia and if they would start to look for another 
destination within or outside the country. 
5.6 Factors Attracting the Middle Eastern Tourist for Visiting Australia  
The results show that there are important factors contributing to attracting the Middle Eastern 
tourist for visiting Australia and that this includes the importance of the Australian peoples’ 
characteristics in attracting the Middle Eastern tourists and the importance of the Australian 
cities’ characteristics in attracting the Middle Eastern tourists.  
5.6.1 Importance of the Australian Peoples’ Characteristics in Attracting Middle 
Eastern Tourists 
 
The results suggest that the Middle Eastern tourists who participated in this study hold 
positive views about the Australian people and this was based on their positive experiences 
with them during their stay in Australia and its cities like the Gold Coast, Melbourne, Sydney, 
Sunshine Coast and Brisbane. All the participants thought that this issue could be one of the 
most important factors that may encourage the Middle Eastern tourists to visit Australia and 
its cities; for example, participant 1 stated: ‘In fact, the Australian people are very jovial and 
always smile to us. They welcomed us very well and the situation here is comfortable. This 
encourages us to come again and we in turn encourage other people to come’ (Participant # 
1). Another participant stated, ‘I visited Sydney and Gold Coast and found that the people are 
very kind and friendly’. Similarly, participant 4 confirmed that the Australia people welcome 
the tourists from the Middle East and he reported, ‘I feel that I am very welcome here. That is 
why I usually spend my holiday at the Gold Coast’ (Participant # 4). Another participant 
said, ‘Yes definitely, the people here are very friendly and I feel that I am more than welcome 
in Australia’ (Participant # 6).  
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Similarly, participant 7 stated ‘I feel that I am very welcome here and from the first step in the 
airport I noticed the friendly nature of the Australian people and their kindness’ (Participant # 
7). One more participant confirmed that the Australian peoples’ characteristics are an 
important factor that can encourage the Middle Eastern tourist to visit the Gold Coast and 
Australia cities and stated: ‘I feel very welcome in the Gold Coast. The Australian people are 
very friendly and very jovial and this is noticed all over Australia and especially at the Gold 
Coast and this is only reasons for the big number of tourists here’ (Participant # 8); while one 
participant stated that the Arab people living in the Australian cities are helpful as well, which 
make the Arab tourists more comfortable in Australia. For example, participant 2 said: ‘I feel 
that I am welcome in the Gold Coast by the Australian people and they are very kind, also the 
Arab people living in Australia are helpful as well’ (Participant # 2). The result showed that 
the beautiful characteristics of the Australian people may play a vital role in encouraging 
Middle Eastern tourists to visit different cities in all over Australia; and the Arab people 
living in Australia have the same role.   
                  
5.6.2 Importance of the Australian Cities’ Characteristics in Attracting Middle 
Eastern Tourists 
 
Analysis of the interviews uncovered that the Australian cities’ characteristics are important 
in attracting the Middle Eastern tourists to visit Australia. The majority of the participants 
suggested that: the climate, the nature, the city size, the tourist facilities’ diversity that suit all 
tastes, the wonderful landscapes, the beautiful buildings and the Australian living standard, 
which is cheaper than the one in Europe and America, are important factors in encouraging 
and attracting the Middle Eastern tourists to visit Australia cities, namely the Gold Coast. For 
example, one of the participants stated: ‘I came directly to the Gold Coast since the majority 
of the Middle Eastern visitors who come from the other Middle East countries come to the 
Gold Coast, because it is a small city that includes everything’ (Participant # 1). Moreover, 
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this participant stated, ‘This is my first visit to Australia and I did not have a wide idea about 
the nature of the country, but by my visit to the Gold Coast I feel that I acquired a good idea 
about Australia and I have some other plans for my next visit like renting a car. What 
encouraged me was the discipline in the country and the great traffic where there is no 
crowding’ (Participant # 1).  
Another participant focused on other factors of the Australian cities’ characteristics that 
attract the Middle Eastern tourists and stated, ‘I expect that I will come every two years; I will 
come back to the Gold Coast because of the tourist facilities’ diversity that suit all tastes. I 
will plan to visit Sydney too because of its wonderful landscapes and its beautiful buildings; I 
will visit Melbourne too because I like its cold weather’ (Participant # 3). One more 
participant said, ‘I will be back to the Gold Coast because my family and I enjoy its weather’ 
(Participant # 4). Similarly, participant 7 claimed, ‘I come to the Gold Coast every year from 
2006 looking for the cool weather and the beautiful landscapes; in addition, I liked the Gold 
Coast because the shops do not close early’ (Participant # 7). 
 In addition, the same participant stated ‘I intend to visit Melbourne too because I like its very 
cold weather and its very beautiful nature’ (Participant # 7). One of the participants has 
previous experiences in visiting Australia and particularly the Gold Coast; he stated, ‘I come 
here to the Gold Coast every two years from 1997 because I like the weather of Australia’ 
(Participant # 9). One more participant stated, ‘I am planning to come back again to the Gold 
Coast because the weather is beautiful and the living standard is cheaper than the one in 
Europe and America’ (Participant # 10).  
It is obvious that the Australian cities’ characteristics (the climate, the nature, the city size, the 
tourist facilities’ diversity that suit all tastes, the wonderful landscapes, the beautiful 
buildings, the cheap living standard, the shops working until late and the discipline in the 
country) are an important factor in encouraging and attracting the tourists from the Middle 
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East countries to visit Australia. However, one of the participants has negative perspective 
about the entertainment places in the Gold Coast and said, ‘I will come back to the Gold Coast 
but maybe after four or five years because we visited all the entertaining places this time and 
we found no change in them comparing with the previous visit’ (Participant # 5). This 
participant is criticising the fact that there is no change in the entertainment places in the Gold 
Coast and he considers this as a negative point while other participants mentioned many other 
positive points attracting the Middle Eastern tourists to Australia. 
Table 5.2 Factors Attracting the Middle Eastern Tourist for Visiting Australia  
Themes Categories Participant support 
• Tourism P2, P3, P5, P6, P7, P8, P9 
• Holiday P2, P4, P10 
Purpose of visit 
• Entertainment and Honeymoon P1 
• Gold Coast P1, P2, P3, P4, P5, P6, P7, 
P8, P9, P10 
• Melbourne P3, P4, P5, P7, P9 
• Sydney P1, P3,  P4, P9, P10 
• Brisbane P1 
Major 
destination for 
the Middle 
Eastern tourist 
in Australia 
• Sunshine Coast P8 
• Australian people characteristics including:  
Very jovial and welcome to others, are amazing, always smile to 
us, are very kind, are friendly, are helpful and the Arab people 
living here are helpful 
P1, P2, P3, P4, P5, P6, P7, 
P8, P9, P10 
Factors 
attracting the 
Middle Eastern 
tourist to visit 
Australia • Australian cities characteristics including: 
The weather is beautiful, escaped the hot weather of our country 
looking for a cooler weather, the nature, city size, tourist 
facilities’ diversity that suit all tastes, wonderful landscapes and 
its beautiful, buildings, and the living standard is cheaper than 
the one in Europe and America 
P1, P2, P3, P4, P5, P6, P7, 
P8, P9, P10 
Source: Author 
 
5.7 The Middle Eastern Tourists’ Expectations of Accommodation Service 
Quality  
 
The findings of this study showed that the Middle Eastern tourist participants who visit the 
Gold Coast and other cities in Australia have different expectations towards the 
accommodation service quality. The following themes were identified from the data on tourist 
expectations of holiday apartment and hotel service quality.  
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5.7.1 The Middle Eastern Tourists’ Expectations of Holiday Apartments’ Service 
Quality 
 
Four of five of the participants who stayed at a holiday apartment shared the same 
expectations towards a high level of service quality; for example, one of the participants 
stated: ‘The apartment is meant to be for a family and since this is my first visit to Australia I 
expected that the service would be excellent and all the services would be presented. I 
expected too that I will find a lobby where there is a cafeteria and a restaurant that should be 
opened until the morning’ (Participant # 1). Another participant proposed, ‘It‘s a five star 
accommodation so I expected that the service quality level will be the best because I paid a 
big amount of money for it’ (Participant # 5). In the same vein, participant 9 stated: ‘I come 
here every year from 2003 and I expected that the service quality level will be changed to be 
better than before’ (Participant # 9). However, one of the participants has different 
expectations about the holiday apartment service quality and said, ‘I had doubts about the 
cleanness level of the place’ (Participant # 2). The majority of the Middle Eastern tourist 
participants shared the same expectations about the holiday apartments’ service quality, while 
one of five of the participants had different expectations about the holiday apartment service 
quality in the Gold Coast. 
 
5.7.2 The Middle Eastern Tourists’ Expectations of Hotels’ Service Quality 
All five Middle Eastern tourist participants who stayed at hotels have the same expectation 
towards a high level of service quality. For example, one of the participants acknowledged: ‘I 
expected that the service level is high as the level of the service in the European hotels’ 
(Participant # 3). Another participant stated, ‘before I arrive here I expected that the service 
quality will be high and a four star hotel should be luxurious’ (Participant # 8). Thus, the 
participants’ expectations of the hotel service quality were positive. 
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5.8 The Middle Eastern Tourists’ Perceptions of Accommodation Service 
Quality     
 
The results revealed that the participants have diverse perceptions towards the Gold Coast 
accommodation service quality. These sub-themes were acknowledged from the data: tourist 
perceptions of holiday apartments’ service quality and tourist perceptions of hotels’ service 
quality.  
5.8.1 The Middle Eastern Tourists’ Perceptions of Holiday Apartments’ Service 
Quality   
 
The results exposed that two of five of the participants who stayed at holiday apartments have 
positive perceptions towards the Gold Coast holiday apartments’ service quality. For 
example, participant 1 stated: ‘The service level is good, acceptable but like all apartments, 
there is no effective service but one day per week such as cleaning and change the cover 
sheet. If I will come back next time with a bigger family, I will book an apartment because it 
suits a large family and the price is lower than the hotel, which is meant to be for small 
families or couples. According to me, those who want a better service should book hotel 
rooms especially to spend the honeymoon. They welcomed us at the airport and when we 
arrived to the apartment they picked up our luggage and we did not find any problem when 
dealing with them, on the contrary, the man who welcomed us was joyful and helped us a lot 
in understanding everything about the rooms, the lobby and our stay here’ (Participant # 1). 
In addition, the same participant said, ‘The apartment is good, suitable for a family but does 
not reach the hotel service level. If I came with a bigger family I would say that the service is 
wonderful. The apartment is located in the heart of the shops, so you cannot get lost and you 
can go back to it easily. There are some good services which are: gym, swimming pool, 
sauna, barbeque and you can find a lot of tourists from Middle East and the safety too. We 
heard about it from Emirates, that is why we came here’ (Participant # 1). In the same vein 
another participant proposed, ‘I have been relieved because the cleanness level is good and 
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the service level is good too, suitable for family, I also enjoyed my stay here and my kids like 
the place too’ (Participant # 2). 
On the other hand, the results revealed that the three of five of the participants who stayed at 
holiday apartments have negative perceptions towards the Gold Coast holiday apartments’ 
service quality; for instance, one of them stated: ‘I found that the service level is very low 
because there are insufficient services, no reception after 10pm, no daily cleaning, the bed 
sheets are changed weekly’ (Participant # 5). Another participant stated ‘The level of the 
tourist accommodation service quality in the Gold Coast is under the requirement. I found 
that the situation is not really good, the cleaning is only once a week, the reception closes at 
9pm and they did not give us all the keys so this has had negative impacts on me and on my 
intention to come back again’ (Participant # 6). One more participant proposed, ‘I would say 
that the service is not very good and the furniture is old. When I arrived I found that there are 
no changes, even the bed sheets are still the same of many years ago, there is no developing 
in the accommodation service quality’ (Participant # 9). 
 
5.8.2 The Middle Eastern Tourists’ Perceptions of Hotels’ Service Quality     
The findings of this study identified that the five participants who stayed at the Gold Coast 
hotels have different perceptions towards hotels’ service quality. Four of five of the 
participants have positive perceptions towards hotels service quality. For instance, one of 
them said: ‘It seems very good and we found that the quality is high and better than the one in 
Europe. Everything is provided: access to the internet, business centre, tennis court, 
restaurant; the service is very good because all what the tourist needs and the comfort are 
available’ (Participant # 3). Another participant has the same positive perception towards 
hotels service quality and stated, ‘The level of the tourist accommodation service quality in 
the Gold Coast is really excellent. The location is good and the services are excellent, the 
hotel is very tidy, all the service you need is provided, and they clean the rooms frequently 
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(daily cleaning), the laundry service is excellent too but I wished that they could provide a 
small kitchen in the room in order to make some coffee or tea’ (Participant # 7).  
Similarly, one more participant shared the same positive perception towards the hotel service 
quality and proposed, ‘I found what I expected and what I was looking for, so there is no gap 
between my expectations and my perceptions of the accommodation service quality level and I 
am completely satisfied. The services are really good, the location of the hotel is excellent 
where everything is affordable, restaurants, pharmacy, doctors….All what I asked for is here, 
but the variety of the halal restaurants is not available’ Participant # 10. In the same vein, 
participant 4 stated ‘The level of the accommodation service quality is good but not high as I 
expected. It is good but not perfect’ (Participant # 4).  
However, one of the five participants who stayed at hotels holds a negative perception 
towards hotels service quality and said, ‘When I arrived I found all what I need even an 
equipped kitchen in the room and this made me chose this hotel. The service quality level is 
low because the room cleaning is not good; also the painting and furniture are old. I think 
that there is a discrimination between the Middle Eastern and Western tourist in the quality of 
service they receiving because this is the fifth time I am coming to the Gold Coast and I can 
not see any special services prepared for the Middle Eastern tourists, such as prayer room, 
Qiblah direction’ (Participant # 8).  
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Table 5. 3 The Middle Eastern Tourists’ Expectations and Perceptions towards Accommodation Service 
Quality 
 
Themes Categories Participant support 
Tourist expectations of holiday apartment service quality  
• High service quality level 
P1, P5, P6, P9 
• Cleanness level of the place P2 
• Lobby including cafeteria and restaurant, and Services until morning P1 
Tourist 
expectations of 
accommodation 
service quality 
Tourist expectations of holiday apartment service quality                       
• High service quality 
P3, P5, P7, P8, P10 
• High service quality level, Suitable for family P1, P2, 
• Low service quality P5, P6 
• No effective service(services for one day per week such as cleaning 
and change the bed sheet) 
P1, P5, P6 
• No reception for 24 hours P5 
• Good facilities including: good location, safety place, gym, swimming 
pool, sauna, barbeque. 
P1 
• Clean accommodation P2 
Tourist 
perceptions of 
holiday 
apartment 
service quality 
• Old furniture and no developing in the accommodation service quality  P9 
• High service quality level P3, P4, P7, P10 
• Low service quality level, Old painting and furniture, and 
discrimination 
P8 
• Comfort accommodation P3 
• Good facilities (access to the internet, business centre, tennis court, 
restaurants) 
P3, P10 
• Good location P7, P10 
• The variety of the halal restaurants is not available P10 
Tourist 
perceptions of 
hotel service 
quality 
• Hotel is very tidy, daily cleaning, laundry service and Provide a small 
kitchen in the room  
P7 
Source: Author 
 
5.9. The Middle Eastern Tourists’ Needs  
The results suggest that the Middle Eastern tourists have different needs from the Gold Coast 
accommodations, which appear to be of a great importance for the tourists. The following 
themes were identified from the data: the Middle Eastern tourists’ needs from the holiday 
apartment management, the Middle Eastern tourists’ needs from the hotel management, and 
the Middle Eastern tourists’ needs from the Gold Coast tourist council. 
5.9.1 The Middle Eastern Tourists’ Needs from the Holiday Apartment 
Management 
 
The results identified that all of the five participants who stayed at holiday apartments shared 
the importance of particular tourist needs during their visit to the Gold Coast. One of the 
participants acknowledged, ‘The holiday apartment management has to increase the services 
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and facilities such as add a cafeteria, a restaurant, recruiting mother tongue employees and 
Arabic restaurants, and the service should be 24/24h so that when someone comes late he will 
find the receptionist. We came late to the apartment but we find only the man of the security’ 
(Participant # 1). Another participant confirmed the importance of the holiday apartments’ 
working hours and suggested that the holiday apartment management has to think about the 
reception working hours being for 24 hours every day. He proposed to provide ‘Receptions in 
all apartments for 24 hours, concierge, and providing Arabic interpreters to the Arab tourists 
and place for worship or prayer rooms’ (Participant # 2). Another participant highlighted the 
importance of different needs, stating that: ‘The internet usage is very expensive and surfing 
the net for one hour from the lobby costs $12, providing Arabic channels, especially Al-
Jazeera, in order to spend more time in the room and know about the news, providing halal 
meat in the supermarkets, providing prayer rooms, there is no soap or towel or hairdryer in 
the swimming pool area, improving the accommodation services level, and make the rating 
appropriate to the service provided’ (Participant # 5).  
One more participant proposed that the holiday apartment management has to think about the 
importance of some tourist needs as he stated, ‘Holiday apartment management has to 
improve the room service and providing more hygiene to the Muslim tourists’ (Participant # 
6). An additional participant suggested, ‘I suggest renewing the furniture every few years, 
providing hygiene in the toilets, place for worship, and affording Arabic TV channels’ 
(Participant # 9). All the participants who stayed at the holiday apartment explained how these 
needs are important for them as tourists and in addition for the holiday apartment 
management.  
5.9.2 The Middle Eastern Tourists’ Needs from the Hotels’ Management 
The findings of this study reveal the important needs of the Middle Eastern tourist from the 
hotels’ management. For example, one of the participants stated: ‘the hotel services have to be 
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more luxury, providing more games, kids centre for children under 10 years, more facilities 
such as kitchen facilities, providing halal food’ (Participant # 3). Another participant said, 
‘the hotel management has to employ mother tongue employees so that the communications 
with the Middle East tourists will be easier or providing translators to and from Arabic, 
prayer rooms and hygienic environment’ (Participant # 4). One more participant presented 
some suggestions for the hotel management and said, ‘These are some suggestions that I can 
recommend for the hotel management: determining the Qibla direction in the rooms, 
providing more hygiene for the Muslim visitors by providing a way to rinse after using the 
toilet because this is really essential for us and If I will choose between two hotels I will chose 
the one that provides this hygienic requirement, providing more halal restaurants, halal meat 
and all kinds of halal foods, lowering the prices in the Arab restaurants’ (Participant # 7). 
In addition, another participant presented more suggestions for the hotels’ management and 
stated, ‘I suggest building a mosque or at least prayer rooms in Centro Surfers Paradise and 
providing the Muslim visitors by the needed hygiene when using the toilet. I propose 
facilitating the procedures at the check in and making them easier and faster, so why does the 
Arab tourist need to pay a deposit? Paying this amount of money, which is sometimes big, 
may reduce the expenses of the tourist and his purchases from the city’ (Participant # 8). 
Another participant stated, ‘I suggest providing halal food and especially halal meat, and the 
Australian bathrooms lack some hygienic needs’ (Participant # 10). It is obvious that the 
Middle Eastern tourists have special needs to be requested from the Gold Coast 
accommodation. 
5.9.3 The Middle Eastern Tourists’ Needs from the Gold Coast Tourism Council 
Analysis of the interviews uncovered that there are particular needs for the Middle Eastern 
tourist visiting the Gold Coast to be requested from the Gold Coast tourism council. The 
participants explained the importance of these needs. For example, one of them said: ‘The 
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number of the Middle Eastern tourists in the Gold Coast encourages us to come, thus we ask 
the Gold Coast tourism council to encourage the entertainment places and accommodations 
to recruit mother tongue employees because many tourists cannot speak English fluently’ 
(Participant # 1). Moreover, the same participant has more needs and recommendations for 
the Gold Coast tourism council and stated, ‘Save the beautiful nature of the country, the 
Arabic restaurants and employing Arabs because it is the main reason that encourages the 
tourist to visit a foreign country’ (Participant # 1).  
Another participant said ‘Advertising campaigns for the country in the Middle East region, 
press conferences, advertising campaigns on the famous Arab channels because the 
advertisement and the promotion are very important, improving the tourists services by 
making the visits to the entertainment places in form of package for a big or small number of 
visitors, cutting off the prices…’ (Participant # 5). Moreover, the same participant proposed, 
‘They can make July and August a period of sale to encourage the tourists coming during this 
period to buy because this attracts a great number of tourists and instead doing shopping 
from Malaysia or Singapore they will do it in Australia instead; for instance giving 10% off to 
the Middle Eastern tourist when he buys from Australia markets, building a mosque in Surfers 
Paradise area or a temporary prayer room during this period’ (Participant # 5). 
Some other participants identified different needs. For example, participant 6 said: ‘Building 
more mosques or prayer rooms in every shopping centre at least temporary because the 
mosque of the Gold Coast is very far. Transportation is very expensive in Australia so I 
suggest lowering the tickets prices. There are few restaurants; the food is not really good so I 
suggest providing more halal restaurants because this impacts on our visit to the Gold Coast’ 
(Participant # 6). In the same vein another participant suggested, ‘I suggest employing mother 
tongue employees and building mosques, because the mosque is very far or at least providing 
a prayer room in Surfers Paradise. I suggest providing more halal restaurants, especially in 
Surfers Paradise. I think that they need to provide more entertainment places to attract more 
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Middle Eastern tourists’ (Participant # 9). One more participant stated, ‘Providing halal food 
at the shops and restaurants, places for worship in Gold Coast because there is a big number 
of Muslim tourists who come yearly here and who need halal food and prayer rooms. 
Moreover, centres to show the historical and cultural backgrounds of Australia and 
everything related to the country’ (Participant # 3). 
A different participant suggested, ‘Building mosques or prayer rooms in Surfers Paradise 
because it is the major place of Middle East tourists gathering. Welcome them in a very good 
way; avoiding using dogs at the airport to frisk Middle Eastern tourists especially Muslims 
because of religious reasons in addition to the annoying nature of this act, the way customs 
inspectors deal with us is really inappropriate. Allow us to bring our food with us’ 
(Participant # 4). One of the participants said, ‘I think that they can profit more from the 
beach by establishing courts for basketball, volleyball and kids activities. They may also 
provide places for barbeque and separate the swimming area from the entertainment one. I 
can also suggest providing public parks with kids’ playground in Surfers Paradise until late 
so that the families can enjoy more their stay there. I suggest developing the Australian 
aviation so that the tickets’ prices will become lower; I also suggest giving more attention to 
the Islamic food’ (Participant # 7).  
An additional participant suggested, ‘I suggest that they provide mosques, more shops for 
halal food and cutting off the prices because there is a huge difference between the prices at 
the Gold Coast and those in the less inhabited cities; the restaurants meals are very expensive 
and the halal food is more expensive than the ordinary one. Facilitate the procedures in the 
airport and avoid confiscating everything, like the cans brought from other airports, and 
banning frisking children and Muslims by dogs’ (Participant # 8). In addition participant 10 
said, ‘I propose providing Arabic food shops and a mosque in Surfers Paradise. I suggest 
providing halal restaurants and some other entertaining place;. providing tourist guides or 
translators to the Arabic language because this is may influence the choice of the Middle 
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Eastern visitor to the place’ (Participant # 10). It is remarkable from the interviews analysis 
that the Middle Eastern tourist participants visiting the Gold Coast shared the importance of 
their needs towards Gold Coast accommodation services and the facilities in the city.  
Table 5.4 The Middle Eastern Tourists’ Needs 
 
Themes Categories Participant 
support 
Tourist needs from holiday apartment management 
• Increase services and facilities including: add a cafeteria, Arabic 
restaurants,  
P1 
• Services for 24 hours, and recruiting mother tongue employees or 
Arabic interpreters 
P1, P2 
• Place for worship or prayer rooms P2, P5, P9 
• Providing concierge P2 
• Affording Arabic TV channels P5, P9 
• Improving the tourist’s accommodation service level to match the 
accommodation rate and price including: providing soap and towel, 
hairdryer in the swimming pool and providing halal food and 
Reduce the accommodation and services price such as Internet 
P5 
• Improving the room service and providing more hygienic 
requirement 
P6 
• Renew the furniture every few years in the accommodation P9 
Tourist needs from hotel management 
• More luxury, providing kids centre for children under 10 years, 
more facilities such as kitchen 
P3 
• Mother tongue employees or Arabic interpreters P4 
• Place for worship or prayer rooms P4, P8 
• Determine the Qibla direction in the rooms P7 
• Providing more hygienic requirement P4, P7, P8, 
P10 
• Providing halal food and Restaurant P3, P7, P10 
• Facilitate the procedures at check-in P8 
Tourist needs from Gold Coast tourism council 
• Recruiting mother tongue employees 
P1, P8, P9 
• More Arabic – halal restaurants in the city P1, P3, P6, P7, 
P8, P9, P10 
• Save the beautiful nature of the country P1 
• Building mosque or places for worship (prayer rooms) in Surfers 
Paradise and different places such as shopping centres 
P3, P4, P5, P6, 
P8, P9, P10 
• Historical centre P3 
• Avoiding using dogs at the airport P4, P8 
• Allow us to bring our food with us P4 
• Advertising campaigns on the famous Arab channels and Middle 
East region, Making July and August a period of sale 
P5 
• Reduce the transportations price P6 
• Sport and kids activities on beach, places for barbeque on beach, 
providing public parks with kids’ playground in Surfers Paradise.  
P7 
• Developing the Australian aviation so that the tickets prices will 
become lower 
P7 
• Facilitate the procedures in the airport, avoid confiscating everything 
like the cans brought from other airports, Lowering the prices in the 
Arab restaurants in the cit. 
P8 
The Middle 
Eastern Tourist’s 
Needs 
• Other entertaining places in the city P9 
Source: Author 
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5.10 The Relationship Between Cultural Values, Expectations, Perceptions 
and Behavioural Intentions 
 
Analysis of the interviews uncovered that there is a relationship between the Middle Eastern 
tourists’ cultural values, expectations, perceptions and behavioural intentions towards the 
Gold Coast accommodation service quality. The participants shared the importance of the 
cultural values’ impact on their expectations, perceptions and behavioural intentions towards 
accommodation service quality. The following themes and categories were identified from the 
data: cultural values impact on the Middle Eastern tourist’s expectations and perceptions 
towards accommodation service quality, and cultural values impact on the Middle Eastern 
tourist’s behavioural intentions towards accommodation service quality. The following 
section presents these themes and categories. 
5.10.1 The Relationship between Cultural Values and Middle Eastern Tourists’ 
Expectations and Perceptions towards Accommodation Service Quality 
 
The participants agreed that cultural values’ impact on their expectations and perceptions 
towards accommodation service quality; for example, one of the participants showed the 
importance of the profession, education level and social class in shaping his cultural values. 
He stated, ‘I think the most important factors that impact on my expectations and perceptions 
of this accommodation service quality are the profession, education level and social class, 
which all contribute to shape my cultural values’ (Participant # 1). In the same vein, this 
participant proposed, ‘The impact of my cultural values should be big since the more the 
person is educated and has good profession, the more his behaviour, expectations and 
perceptions are civilised, because in our culture that the educated people usually receive 
higher respect from others’ (Participant # 3). An additional participant said, ‘I think that the 
age, the profession, the income level or social class and travel experience are important 
factors may lead my cultural vales impact on my expectations, perceptions and behavioural 
intention’ (Participant # 4). 
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One more participant said, ‘My culture influences on my behaviour and my reaction towards 
services as I carry my cultural values wherever I go because I believe that my life is  
controlled by my cultural values; that is why I think that they may impact on my expectations 
and perceptions of the Gold Coast accommodation service quality level’ (Participant # 8). 
Another participant said, ‘Yes, there is a relationship between my cultural values and my 
expectations and perceptions of the Gold Coast accommodation service quality level since I 
need to spend my holiday at the same level I am used to in my country’ (Participant # 9). 
5.10.2 The Relationship between Cultural Values and Middle Eastern Tourists’ 
Behavioural Intentions towards Accommodation Service Quality 
 
The results suggest that the participants have different behavioural intentions towards 
accommodation service quality; however, they agreed that the cultural values impact on their 
behavioural intentions. For example, participant 1 stated: ‘My behavioural intention is 
impacted by my cultural values; for example, because I am satisfied with the services here I 
will come back again to the same accommodation next time. Moreover, I will tell my friends 
about this accommodation and advice them to book with this accommodation and I will say 
positive word of mouth and thank the accommodation employees and the management’ 
(Participant # 1). 
 Another participant stated, ‘I think that my behavioural intention is impacted by my culture 
values; for example, this time I feel that the service quality is good in this accommodation so I 
will come back to this accommodation next time and I will recommend this accommodation 
for other family members and friends’ (Participant # 2). An additional participant said, ‘My 
cultural values impact on my expectations and perceptions of the Gold Coast accommodation 
service quality, and that will impact on my behavioural intention. This time I expected a high 
level of service quality but I found that service level in this accommodation less than what I 
expected, thus next time I will not come back to the same accommodation, I will switch to 
another one, I will complain that to my travel agent who recommended this hotel for me and 
 233 
say negative word of mouth’ (Participant # 4). One more participant said, ‘ Cultural values 
had a huge impact on my behavioural intention. I am not satisfied with the service level I 
received, so I will advice others not to book in this holiday apartment, I will say negative 
word of mouth.  My income is high and I paid a lot of money for this accommodation because 
it is classified as a five star accommodation and because I thought that I will receive a high 
level of service quality but I received low service quality and I am not happy with that’ 
(Participant # 5). Similarly, participant 6 stated, ‘There is a big gap between what I expected 
and what I have perceived and this had a huge impact on me so that I will advice others not to 
book in this holiday apartments (bad word of mouth) and my culture has a big influence in all 
this’ (Participant # 6).  
Another participant said, ‘I am unhappy with the service quality level we received and we will 
not come back again to this accommodation and next time we will switch to another 
accommodation or may be to a hotel to get full services. We will not recommend this 
accommodation to our friends, because we stay for a long period (20 days) in comparison 
with others and we paid a lot for this accommodation, but unfortunately we do not get what 
we expected. I think the education level, the social class and the profession are important 
factors influencing on the expectations, perceptions and behavioural intention’ (Participant # 
9). In the same vein, participant 3 stated: ‘Next time I will not come back to the same 
accommodation, I will switch to another one, and I will complain that to my travel agent who 
recommended this hotel for me and say negative word of mouth. I think that the age, the 
profession, the income level or social class and travel experience are important factors that 
may lead my cultural values to impact on my expectations, perceptions and behavioural 
intention’ (Participant # 3). One more participant stated, ‘My behavioural intention towards 
the services is impacted by my cultural values; for example, I will advice others to book in 
this hotel. I think that the social class and education level have strong influence on all that’ 
(Participant # 7). Moreover, participant 10 proposed, ‘Definitely my cultural values impact on 
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my behavioural intention as well; for example, I will keep coming to this accommodation, I 
will advise and recommend this accommodation for others’ (Participant # 10). 
5.11. The Middle Eastern Tourists’ Satisfaction or Dissatisfaction towards 
the Gold Coast Accommodation Service Quality 
 
The result of this research revealed the importance of tourist satisfaction towards the 
accommodation service quality. The following themes and categories were identified from the 
data: tourist satisfaction towards the holiday apartments’ service quality and tourist 
satisfaction towards the hotels’ service quality. These sub-themes will be presented in the next 
section. 
5.11.1 The Middle Eastern Tourists’ Satisfaction towards Holiday Apartments’ 
Service Quality 
 
The results showed that three of the five participants who stayed at Gold Coast holiday 
apartments are satisfied with the accommodation service quality. For example, one of the 
participants said: ‘I am totally satisfied about the services’ (Participant # 1). Another 
participant acknowledged, ‘I am happy and satisfied from the accommodation service quality 
level’ (Participant # 2). One more participant said, ‘Generally I am satisfied because we like 
the Gold Coast’ (Participant # 5). Whereas, two of the participants are not satisfied with the 
accommodation service quality. For example, one of them said: ‘I am not satisfied with the 
level of the service quality I received’ (Participant # 6). 
5.11.2 The Middle Eastern Tourists’ Satisfaction towards Hotels’ Service Quality 
Three of five of the participants who stayed at Gold Coast hotels are satisfied. For example, 
participant 3 stated: ‘I am totally satisfied of the service I have received at the Gold Coast’ 
(Participant # 3). In the same vein, another participant said, ‘I am satisfied, because I found 
what I need from the services and facilities at my accommodation and from the Gold Coast 
city’ (Participant # 10). However, two of the participants are dissatisfied with the level of 
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service quality they received in the accommodation. For example, participant 4 said: ‘No, I 
am dissatisfied about the service quality level I received in this hotel’ (Participant # 4). 
Table 5.5 The Relationship between Cultural Values, Expectations, Perceptions and Behavioural 
Intentions 
 
Themes Categories Participant support 
Tourists’ cultural values impact tourist expectations and 
perceptions 
• The  profession 
P1, P3, P4, p9 
• The education level P1, P3, P7, P9 
• Social class P1, P4, P5, P6, P7, P9 
• The age and travel experience P4 
Tourists’ cultural values impact tourist behavioural 
intention 
• Will come back again to the same accommodation 
P1, P2, P10 
• Will recommend this accommodation for my other family 
members’ and friends. 
P1, P2, P3, P10 
• Advice other to book with this accommodation. P1, P7, P10 
• Will say positive word of mouth and thank the 
accommodation employees and the management 
P1 
• Will not come back to the same accommodation P4, P8, P9 
• Switch to another accommodation P4, P5, P8, P9 
• Will complain to my travel agent P4 
• Say negative word of mouth P4, P6 
Tourists’ 
cultural values 
impact on their 
expectations, 
perceptions and 
behavioural 
intention 
• Will not recommend this accommodation for others P5, P6, P9 
Service quality satisfaction P1, P2, P3, P5, P7, P10 Tourists’ 
satisfaction or 
dissatisfaction 
Service quality dissatisfaction P4, P6, P8, P9 
Source: Author 
 
5.12 Summary 
This chapter presented the qualitative results of this thesis. The qualitative study presented an 
in depth understanding of the interrelationship among the constructs of cultural values, service 
quality expectations and perceptions and behavioural intentions, and supported the 
quantitative results. Furthermore, the qualitative study method sought to uncover the realities 
of tourism and accommodation sector service quality on the Gold Coast. Thus, results of the 
content analysis of the qualitative study identify the status of tourism and accommodation 
sector service quality level on the Gold Coast, Australia viewed by the Middle Eastern 
tourists. The qualitative findings proposed that the participant who stayed at Gold Coast 
hotels and holiday apartments is Middle Eastern born, aged between 23 and 48 years, 
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educated with bachelor degree, has a managerial or trader profession, comes mainly from 
United Arab Emirates, Kuwait, Saudi Arabia, Bahrain and Qatar, and comes with family. 
Nine to thirteen nights is the average number of nights stayed at the hotels, while twelve to 
twenty-one nights is the average number of nights stayed at the Gold Coast holiday 
apartments. 
This research data generated eight themes, including: purpose of visit, major destination for 
the Middle Eastern tourist in Australia, factors attracting the Middle Eastern tourist to visit 
Australia, tourist expectations of accommodation service quality, tourist perceptions of 
accommodation service quality, tourist needs, tourists’ cultural values’ impact on their 
expectations, perceptions and behavioural intentions, and tourists’ satisfaction or 
dissatisfaction. 
 
However, based on the findings from the qualitative study on the Gold Coast, it can be 
concluded that the most important factor for the tourism and accommodation sector 
managements on the Gold Coast is to understand the Middle Eastern tourists’ culture and 
particularly their needs, which are part of their culture. The most important needs for the 
Middle Eastern tourists visiting the Gold Coast are: prayer rooms for worship, halal food, 
more hygienic issue, daily cleaning at the holiday apartment, providing Arabic and halal 
restaurants, and recruiting mother tongue employees. Understanding these needs by tourism 
and accommodation managers may contribute to enhancing the Gold Coast accommodation 
service quality in future in order to attract more visitors from the Middle East to Australia and 
particularly to the Gold Coast, which is considered as one of the hottest destination of the 
Middle East tourism market. Finally, the results demonstrate that there is a relationship 
between the Middle Eastern tourists’ cultural values and their expectations, perceptions and 
behavioural intentions towards the Gold Coast accommodation service quality.  
The qualitative research results support the conceptual model and extend and inform the 
quantitative findings and are subsequently discussed in the following chapter.  
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CHAPTER SIX 
INTEGRATION OF DATA AND DISCUSSION 
 
6.1 Objective 
 
The purpose of this chapter is to discuss the findings of the literature review of this thesis and 
the data collected, both quantitative and qualitative. The chapter examines the way in which 
these findings relate to existing literature and how they might contribute to extending the 
theory and knowledge on this topic.   
6.2 Introduction 
 
This chapter discusses the analysis presented in the previous chapter in order to answer the 
research questions that have been raised. The discussion draws together key aspects of the 
relationship between: cultural values, service quality, expectations, perceptions and 
behavioural intentions. For the purposes of answering the research questions, descriptive 
analysis of survey questions was used and bivariate analyses undertaken using parametric 
statistical procedures, including Pearson’s product moment correlation (r) analysis, to explore 
the relationship between the research variables. In addition, multivariate analyses, including 
Hierarchical multiple regression analyses (R2), were performed to determine which of the 
independent variables are useful predictors of the dependent variable. Moreover, for the 
purposes of comparison, the statistics analyses have been split and presented according to the 
type of accommodation preferences of “hotels and holiday apartments”.  
This research used data collected from a questionnaire given to the Middle Eastern tourists 
visiting the Gold Coast, Australia. A qualitative study using an interview methodology was 
 238 
undertaken to confirm the quantitative findings and to investigate the strength of associations 
between the research variables. The research questions in this thesis are as follows: ‘To what 
extent do cultural values impact on the expectations, perceptions and behavioural intentions of 
the Middle Eastern tourist in relation to accommodation service quality level at the Gold 
Coast, Australia?’, ‘To what extent do service quality expectations and perceptions impact on 
the behavioural intentions of the Middle Eastern tourist in relation to accommodation service 
quality level at the Gold Coast, Australia?’, and ‘To what extent are gender, age, education 
level, profession, country of origin and cultural values (self-direction, stimulation, hedonism, 
achievement, power, security, tradition, conformity, benevolence, universalism-nature, 
universalism-social concern) predictive of each factor of expectations, perceptions and 
behavioural intentions among the Middle Eastern tourist?’. For the purposes of answering 
these research questions, this chapter presents and addresses the results of the data analysis 
from the mixed methodology used in this research. The discussion in this chapter seeks to 
answer the research questions and test the research hypotheses. Thus, the chapter is structured 
into sections corresponding to the major concepts and themes of the thesis; and within these 
sections the hypotheses is discussed. 
6.3 An Overview of the Middle Eastern Tourists’ Profile and their Choice to Stay at 
Gold Coast Hotels and Holiday Apartments 
 
The results detailed in this thesis suggest that the typical Middle Eastern tourist who stays at 
Gold Coast hotels and holiday apartments is a professional aged between 20 and 49 years and 
holds a Bachelor’s degree. Middle Eastern tourists visiting the Gold Coast, comes mainly 
from the UAE, Kuwait, Saudi Arabia, Bahrain, Oman and Qatar and resides in their country 
of birth. These outcomes are consistent with the findings of Mercer (2007) and Tourism 
Australia (2007a) that the majority of Middle Eastern tourists come from the Gulf countries 
(most from the UAE). This result is supported by the current qualitative results, which reveal 
that the main number of the Middle Eastern tourists visiting Australia, and particularly the 
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Gold Coast, come from the Gulf countries and especially UAE. However, quantitative 
analysis revealed that there is a significant relationship between the Middle Eastern tourist’s 
choice of a particular type of Gold Coast accommodation and their occupation, country of 
birth and residence, while there is no significant relationship between the Middle Eastern 
tourist’s age and education level and their choice of particular type of accommodation. These 
results are supported by the current qualitative results, which show that the occupation and 
country of origin of Middle Eastern tourists influence their accommodation choices. 
The results of the chi-square test reveal that there is a significant relationship between the 
average family size of Middle Eastern tourists and their preference of a particular type of 
accommodation hotel or holiday apartment. The findings show that the average size of Middle 
Eastern families staying at hotels is four, including two adults and two children; while the 
average size of families who stay at holiday apartments is five, including two adults and three 
children, or six (two adults and four children). These outcomes support the findings of Mick 
(2007) who stated that tourists from the Middle East and especially from the Gulf countries 
prefer staying in apartments, of which the Gold Coast has plenty to offer, because they visit as 
families. Current qualitative results confirm that Middle Eastern tourists who have a big 
family prefer to stay in holiday apartments rather than hotels, because the size and the privacy 
of the apartments make them more suitable and comfortable. The Middle Eastern tourist relies 
on travel agents and friends for their knowledge about the Gold Coast. The findings of the 
chi-square reveal that there is a significant relationship between the way the Middle Eastern 
tourist learns about the Gold Coast and their choice of a particular type of the Gold Coast 
accommodation. 
Additionally, eight to fourteen nights is the average number of nights of accommodation at 
Gold Coast hotels, while fifteen to twenty-one nights is the average length of stay at Gold 
Coast holiday apartments. These results are consistent with the findings of Tourism Australia 
(2007a), which claimed that the average stay of the Middle Eastern tourists is 23 nights. They 
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are supported by the findings of the chi-square, which reveal that there is a significant 
relationship between the number of nights Middle Eastern tourists stay at the Gold Coast and 
their choice of a particular type of accommodation. Furthermore, the qualitative results 
indicate that Middle Eastern tourists who stay for a longer time prefer to stay at holiday 
apartments, while tourists who stay for less time prefer hotels. The qualitative results reveal 
that the reason Middle Eastern tourists stay for longer and prefer to stay at holiday apartments 
rather than hotels is that holiday apartments are cheaper than hotels, especially if the tourists 
are a big family. Staying in apartments allows to them to cook by themselves, which is not 
possible at most hotels. This result was confirmed by O’Mahoney and Hall (2007a), who 
proposed in their study that food consumption and purchasing behaviour are influenced by 
cultural background. Thus, the fact that Middle Eastern tourists prefer to cook for themselves 
is a part of their culture.  
The main purpose of Middle Eastern people’s visits to Australia is tourism, and the main 
destination for the majority of them is the Gold Coast, followed by Sydney and Melbourne. 
This outcome is consistent with the findings of Tourism Australia (2006), Mercer (2007) and 
Mick (2007). They stated that the main destination in Australia for Middle Eastern tourist 
arrivals is the northern Australian state of Queensland, and specifically the Gold Coast. The 
Gold Coast city is considered as a primary destination for arrivals from the Middle East. 
Sydney is the second destination then Melbourne, where they stop for one or two days, while 
the majority of time is spent in the Gold Coast. Moreover, the qualitative results show that the 
months of July and August are the main period during which the Middle Eastern tourists 
come to Australia. This outcome is consistent with the findings of  Varghese (2009), who 
stated that the peak time for tourist arrivals from the Middle East is in July and August, 
because they escape from the heat of their homeland. 
It can be concluded that there is a significant relationship between Middle Eastern tourists' 
choice of a particular type of Gold Coast accommodation and the following: their occupation, 
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country of birth and residence, average family size, the way they learnt about the Gold Coast, 
and their length of stay. On the other hand, there is no significant relationship between the 
Middle Eastern tourist’s choice of a particular type of accommodation and his or her gender, 
age and education level.  
6.4 An Overview of the Middle Eastern Tourists’ Cultural Values, Expectations, 
Perceptions and Behavioural Intentions towards Gold Coast Hotels and Holiday 
Apartments 
 
To meet the objectives and the research question of this study, the respondents were asked to 
identify their most and least important cultural values, expectations and perceptions to find 
the gap between them. In addition, they were asked about their behavioural intentions. 
Furthermore, the correlation between these four concepts were analysed to answer the 
research questions and to provide useful managerial and marketing implications to tourism 
managers and hoteliers who provide accommodation services to international tourists such as 
Middle Eastern tourists. Moreover, to obtain more rich information, the data were analysed 
according to the respondents’ preference of a particular type of accommodation, which shows 
the differences and similarities between the Middle Eastern tourists who stayed at hotels and 
those who stayed at holiday apartments.  
As a result, this research obtained valuable information that may contribute to understanding 
how to more effectively deliver accommodation service quality in order to meet tourists’ 
expectations and needs, especially those of the Middle Eastern tourists. The results suggest 
that the Middle Eastern tourists who contributed to this thesis emphasised the importance of 
the relationship between their cultural values and their expectations, perceptions and 
behavioural intentions as tourists visiting any Western country and particularly the Gold 
Coast, Australia.  
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6.4.1 The Middle Eastern Tourists’ Cultural Values 
This thesis applied the Schwartz’s Value Best-Worst Survey (SVBWS) (Lee, Soutar & 
Louviere 2005, 2008). To measure Schwartz’s values (1992, 1994), eleven value types are 
used, which are: self-direction, stimulation, hedonism, achievement, power, security, 
tradition, conformity, benevolence, universalism-nature and universalism-social concern.   
The thesis results demonstrate that the most important cultural values for the Middle Eastern 
tourists who stayed at Gold Coast hotels and holiday apartments are: universalism-social 
concern, tradition, conformity, security and benevolence. These research results are consistent 
with previous studies such as: Schwartz (1992, 1994; 1999; Schwartz 2003), Schwartz & 
Bardi (2001), Schwartz & Ros (1995), and Schwartz & Sagiv (1995) who proposed that 
Middle Eastern people are conservative people who like to share the way of life of other 
members of their society. According to Schwartz (1994) conservatism is a value type that 
emphasises the maintenance of traditional values. Moreover, Askary, Pounder and Yazdifar 
(2008a), Hofstede (1980, 1984, 1991, 2001), Terlutter, Diehl and Mueller (2006), Triandis 
(2001), Triandis et al. (1988), and Triandis and Suh (2002) proposed that the Middle Eastern 
people belong to a collectivist culture, which may explain why the Middle Eastern tourists 
consider that universalism-social concern, tradition, conformity, security and benevolence are 
the most important cultural values in their lives.  
On the other hand, the results demonstrate that the cultural values of power, hedonism, 
stimulation, universalism-nature, achievement and self-direction are considered as the least 
important values for the Middle Eastern tourists. This results support previous literature such 
as Askary, et al. (2008a), Hofstede (1980, 1984, 1986, 1991), Schwartz (1992, 1994; 
Schwartz 1999), Triandis (1999, 2000), and Triandis & Suh (2002), who proposed that the 
Middle Eastern people have low individualism, which is the reason why these cultural values 
are the least important values for them. The literature proposes that Middle Eastern people 
have a large power distance (Askary, et al., (2008a), Hofstede (1980, 1991, 2001), Schwartz 
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(1994, 1999, 2003), yet the thesis quantitative results, which are supported by the qualitative 
results, oppose the literature and show that the power distance is considered the least 
important value for the Middle Eastern tourists in their lives. This result may indicate that the 
Middle Eastern tourists, who travel abroad, may hold different values from those people who 
do not travel outside their homeland, or they may disagree on which values influence their 
lives.  
The current results of an independent t-test indicate that there are significant differences in 
three of the Middle Eastern tourists’ cultural values, of tradition, hedonism, and universalism-
nature, which appear to be an influence on their choice of a particular type of accommodation. 
This outcome may indicate that the Middle Eastern tourists come from a strong culture, they 
have the same cultural values and they are different in only three of eleven of their cultural 
values. Two of three values, hedonism, and universalism-nature, are classified by the Middle 
Eastern tourists as least important values in their lives, while only one value is considered as 
their most important value. Thus, this research argues that these differences between the 
Middle Eastern tourists may have an influence on their choice of a particular type of 
accommodation.    
6.4.2 The Middle Eastern Tourists’ Service Quality Expectations and Perceptions 
This study applied the SERVQUAL scale (Parasurman, Zeithmal & Berry, 1985, 1988), and 
used a modified items scale by Mey Lau, Akbar and Gun Fie (2005 and 2006) to measure the 
Middle Eastern tourists’ expectations and perceptions towards Gold Coast accommodation 
service quality. The Middle Eastern tourists’ expectations and perceptions were measured by 
five factors: reliability, responsiveness, assurance, empathy and tangibility towards Gold 
Coast accommodation service quality. Analyses of service quality expectations and 
perceptions are presented by comparing the data from hotels’ and holiday apartments’ 
respondents.  
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Findings from this thesis propose that the Middle Eastern tourists’ expectations are higher 
than their perceptions towards accommodation service quality level, which caused a 
significant negative gap. Thus, tourists’ perceptions did not meet their expectations towards 
Gold Coast hotels’ and holiday apartments’ service quality level. These outcomes are 
consistent with the findings of Mey, Akbar and Fie (2006) who conducted their research on 
the hotels sector in Malaysia and studied the expectations and perceptions of the hotel guests 
and made comparison between Malaysian hotel guests, hotel guests from other Asian 
countries and non-Asian hotel guests. They found that the hotel guests’ perceptions of service 
quality were lower their expectations.  
Moreover, the findings of Mey, et al. (2005) support the current research results. Furthermore, 
the findings from the current qualitative research are consistent and confirm that the 
perception of the Middle Eastern tourists did not meet their expectations, because they believe 
that the service quality level in the Western countries’ hotels must be high and because they 
believe that they pay a lot of money for the accommodation and they have to receive a high 
level of service quality. Hence, the Middle Eastern tourists’ gap between their expectations 
and perceptions suggests that more efforts should be put in by the hotels’ and holiday 
apartments’ managers to improve the service quality level of the tourism and hotel industry in 
the Gold Coast. 
Moreover, the results show that the highest gap between the Middle Eastern tourists’ 
expectations and perceptions was the tangibility factor. This indicates that those tourists who 
come from the Middle Eastern region pay more attention to the accommodation physical 
facilities and equipment. This result supports earlier findings by Tsaur, Lin and Wu (2005) 
who suggested that Asian tourists focus more on the accommodation’s physical facilities and 
equipment. This result is explained and confirmed by the thesis qualitative findings, which 
show that Middle East tourists have particular needs derived from their cultural values, 
including ‘praying five times per day, eating halal food, care more about the hygienic issues’, 
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which is all related to the physical facilities and equipment, which explain why these people 
care about the physical facilities.  
Therefore, the gap between their expectations and perceptions is large, thereby indicating that 
the Gold Coast tourism and accommodation sectors are lacking these facilities, which causes 
this large gap in service quality. Thus, the tourism and accommodation managers ought to pay 
more attention and care to the ‘tangibility’ factor, in terms of reducing the gap between the 
tourists’ expectations and perceptions, which may contribute to attracting more Middle 
Eastern tourists.      
In conducting an independent t-test of expectations and perceptions in this thesis, the findings 
propose that the Middle Eastern tourists who stayed at hotels and holiday apartments have 
significant differences in their expectations and perceptions towards service quality level, 
which appear to be an influence on the choice of a particular type of accommodation. These 
outcomes are in line with the findings of Mey, et al. (2005) who demonstrated that tourists 
who stayed at Malaysian four- and five-star hotels have a significant difference in their 
expectations, perceptions and overall satisfaction towards the accommodation service quality. 
The thesis qualitative data results indicate that the Middle Eastern tourists who stayed at 
hotels and holiday apartments are different in their expectations and perceptions towards the 
accommodation service quality, which confirmed the results of the t-test. Thus, the hotels’ 
and holiday apartments’ managers have to understand that there are different needs for the 
tourists who prefer to stay at hotels from those who prefer to stay at holiday apartments, 
which influence their expectations and perceptions. For example, the tourists who prefer to 
stay at hotels look for more facilities to be available in their accommodation such as internet, 
business centre and restaurants, while the tourists who prefer to stay at the holiday apartments 
look for a comfortable place, more privacy, more space in ‘the room size’, cooking facilities 
and more luxurious accommodation. One may conclude that the difference between these 
Middle Eastern tourists’ preferences appears to influence their choice of accommodation.    
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6.4.3 The Middle Eastern Tourists’ Behavioural Intentions 
To measure the Middle Eastern tourists’ behavioural intentions towards Gold Coast 
accommodation hotels and holiday apartment service quality, the Zeithaml, Berry and 
Parasuraman (1996) scale was undertaken, which included the five dimensions of behavioural 
intentions: loyalty, switch, pay more, external response and internal response. Analyses of 
behavioural intentions are presented by comparing the data from hotels’ and holiday 
apartments’ accommodation. The findings of this thesis reveal that the Middle Eastern 
tourists’ behavioural intention of loyalty dimension was the most important for both hotels’ 
and holiday apartments’ tourists. This outcome is consistent with the finding of Tsaur, Lin 
and Wu (2005) who demonstrated that the loyalty dimension is the most important dimension 
in the positive behavioural intentions for the tourists from Asia, English heritage and Europe. 
These results are supported by the findings of Alen Gonzalez et al. (2001a), Comesana and 
Fraiz Brea (2007), and Hutchinson, Lai and Wang (2009), who proposed that the behavioural 
intention of loyalty is important for the tourist. The current qualitative results are consistent 
with the literature and support the quantitative results.  
However, the behavioural intentions of the internal response dimension were the least 
important for both the tourists who stayed at hotels and those who stayed at holiday 
apartments. This outcome is inconsistent with the literature, which can indicate that the 
Middle Eastern tourists visiting Australia and particularly the Gold Coast do not like to 
complain to the accommodation staff when experiencing a problem with the service quality. 
This can indicate that the Middle Eastern tourists who do not complain about the low service 
qualities may be dissatisfied with the accommodation service quality even if they do not 
complain. Thus the hotels’ and holiday apartments’ managers must be aware of this fact. 
Furthermore, results of the independent t-test of behavioural intentions reveal that the Middle 
Eastern tourists who stayed at Gold Coast hotels and holiday apartments have significant 
differences in their behavioural intentions towards the accommodation service quality, which 
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appears to be an influence on the choice of a particular type of accommodation. This outcome 
is consistent with the findings of Tsaur et al. (2005), which revealed that there is a significant 
difference between the Asian, English and European tourists’ behavioural intentions. In 
addition, these results are confirmed by the current qualitative findings, which show that the 
Middle Eastern tourists differ in their behavioural intentions towards the accommodation 
service quality level and this affects their choice of accommodation.      
In sum, the Middle Eastern tourists who stayed at hotels and holiday apartments agreed about 
the most and least important cultural values in their lives and their impacts on their 
expectations, perceptions and behavioural intentions towards the accommodation service 
quality level. However, both have different level of expectations, perceptions and behavioural 
intentions towards service quality level. Theses outcomes are supported by the current 
qualitative results and the literature review.  
6.5 The Relationship Between Cultural Values, Expectations, Perceptions and 
Behavioural Intentions 
 
The relationship between culture values and its influence on customer expectation and 
perception of service quality has received increasing attention (Tsoukatos & Rand 2007a; 
Wang, Vela & Tyler 2008a). A number of recent studies examined the relationship between 
culture and service quality, such as: Pizam & Fleischer (2005), Phillips (2005), Evangelos and 
Graham (2007b), Tsoukatos and Rand (2007b), Reimann, Lunemann and Chase (2008d), and 
Wang et al. (2008b). These authors confirmed that the expectation and perception of service 
quality is different among cultural groups. Therefore, cultural values have been observed as a 
determinant of perceived service quality (Tsoukatos & Rand 2007b). 
6.5.1 The Relationship between Cultural Values and Service Quality Expectations 
To address the first main and set of hypotheses H1:  
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H1: There is a positive relationship between cultural value and service quality 
expectations. 
H1a: There is a positive relationship between cultural value of self-direction and service 
quality expectations (confirmed). 
H1b: There is a positive relationship between cultural value of stimulation and service quality 
expectations (confirmed). 
H1c: There is a positive relationship between cultural value of tradition and service quality 
expectations (confirmed). 
H1d: There is a positive relationship between cultural value of power and service quality 
expectations (not confirmed). 
H1e: There is a positive relationship between cultural value of benevolence and service 
quality expectations (confirmed). 
H1f: There is a positive relationship between cultural value of conformity and service quality 
expectations (not confirmed). 
H1g: There is a positive relationship between cultural value of hedonism and service quality 
expectations (confirmed). 
H1h: There is a positive relationship between cultural value of security and service quality 
expectations (not confirmed). 
H1i: There is a positive relationship between cultural value of universalism-social and service 
quality expectations (not confirmed). 
H1j: There is a positive relationship between cultural value of universalism-nature and service 
quality expectations (not confirmed). 
H1k: There is a positive relationship between cultural value of achievement and service 
quality expectations (not confirmed). 
 
The outcomes of this research reveal that there is a significant relationship between the 
cultural values of the Middle Eastern tourists who stayed at hotels and their expectations 
towards the accommodation service quality level. Thus results demonstrate that there is a 
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significant positive relationship between the Middle Eastern tourists’ cultural value of self-
direction and their service quality expectations of assurance. This outcome supports earlier 
findings by Furrer, Liu and Sudharshan (2000a), Liu, et al. (2001a), Tsaur et al. (2005), and  
Tsoukatos and Rand (2007a). They proposed that customers who are looking for the 
creativity, curiosity and freedom expect to receive high service quality, and expect that the 
service provider will show understanding to their needs, will deliver what they promised, and 
will engender trust and confidence in the tourists and care about them efficiently.  
Furthermore, results show that there is a significant positive relationship between the Middle 
Eastern tourists’ cultural value of stimulation and their service quality expectation of 
reliability. The tourists who look for daring and a varied and exciting life have high 
expectations towards hotels’ service quality level and they expect that the hotels’ management 
will deliver what they promised. These findings are consistent with the findings of Furrer, Liu 
and Sudharshan (2000a) and Liu et al. (2001a). Furthermore, results show that there is a 
significant positive relationship between the Middle Eastern tourists’ cultural value of 
stimulation and their service quality expectation of empathy. These findings are inconsistent 
with the findings of Furrer, Liu and Sudharshan (2000a), Liu et al. (2001a), Tsaur et al. 
(2005), and Tsoukatos and Rand (2007a) who proposed that customers who are looking for 
daring and a varied and exciting life have low expectations that the hotel managements will 
understand their customer needs. 
Moreover, the results revealed that the tourists who belong to the cultural values of tradition 
have positive service quality expectations of reliability, responsiveness, assurance and 
tangibility. This result is inconsistent with the findings of Liu, et al. (2001a), Tsaur et al. 
(2005), and Tsoukatos and Rand (2007a) who demonstrated that the people who belong to the 
tradition (collectivism) culture have less expectation than the people who belong to self-
direction and stimulation (individualism) culture. This thesis’s results show that tourists who 
belong to cultural values of self-direction, stimulation and tradition have high expectations 
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towards the hotels’ service quality, which are supported by the current qualitative results, 
which confirm that the Middle Eastern tourists who are similar or different in their cultural 
values have the same high expectations towards accommodation service quality.  
However, there is a significant negative relationship between the cultural value of 
achievement of the Middle Eastern tourists who stayed at hotels and the service quality 
expectations of responsiveness. These results are consistent with the findings of Liu, et al. 
(2001a), Tsaur et al. (2005), and Tsoukatos and Rand (2007a), who proposed that the 
customers who are successful, capable and ambitious have low service quality expectations of 
responsiveness. This result indicates that the Middle Eastern tourists who have a culture value 
of achievement have negative expectations towards hotel staff and they expect that the hotel 
staff will not give prompt service to them, will not be ready to respond to their request and the 
staff will not always be willing to help them. Furthermore, there is a significant negative 
relationship between their cultural value of achievement and service quality expectations of 
tangibility, which is consistent with the previous findings of Kueh and Voon (2007) who 
proposed that there is a significant negative relationship between people who are successful, 
capable and ambitious and their service quality expectations of tangibility.  
The current results indicate that the Middle Eastern tourists who consider the cultural value of 
achievement one of the least important value in their lives have negative expectations of 
tangibility towards the hotels’ service quality level, which means that they have low 
expectations towards the hotels’ physical facilities and equipment at the Gold Coast. 
Furthermore, results reveal that there is a significant negative relationship between tourists’ 
cultural values of conformity and their service quality expectations of reliability and empathy. 
This outcome is in line with the findings of Tsoukatos and Rand (2007a), who found that 
customers who believe that the politeness, honouring parents and elders and obedient values 
are important in their lives have low expectations of the ability of a company to deliver to the 
customers what they promised and believe that this company cannot understand the 
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customer’s needs. The current qualitative findings support the quantitative results and the 
literature. The qualitative results show that the Middle Eastern tourists are not expecting that 
hotel management will provide for all their needs, such as: halal food, prayer room and more 
specific hygienic needs.   
Results show that there is a significant positive relationship between the stimulation cultural 
value of the Middle Eastern tourists who stayed at holiday apartments and the service quality 
expectation of reliability and responsiveness. The tourists who are looking for daring and a 
varied and an exciting life have high expectations towards the hotels’ service quality level. 
They expect that the hotels’ management will deliver what they promise and that the 
management have the willingness to present a prompt services to their customers. These 
findings are consistent with the findings of Furrer, Liu and Sudharshan (2000a) and Liu et al. 
(2001a) who proposed that there is a significant positive relationship between the customers 
who have cultural values of daring and a varied and exciting life, and their expectations 
towards service quality level. 
Findings indicate that there is a significant positive relationship between the Middle Eastern 
tourists’ cultural value of power and the service quality expectations dimensions of reliability, 
responsiveness, assurance, empathy and tangibility. These outcomes are inconsistent with the 
previous findings of Kueh and Voon (2007), who proposed that there is a significant negative 
relationship between the cultural values of power and the service quality expectations of  
reliability, responsiveness, assurance, empathy and tangibility. The difference between the 
current thesis’s results and the previous study is that the sample of the current thesis is the 
Middle Eastern tourists who belong to the large power distance culture, while the study of 
Kueh and Voon (2007) used Asian youths who are likely to be lower in power distance. The 
current qualitative results support this thesis’s quantitative finding and confirm that the 
Middle Eastern tourists who belong to large power distance have high expectations towards 
hotels’ service quality level.                               
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On the other hand, the Middle Eastern tourists who stayed at holiday apartments were found 
to have a significant negative relationship between their cultural value of conformity and their 
service quality expectations of reliability, responsiveness, empathy and tangibility. The results 
show that the Middle Eastern tourists carrying cultural values such as politeness, obedience, 
and honouring parents and elders have negative expectations towards the holiday apartments’ 
service quality level. These findings are inconsistent with the findings of Kueh and Voon 
(2007) and Tsoukatos and Rand (2007a), who found that there is no relationship between the 
customer carrying values such as politeness, honouring parents and elders and obedience and 
their expectations towards service quality level. However, the current qualitative results 
support the quantitative results and confirm that the tourists carrying the cultural value of 
conformity have negative expectations towards the accommodation service quality level.   
In the meantime, the results revealed that there is no significant relationship between the 
cultural values of hedonism, security, benevolence, universalism-nature and universalism-
social concern of Middle Eastern tourists who stayed at hotels and at holiday apartments and 
service quality expectations dimensions including reliability, responsiveness, assurance, 
empathy and tangibility. These outcomes are inconsistent with the findings of Liu et al. 
(2001a), Tsaur et al. (2005), and Tsoukatos and Rand (2007a), who demonstrated that there is 
a relationship between these cultural values and the service quality expectations of reliability, 
responsiveness, assurance, empathy and tangibility. It can be concluded that the values of 
hedonism and universalism-nature are classified as least important values for the Middle 
Eastern tourists, which may explain why there is no relationship between these cultural values 
and tourists’ expectations.  
However, the values of security, benevolence, and universalism-social concern are classified 
as the most important cultural values for the Middle Eastern tourist. Thus, the tourists 
carrying these values are interested more in equality, world peace, social justice, cleanness, 
social security, social order and being helpful, honest, forgiving in their lives rather than the 
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level of service quality they receive at the hotels when they travel abroad. Thus, this finding 
indicates that not all the Middle Eastern tourists are looking for high service quality.  
6.5.2 The Relationship between the Cultural Values and the Service Quality 
Perception 
 
To address the second main and set of hypotheses H2:  
H2: There is a positive relationship between cultural value and service quality 
perceptions. 
H2a: There is a positive relationship between cultural value of self-direction and service 
quality perceptions (not confirmed). 
H2b: There is a positive relationship between cultural value of stimulation and service quality 
perceptions (not confirmed). 
H2c: There is a positive relationship between cultural value of tradition and service quality 
perceptions (not confirmed). 
H2d: There is a positive relationship between cultural value of power and service quality 
perceptions (confirmed). 
H2e: There is a positive relationship between cultural value of benevolence and service 
quality perceptions (confirmed). 
H2f: There is a positive relationship between cultural value of conformity and service quality 
perceptions (not confirmed). 
H2g: There is a positive relationship between cultural value of hedonism and service quality 
perceptions (confirmed). 
H2h: There is a positive relationship between cultural value of security and service quality 
perceptions (not confirmed). 
H2i: There is a positive relationship between cultural value of universalism-social and service 
quality perceptions (confirmed). 
H2j: There is a positive relationship between cultural value of universalism-nature and service 
quality perceptions (not confirmed). 
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H2k: There is a positive relationship between cultural value of achievement and service 
quality perceptions (not confirmed). 
 
The current results reveal that there is a significant positive relationship between the cultural 
values of achievement, power, tradition and benevolence of the Middle Eastern tourists who 
stayed at hotels and the service quality perception of reliability and assurance. These findings 
are not in agreement with the findings of Furrer, Liu and Sudharshan (2000a) and Liu, et al. 
(2001a), who found that there is a negative relationship between customers carrying these 
values and their perceptions towards the service quality level. On the other hand there is a 
significant negative relationship between the cultural values of stimulation and universalism-
concern of the Middle Eastern tourists who stayed at hotels and the service quality perception 
of reliability. These findings are inconsistent with the earlier findings of Furrer, Liu and 
Sudharshan (2000a), Liu et al. (2001a), Tsaur et al. (2005), and Tsoukatos and Rand (2007a), 
who proposed that customers carrying these values have positive perception towards the 
service quality level. Moreover, the results indicate that there is a significant negative 
relationship between cultural value of security and universalism-nature and the service quality 
perception of reliability, responsiveness, tangibility and assurance. This outcome is consistent 
with the findings of Tsang and Ap (2007) who concluded that the Asian tourists who belong 
to these cultural values have a negative perception towards service quality level.   
In contrast, results demonstrated that there is a significant positive relationship between the 
cultural values of achievement and power of the Middle Eastern tourists who stayed at 
holiday apartments and service quality perception of reliability and empathy. This result 
indicates that the Middle Eastern tourists who stayed at hotels and holiday apartments and 
have a cultural value such as success, capability, ambition, social power, authority and wealth 
are similar in their positive perceptions towards the accommodation service quality level. 
These results are inconsistent with the findings of Furrer, Liu and Sudharshan (2000a) and 
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Tsoukatos and Rand (2007a), who proposed that there is a significant negative relationship 
between these values and the perception of reliability.  Indeed, these tourists always believe 
that they have to get a high level of service quality; that’s why when they receive a high level 
of service quality they think that this is what they deserve because they pay a lot of money, as 
confirmed by the current qualitative findings.  
Furthermore, the current results propose that there is a significant negative relationship 
between the cultural value of universalism-nature of the Middle Eastern tourists who stayed at 
hotels and the service quality perception of reliability and empathy. This outcome is 
consistent with the findings of Tsang and Ap (2007). Indeed, these results indicate that the 
tourists who stayed at holiday apartments pay more attention for getting individualised 
attention and more understanding of their needs from the accommodation stuff and 
management; while the tourists who stayed at hotels care more about the physical facilities 
and equipment. The current qualitative findings supports these results and shows that the 
tourists who stayed at hotels were looking for more physical facilities and equipment at their 
accommodation from the tourists who stayed at holiday apartments. In the meantime, results 
reveal that the Middle Eastern tourists who stayed at hotels and holiday apartments are similar 
in their culture and there is no significant relationship between their cultural values of self-
direction, hedonism, and conformity and their service quality perceptions of reliability, 
responsiveness, assurance, empathy and tangibility. This outcome supported the findings of 
Tsoukatos and Rand (2007a). 
6.5.3 The Relationship between Cultural Values and Behavioural Intentions 
To address the third main and set of hypotheses H3: 
H3: There is a positive relationship between cultural value and behavioural intentions. 
H3a: There is a positive relationship between cultural value of self-direction and behavioural 
intentions (not confirmed). 
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H3b: There is a positive relationship between cultural value of stimulation and behavioural 
intentions (not confirmed). 
H3c: There is a positive relationship between cultural value of tradition and behavioural 
intentions (not confirmed). 
H3d: There is a positive relationship between cultural value of power and behavioural 
intentions (confirmed). 
H3e: There is a positive relationship between cultural value of benevolence and behavioural 
intentions (not confirmed). 
H3f: There is a positive relationship between cultural value of conformity and behavioural 
intentions (confirmed). 
H3g: There is a positive relationship between cultural value of hedonism and behavioural 
intentions (not confirmed). 
H3h: There is a positive relationship between cultural value of security and behavioural 
intention (confirmed). 
H3i: There is a positive relationship between cultural value of universalism-social and 
behavioural intentions (not confirmed). 
H3j: There is a positive relationship between cultural value of universalism-nature and 
behavioural intentions (not confirmed). 
H3k: There is a positive relationship between cultural value of achievement and behavioural 
intentions (confirmed). 
 
According to Ng, Lee and Soutar (2007b) tourists’ behaviour may be affected by their cultural 
values. Tsaur et al.(2005) proposed that tourists’ cultural values influence their behaviours 
and intentions.  
The findings of this thesis reveal that there is a significant positive relationship between the 
cultural value of achievement and conformity of the tourists who stayed at hotels and their 
behavioural intention of switch. The Middle Eastern tourists who have the cultural value of 
success, capability and ambition have high intention to switch from their accommodation to 
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another if they perceive a negative service quality. This outcome is consistent with the 
findings of Crotts and Erdmann (2000a) and Tsaur et al. (2005), who proposed that the 
tourists who show strong switch attitudes if they perceive a negative service quality were 
found to belong to a more masculine cultural background.  
The results indicate that there is a significant positive relationship between Middle Eastern 
tourists’ cultural value of security and their behavioural intention of internal response, 
including complaining to the accommodation employees if they experience a problem with 
the service quality. This means that the Middle Eastern tourists pay less attention to complain 
even if they perceive a negative service quality. Thus, the hotel managers have to deal 
carefully with the Middle Eastern tourists to meet their positive perception. The qualitative 
results indicate that the Middle Eastern tourists pay less attention to complain even if they 
receive low service quality. This result is inconsistent with the findings of Liu, et al. (2001a) 
and Tsaur et al. (2005), who proposed that the Asian tourists who carry this culture pay more 
attention to the external response including switch to the competitors and complain to other 
tourists if they experience a problem with the service quality. 
Furthermore, there is a significant negative relationship between the self-direction cultural 
value of the Middle Eastern tourists who stayed at hotels and their behavioural intention of 
internal response. This outcome is inconsistent with the findings of Crotts and Erdmann 
(2000a) and Tsaur et al. (2005), who proposed that tourists who belong to the Asian culture 
tend not to complain even if they receive poor service quality. However, the current 
qualitative results support the quantitative findings and reveal that the Middle Eastern tourists 
who experience a problem with the accommodation service quality may complain to the 
accommodation staff. In the meantime, results reveal that there is no significant relationship 
between the cultural values of stimulation, hedonism, power, tradition, benevolence, 
universalism-nature and universalism-social of the Middle Eastern tourists who stayed at 
hotels and the behavioural intentions dimensions, including loyalty, switch and pay more, 
 258 
external response and internal response. This outcome is inconsistent with the results of  
Crotts and Erdmann (2000a), Liu et al. (2001a), and Tsaur et al. (2005).  
However, there is a significant positive relationship between the cultural values of hedonism 
and achievement of the tourists who stayed at holiday apartments and their behavioural 
intention of loyalty. This result is inconsistent with the findings of Liu, et al. (2001a) who 
revealed that there is no significant relationship between loyalty and all cultural values. The 
current qualitative results propose that the Middle Eastern tourists visiting Australia and 
particularly the Gold Coast have high loyalty towards the accommodation if they perceive a 
positive service quality. Thus, the holiday apartments’ managers may need to pay more 
attention to the Middle Eastern tourists in order to match their positive perception. Moreover, 
the current quantitative results propose that there is a significant positive relationship between 
the Middle Eastern tourists’ cultural values of security and universalism-social concern and 
their behavioural intention of pay more. This result is inconsistent with the findings of Crotts 
and Erdmann (2000a) and Tsaur et al. (2005), who proposed that the Asian tourists have less 
willingness to pay more than other tourists from different cultures. The qualitative outcomes 
confirm that the Middle Eastern tourists who have positive perceptions towards the holiday 
apartments’ service quality are more willing to pay for the accommodation benefits they 
receive than other accommodation charges and they repeat the visit to the same 
accommodation even if its prices increase somewhat. This outcome shows that Middle 
Eastern tourists are different from other tourists who come from other Asian countries and the 
accommodation providers have to understand the Middle Eastern tourists’ culture in order to 
gain more success in attracting them to do more business with their accommodation.  
Furthermore, there is a significant positive relationship between the Middle Eastern tourists’ 
cultural value of conformity and their behavioural intention of switch. This result shows that 
the Middle Eastern tourists who stayed at hotels and holiday apartments were similar in their 
behavioural intention to switch. However, tourists who stayed at holiday apartments and have 
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values of politeness, obedience, and honouring parents and elders have less willingness to 
switch, even if they experience a problem with the accommodation service quality. This 
outcome is inconsistent with findings of Crotts and Erdmann (2000a) and Tsaur et al. (2005), 
who proposed that tourists from Asia are more willing to switch if they perceive negative 
service quality. However, the quantitative findings are supported by the current qualitative 
results, which reveal that the Middle Eastern tourists who stayed at holiday apartments and 
perceived a low service quality were less willing to switch to other holiday apartments or 
hotels. However, there is a significant negative relationship between the cultural value of 
hedonism of the tourists who stayed at holiday apartments and their behavioural intention of 
switch. These results are consistent with the findings of  Crotts and Erdmann (2000a) and 
Tsaur et al. (2005), who proposed that Asian tourists are more willing to switch than other 
tourists if they have negative perception towards the service quality. The qualitative results 
confirm that the Middle Eastern tourists who are looking for pleasure, are enjoying their lives 
and have self indulgence are more likely to switch if they experience a service quality 
problem in their accommodation, and this especially includes the tourists who are looking for 
more facilities and services such as daily cleaning and room service, which are not available 
at the holiday apartments and available at hotels.  
Moreover, there is a significant negative relationship between the Middle Eastern tourists’ 
cultural value of achievement and their behavioural intention of pay more, which means that 
the tourists who have value of success, capability and ambition are not willing to pay more for 
the accommodation if the prices increase and they perceive a negative service quality. These 
results are consistent with the findings of Crotts and Erdmann (2000a) and Tsaur et al. (2005), 
who proposed that Asian tourists are less willing to pay more than other tourists from 
different cultures if they have negative perceptions towards the accommodation service 
quality level.   
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Furthermore, results reveal that there is a negative relationship between the Middle Eastern 
tourists’ cultural value of power and their behavioural intentions of external and internal 
response. This outcome is consistent with the findings of Crotts and Erdmann (2000a), Liu, et 
al. (2001a), and Tsaur et al. (2005), who proposed that the tourists who have power are more 
willing to complain to agents and other tourists and switch to other accommodation. The 
qualitative results support these outcomes and propos that the Middle Eastern tourists who 
have social power, authority and wealth and perceive a negative service quality are more 
willing to complain and switch than the tourists who have less power. Moreover, the results 
expose that there is a negative relationship between the Middle Eastern tourists’ cultural 
values of tradition and universalism-nature and their behavioural intention of loyalty. This 
result is consistent with the findings of Crotts and Erdmann (2000a), and Tsaur et al. (2005), 
who proposed that Asian tourists are less loyal than other tourists if they have a negative 
perception towards the accommodation service quality level. This result is supported by the 
qualitative findings. Meanwhile, results reveal that there is no significant relationship between 
the cultural values of self-direction, stimulation, hedonism and benevolence of the tourists 
who stayed at holiday apartments and all the behavioural intentions dimensions including 
loyalty, switch, pay more, external response and internal response. This outcome is 
inconsistent with the findings of Crotts and Erdmann (2000a), and Tsaur et al. (2005), who 
proposed that there is a significant relationship between these cultural values and Asian 
tourists’ behavioural intentions.  
6.6 The Relationship Between Service Quality and Expectations, 
Perceptions and Behavioural Intentions 
 
Parasuraman, Zeithaml and Berry (1988, 1994), Boulding et al. (1993), Zeithaml, Berry and 
Parasuraman (1996), and Liu, Sudharshan and Hamer (2000) have found that the perceived 
service quality has an effect on several types of behavioural intentions. For example, 
Zeithaml, Berry and Parasuraman (1996) found that the perceived service quality had (a) 
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positive effects on loyalty to a company and willingness to pay more and (b) negative effects 
on propensity to switch and to engage in an external response to a problem. But they did not 
uncover any significant effects of service quality on internal response to a problem.  
6.6.1 The Relationship between the Middle Eastern Tourists’ Expectations and 
their Behavioural Intentions 
 
To address the fourth main and set of hypotheses H4: 
H4: There is a positive relationship between service quality expectation and behavioural 
intentions. 
H4a: There is a positive relationship between service quality expectation of reliability and 
behavioural intentions (confirmed). 
H4b: There is a positive relationship between service quality expectation of responsiveness 
and behavioural intentions (not confirmed). 
H4c: There is a positive relationship between service quality expectation of assurance and 
behavioural intentions (not confirmed). 
H4d: There is a positive relationship between service quality expectation of empathy and 
behavioural intentions (confirmed). 
H4e: There is a positive relationship between service quality expectation of tangibility and 
behavioural intentions (not confirmed). 
 
Results show that there is a significant positive relationship between the expectation of 
reliability and empathy of the tourists who stayed at hotels and their behavioural intention of 
loyalty. This result supports the findings of Zeithaml, Berry and Parasuraman (1996) and 
Park, Robertson and Wu (2004), who proposed that positive customer expectations have a 
positive impact on their behavioural intention of loyalty. The current qualitative results are 
consistent with the previous results. They propose that the Middle Eastern tourists who 
expected that the hotel would be able to deliver what it had promised and the hotel staff would 
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understand the customers’ needs say positive word of mouth, recommend the hotel to others 
and repeat their visits to the same hotel.  
On the other hand, results show that there is a significant negative relationship between the 
expectations of reliability, responsiveness and empathy of the Middle Eastern tourists who 
stayed at hotels and their behavioural intentions of switch and internal response. This outcome 
supported the findings of Zeithaml, Berry and Parasuraman (1996) who proposed that the 
customers who have negative expectations have negative behavioural intentions of switch and 
external response. Moreover, results show that there is a negative relationship between the 
Middle Eastern tourists’ expectation of assurance and tangibility and their behavioural 
intentions of switch and pay more. These outcomes are consistent with the findings of 
Zeithaml, Berry and Parasuraman (1996) and Park, Robertson and Wu (2004).      
In contrast, the results revealed that there is no significant positive relationship between the 
expectations and behavioural intentions of the Middle Eastern tourists who stayed at holiday 
apartments, while there is a significant negative relationship between their expectations of 
reliability, responsiveness and empathy and their behavioural intention of loyalty. These 
outcomes are inconsistent with the findings of Zeithaml, Berry and Parasuraman (1996) and 
Park, Robertson and Wu (2004), who proposed that there is a significant positive relationship 
between the customers’ expectations and their behavioural intention of loyalty. However, the 
qualitative results confirm that some of the Middle Eastern tourists who stayed at holiday 
apartments had low expectations towards the accommodation service quality and they 
expected that the holiday apartments may not deliver what they promised.   
6.6.2 The Relationship between the Middle Eastern Tourists’ Perceptions and 
their Behavioural Intentions 
 
To address the fifth main and set of hypotheses H5: 
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H5: There is a positive relationship between service quality perception and behavioural 
intention. 
H5a: There is a positive relationship between service quality perception of reliability and 
behavioural intentions (confirmed). 
H5b: There is a positive relationship between service quality perception of responsiveness and 
behavioural intentions (confirmed). 
H5c: There is a positive relationship between service quality perception of assurance and 
behavioural intentions (confirmed). 
H5d: There is a positive relationship between service quality perception of empathy and 
behavioural intentions (confirmed). 
H5e: There is a positive relationship between service quality perception of tangibility and 
behavioural intentions (confirmed). 
 
Results demonstrate that there is a significant relationship between the Middle Eastern 
tourists’ perception and their behavioural intentions towards the Gold Coast accommodation 
service quality level. The thesis quantitative results show that the tourists who stayed at both 
hotel and holiday apartments were found to have the same significant positive relationship 
between their perception of reliability, responsiveness, assurance, empathy and tangibility and 
their behavioural intention of loyalty. This result is consistent with the findings of Tsaur et al. 
(2005) who proposed that tourists with high perceptions of service quality in the Asian groups 
had significantly more loyalty than those in the European group. The qualitative results 
indicate that the Middle Eastern tourists who experience positive service quality are willing to 
say positive things about the accommodation to other people, recommend the accommodation 
to someone who seeks advice, encourage friends and relatives to visit this accommodation, 
consider the accommodation as the first choice to get accommodation services and do more 
visits to the same accommodation after a few years.        
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Furthermore, the results show that there is a similarity between the tourists who stayed at 
hotel and holiday apartments in their negative perceptions and behavioural intentions towards 
the accommodation service quality. Thus, there is a significant negative relationship between 
the perceptions of reliability, responsiveness, assurance, empathy and tangibility of the 
tourists who stayed at hotels and those who stayed at holiday apartments, and their 
behavioural intentions of external and internal response and switch. These outcomes are 
consistent with the findings of Tsaur et al. (2005) who revealed that the Asian customers who 
had a negative perception of service quality were more likely to switch and complain to the 
accommodation employees and the travel agents. These outcomes are supported by the 
current qualitative results, which reveal that the Middle Eastern tourists who have more power 
are more likely to switch and complain; while the tourists with less power pay less attention to 
switch, and complain even if they experience a negative service quality.     
On the other hand, there is no significant relationship between the perceptions of reliability, 
responsiveness, assurance, empathy and tangibility of the Middle Eastern tourists who stayed 
at hotels and holiday apartments and their behavioural intention of pay more. This outcome is 
inconsistent with the findings of Liu, et al. (2001a) and Tsaur et al. (2005), who proposed that 
there is a relationship between the Asian tourists’ perceptions and their behavioural intention 
of pay more.  
6.7 The Relationship between the Demographic Characteristics and 
Expectations, Perceptions and Behavioural Intentions 
 
To address the sixth hypothesis H6: 
H6: Gender, age, education level, profession, country of origin and cultural values are 
predictive of each factor of expectations, perceptions and behavioural intentions among the 
Middle Eastern tourists. 
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In this thesis, results show that demographic variables including gender, age, education level, 
profession, country of origin and cultural values are variables that explain the expectations, 
the perceptions and the behavioural intentions of the Middle Eastern tourists. The bivariate 
results show that there is relationship found between age and service quality expectations, 
perceptions and behavioural intentions among the Middle Eastern tourists. This result is 
consistent with the findings of Cessford (1998), Liu and Yen (2010), and Testa and Mueller 
(2009), who agreed that age is one of the factors that contributes to tourists’ expectations, 
perceptions and behavioural intentions in relation to the accommodation service quality. 
Furthermore, the results reveal that education level is one of the predictors of service quality 
expectations. These results support the previous study by Baloglu and Brinberg (1997) and 
Kastenholz (2002) who proposed that tourists with higher education have higher expectations 
as a result of their travelling experience, which is more than the tourist with less education.  In 
addition, country of origin is one of the factors that has a relationship with tourists’ 
behavioural intentions. This results comes is consistent with a study by Kastenholz (2002), 
who suggested that country of origin of the tourist affects whether their perceptions and 
behaviours are positive or negative. 
However, results show that there is no relationship between the respondents’ gender, 
profession and service quality expectations, perceptions and behavioural intentions. This 
result contradicts the previous studies that indentified a significant relationship between these 
two variables. The existing studies by Cessford (1998) and Mattila et al. (2001) identified that 
gender affects the level of expectations, perceptions and behavioural intentions, and proposed 
that women have fewer expectations, perceptions and behavioural intentions than men as 
tourists. One explanation for this contradiction in the results is related to the Middle Eastern 
tourists’ cultural values, where the final decision comes from the men, who are responsible 
for the whole family.  
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However, the result shows that there is a significant relationship between the cultural values 
of achievement, power, tradition and conformity and service quality expectations among the 
Middle Eastern tourists. In addition, there is a relationship between the cultural value of 
universalism-nature and service quality perception, and cultural value of security with 
behavioural intentions. Indeed, all these relationships were discussed in-depth in the previous 
sections of this chapter. 
6.8 The Needs of Middle Eastern Tourists and the Accommodation Sector 
To meet the objective of this thesis, the participants were asked to identify their needs, in 
order to provide useful managerial and marketing recommendations to hoteliers who provide 
accommodation services to international tourists such as those from the Middle East. As a 
result, this thesis obtained valuable information, which may contribute to the understanding of 
how to more effectively deliver accommodation service quality in order to meet tourists’, 
needs.  
The results suggest that the Middle Eastern tourists who participated in this study emphasised 
the importance of the relationship between their needs as tourists visiting Australia, and 
particularly the Gold Coast, and the perceived level of the offered accommodation service 
quality. The majority of the participants thought that management and the staff in the tourism 
and accommodation sector have a distinct lack of information about, and understanding of, 
the Middle Eastern tourist’s cultural needs and how these needs are related to particular 
accommodation requirements. Thus, the results of the current qualitative study show that the 
participants had a particular and common set of recurring favoured characteristics that they 
deemed important when seeking accommodation.  
This result is confirmed by O’Mahoney & Hall (2007) who suggested that cultural 
background and religion have an impact on tourists’ personal values, which influence product 
attributes, product benefits and consumer preference. Favoured and important accommodation 
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characteristics highlighted characteristics like comfort, size, safety, quiet and privacy. These 
accommodation characteristics, especially the size of rooms in hotels or holiday apartments, 
are favourable because the Middle Eastern family size on average has four to six members. 
Therefore they prefer the large apartment size, which is typically found in holiday apartments 
rather than hotels.  
The second factor that may impact on the decision to choose a preferred accommodation is 
the type of facilities offered. For example, kitchen facilities are deemed to be essential 
because families prefer to cook for themselves, allowing them to eat halal food, with the 
families’ average staying nights 23. Additionally, daily cleaning of the apartments is an 
important issue for the Middle Eastern tourists, especially for those travelling with their 
families. The results of this study are congruent with the same the findings reported and 
identified by Mick (2007) from Tourism Australia, who proposed that Middle Eastern tourists 
coming as a family prefer to stay at holiday apartments. This study identified particular 
accommodation characteristics and facilities such as kitchen facilities, which are suitable for 
families, providing an insight into Middle Eastern tourists’ preferences of staying at holiday 
apartments.                           
Scholars like Juwaheer (2006a), Legcevic (2008), Mey, Akbar and Fie (2006) and Wang, 
Vela and Tyler (2008a) confirmed that the main factor impacting on the sustainability and 
survival of tourist service firms, and in particular the accommodation sector, is the customer 
or tourist. Thus, identifying the most important and relevant factors that may influence how 
effectively a particular tourist cohort’s needs are identified and met becomes paramount in a 
competitive service sector. 
Furthermore, in exploring the needs of Middle Eastern tourists, this thesis found that 
according to the family size, a holiday apartment is the best choice of accommodation 
catering for families’ comfort and privacy, which is a fundamental Muslim need. In addition, 
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most of the Middle Eastern families like to cook by themselves to ensure that they eat halal 
food, which is essential for them as Muslims. These results are consistent with the results by 
Ng, Lee and Soutar (2007b) who confirmed that by facilitating the religious practices 
including eating halal food and praying at the mosque, for Muslim tourists makes them feel 
more comfortable and secure, due to the presence of their ethnicity at the destination.  
However, the results of this qualitative study shows that Middle Eastern tourists coming as a 
couple or as a group for tourism, and particularly the honeymooners, prefer to stay at hotels 
rather than holiday apartments to gain more facilities and services that are not available at 
holiday apartments. These outcomes are congruent with the findings of the previous studies 
that showed that the prayer rooms, halal food and placing arrows in tourist accommodation 
rooms that point toward Islam’s holy city of Mecca are important factors, because Qiblah 
direction, or facing the Mecca city during prayers, is essential for Muslims (Mercer 2007). 
It can be concluded that the current qualitative results show that the Middle Eastern tourists 
have underlying similarities in their needs towards both hotels’ and holiday apartments’ 
services; for example, the need for comfort, safety and privacy are common requirements for 
accommodation characteristics. However, differences in needs that were identified tend to be 
influenced by whether Middle Eastern tourists are travelling as a couple or as a family. For 
example, tourists who travel as a family like to stay in holiday apartments rather than hotels 
because the size of apartments is more suitable. Furthermore, apartments tend to be quieter 
than hotels, suiting Middle Eastern tourists’ preferences. Thus, this study found that the 
accommodation that is characterised by good location, good price, and cooperative and 
friendly staff will attract more people from the Middle East; while the accommodation that 
has fewer facilities, less cleanliness and a less quiet environment will not attract Middle 
Eastern tourists. In the following chapter, chapter seven, the key findings and contributions of 
this thesis will be presented. 
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CHAPTER SEVEN 
CONCLUSION 
 
7.1 Objective 
 
The purpose of this chapter is to provide an overview of the key findings of hypotheses 
testing on cultural values, service quality expectations, perceptions and behavioural 
intentions. This chapter articulates how this thesis has contributed to the theory – both at a 
conceptual level and a practical level, in terms of the managerial and marketing implications. 
It identifies the limitations of this thesis, and makes recommendations for future research. 
 
7.2 An Overview of the Key Findings and Hypotheses 
 
7.2.1. Descriptive Analysis 
• The Middle Eastern tourists who prefer to stay at Gold Coast hotels and holiday 
apartments are aged between 20 and 49 years, educated with bachelor degree, 
professional, come mainly from United Arab Emirates, Kuwait, Saudi Arabia, Bahrain, 
Oman and Qatar and reside in the place where they were born. The average family size is 
between four and six;, travel agents and friends are the way they find about the Gold 
Coast; eight to fourteen nights is the average number of nights stayed at Gold Coast 
hotels, while fifteen to twenty-one nights is the average number of nights stayed at Gold 
Coast holiday apartments. 
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• The most important values for the Middle Eastern tourists who stayed at hotels and 
holiday apartments are: universalism-social concern, tradition, conformity, security and 
benevolence. 
• The least important values for the Middle Eastern tourists who stayed at hotels and 
holiday apartments are: power, hedonism, stimulation, universalism-nature, achievement 
and self-direction. 
• There is a negative gap between the Middle Eastern tourists’ expectations and perceptions, 
which means tourists’ perceptions did not meet their expectations towards the Gold Coast 
hotel’s and holiday apartments’ service quality level. 
 
7.2.2. Chi- square test 
• There is a significant relationship between the demographic factors of occupation, country 
of origin, birth, residence, average of the family size, the way they found out about the 
Gold Coast, the number of nights stayed and the choice of a particular type of 
accommodation, either hotels or holiday apartments. 
• There is no significant relationship between the demographic factors of gender, age and 
education level and the choice of particular type of accommodation. 
 
7.2.3. Independent t-test 
• There is a significant difference in three of the Middle Eastern tourists’ cultural values 
who stayed at hotels and holiday apartments in their lives which are: tradition, hedonism, 
and universalism-nature, which appear to be an influence on their choice of a particular 
type of accommodation. 
• There is no significant difference between the Middle Eastern tourists who stayed at hotels 
and holiday apartments in their cultural values of universalism-social concern, conformity, 
security and benevolence, power, stimulation, achievement and self-direction. 
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• The Middle Eastern tourists who stayed at hotels and holiday apartments have significant 
differences in their expectations and perceptions towards service quality level, which 
appear to be an influence on the choice of a particular type of accommodation. 
• The Middle Eastern tourists who stayed at Gold Coast hotels and holiday apartments have 
significant differences in their behavioural intentions towards the accommodation service 
quality, which appears to be an influence on the choice of a particular type of 
accommodation. 
The research questions in this thesis were: ‘To what extent do cultural values impact on the 
expectations, perceptions, and behavioural intentions of the Middle Eastern tourist in relation 
to accommodation service quality level at the Gold Coast, Australia?’ and ‘To what extent do 
service quality expectations and perceptions impact on the behavioural intentions of the 
Middle Eastern tourist in relation to accommodation service quality level at the Gold Coast, 
Australia?’. In order to answer these questions, five main and subsequent sets of hypotheses 
were tested to reveal the relationship between the four main concepts of cultural values, 
expectations, perceptions and behavioural intentions. Pearson’s product moment correlation 
(r) was conducted to uncover the correlation between these four concepts and was then 
evaluated in a qualitative study.  
 
7.2.4 Five Subsequent Sets of Thesis Hypotheses 
1. The first set of hypotheses proposed an underlying casual relationship between the eleven 
cultural values and service quality expectations. Pearson’s product moment correlation (r) 
shows that five of eleven hypotheses were confirmed (refer table 7.1).   
 
 
 272 
Table 7.1: Hypotheses Set One: the Relationship between Cultural Values and Service Quality 
Expectations 
 
H1a There is a positive relationship between cultural value of self-
direction and service quality expectations 
Confirmed 
H1b There is a positive relationship between cultural value of stimulation 
and service quality expectations 
Confirmed 
H1c There is a positive relationship between cultural value of hedonism 
and service quality expectations 
Confirmed 
H1d There is a positive relationship between cultural value of 
achievement and service quality expectations 
Not Confirmed 
H1e There is a positive relationship between cultural value of power and 
service quality expectations 
Confirmed 
H1f There is a positive relationship between cultural value of security 
and service quality expectations 
Not Confirmed 
H1g There is a positive relationship between cultural value of tradition 
and service quality expectations 
Confirmed 
H1h There is a positive relationship between cultural value of conformity 
and service quality expectations 
Not Confirmed 
H1i There is a positive relationship between cultural value of 
benevolence and service quality expectations 
Not Confirmed 
H1j There is a positive relationship between cultural value of 
universalism-nature and service quality expectations 
Not Confirmed 
H1k There is a positive relationship between cultural value of 
universalism-social concern and service quality expectations 
Not Confirmed 
Source: Author 
2. The second set of hypotheses proposed an underlying casual relationship between the 
eleven cultural values and service quality perceptions. Pearson’s product moment correlation 
(r) shows that four of eleven hypotheses were confirmed (refer table 7.2).   
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Table 7.2: Hypotheses Set Two: the Relationship between Cultural Values and Service Quality 
Perceptions 
 
H2a There is a positive relationship between cultural value of self-
direction and service quality perceptions 
Not Confirmed 
H2b There is a positive relationship between cultural value of stimulation 
and service quality perceptions 
Not Confirmed 
H2c There is a positive relationship between cultural value of hedonism 
and service quality perceptions 
Not Confirmed 
H2d There is a positive relationship between cultural value of 
achievement and service quality perceptions 
Confirmed 
H2e There is a positive relationship between cultural value of power and 
service quality perceptions 
Confirmed 
H2f There is a positive relationship between cultural value of security 
and service quality perceptions 
Not Confirmed 
H2g There is a positive relationship between cultural value of tradition 
and service quality perceptions 
Confirmed 
H2h There is a positive relationship between cultural value of conformity 
and service quality perceptions 
Not Confirmed 
H2i There is a positive relationship between cultural value of 
benevolence and service quality perceptions 
Confirmed 
H2j There is a positive relationship between cultural value of 
universalism-nature and service quality perceptions 
Not Confirmed 
H2k There is a positive relationship between cultural value of 
universalism-social concern and service quality perceptions 
Not Confirmed 
Source: Author 
3. The third set of hypotheses proposed an underlying casual relationship between the 
eleven cultural values and behavioural intentions. Pearson’s product moment 
correlation (r) shows that four of eleven hypotheses were confirmed (refer table 7.3).  
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Table 7.3: Hypotheses Set Three: the Relationship between Cultural Values and Behavioural Intentions 
 
H3a There is a positive relationship between cultural value of self-
direction and behavioural intentions 
Not Confirmed 
H3b There is a positive relationship between cultural value of stimulation 
and behavioural intentions 
Not Confirmed 
H3c There is a positive relationship between cultural value of hedonism 
and behavioural intentions 
Not Confirmed 
H3d There is a positive relationship between cultural value of 
achievement and behavioural intentions 
Confirmed 
H3e There is a positive relationship between cultural value of power and 
behavioural intentions 
Not Confirmed 
H3f There is a positive relationship between cultural value of security 
and behavioural intentions 
Confirmed 
H3g There is a positive relationship between cultural value of tradition 
and behavioural intentions 
Not Confirmed 
H3h There is a positive relationship between cultural value of conformity 
and behavioural intentions 
Confirmed 
H3i There is a positive relationship between cultural value of 
benevolence and behavioural intentions 
Not Confirmed 
H3j There is a positive relationship between cultural value of 
universalism-nature and behavioural intentions 
Not Confirmed 
H3k There is a positive relationship between cultural value of 
universalism-social concern and behavioural intentions 
Confirmed 
Source: Author 
4. The fourth set of hypotheses proposed an underlying casual relationship between the five 
service quality dimensions and behavioural intentions. Pearson’s product moment correlation 
(r) shows that two of five hypotheses were confirmed (refer table 7.4). 
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Table 7.4 Hypotheses Set Four: the Relationship between Service Quality Expectations and Behavioural 
Intentions 
 
H4a There is a positive relationship between service quality 
expectation of reliability and behavioural intentions 
Confirmed 
H4b There is a positive relationship between service quality 
expectation of responsiveness and behavioural intentions 
Not Confirmed 
H4c There is a positive relationship between service quality 
expectation of assurance and behavioural intentions 
Not Confirmed 
H4d There is a positive relationship between service quality 
expectation of empathy and behavioural intentions 
Confirmed 
H4e There is a positive relationship between service quality 
expectation of tangibility and behavioural intentions 
Not Confirmed 
Source: Author 
5. The fifth set of hypotheses proposed an underlying casual relationship between the five 
cultural values and behavioural intentions. Pearson’s product moment correlation (r) shows 
that four of eleven hypotheses were confirmed (refer table 7.5)  
  
Table 7.5: Hypotheses Set Five: the Relationship between Service Quality Expectations and Behavioural 
Intentions 
 
H5a There is a positive relationship between service quality 
perception of reliability and behavioural intentions 
Confirmed 
H5b There is a positive relationship between service quality 
perception of responsiveness and behavioural intentions 
Confirmed 
H5c There is a positive relationship between service quality 
perception of assurance and behavioural intentions 
Confirmed 
H5d There is a positive relationship between service quality 
perception of empathy and behavioural intentions 
Confirmed 
H5e There is a positive relationship between service quality 
perception of tangibility and behavioural intentions 
Confirmed 
Source: Author 
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7.2.5 Hierarchical Multiple Regression  
Results of Hierarchical multiple regression analysis suggest that cultural values and 
demographic characteristics combine to impact on tourist expectations, perceptions and 
behavioural intentions in relation to the accommodation service quality level. Thus, the 
Hierarchical model’s results do support the hypothesis that gender, age, education level, 
profession, country of origin and cultural values are predictive of each factor of expectations, 
perceptions and behavioural intentions among the Middle Eastern tourists. However, the 
results shows that age, education level, achievement, power, tradition and conformity are 
significantly correlated and predicted 20% of the service quality expectations among the 
Middle Eastern tourists. Age and universalism-nature have a significant relationship with the 
service quality perceptions and predicted 10% of the service quality perceptions of the Middle 
Eastern tourists. In addition, age, country of origin and security are significantly correlated 
and predicted 8% of the Middle Eastern tourist’s behavioural intentions in relation to the 
accommodation service quality level.  
 
7.3 The Contribution of this Thesis 
This section contemplates contributions both on theory level towards the field of tourism and 
marketing theory and on a practical tourism and marketing level through proposing a 
conceptual for developing tourism and marketing strategies. 
 
7.3.1 Contribution to Literature 
 The research findings indicate that the antecedents of the Middle Eastern tourists’ 
behavioural intentions towards the Gold Coast hotels’ and holiday apartments’ service quality 
level are cultural values, expectations and perceptions of service quality. The research 
findings suggest that the influence that each of these factors has on tourists’ behavioural 
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intentions differs among them. Some factors that were traditionally considered to be more 
influential on behavioural intentions, such as cultural value of self-direction, stimulation, 
hedonism and behavioural intention of pay more have been demonstrated to be less important 
in this thesis. 
The core theories of this thesis are culture, tourism and hotel management service quality and 
marketing theories that dominate the fields investigated in this thesis. Many researchers have 
clarified the construct of culture and its utility for the service industries as an effective way to 
improve the quality of the service. Hotels are one of these fields that have largely been 
impacted on by culture (Mattila 1999a; Tsoukatos & Rand 2007a; Wang, Vela & Tyler 
2008a). For example, Mattila (1999) found that customers with Western cultural backgrounds 
are more likely to rely on tangible cues from a physical environment to evaluate service 
quality than are their Asian counterparts. Furrer, Liu, and Sudharshan (2000) proposed that 
customers from different cultures assigned different importance weights to the five 
SERVQUAL dimensions for measuring perceived service quality. Studies such as 
Lenartowicz & Roth (2001), Ellis, Williams, & Zuo (2003), Tsoukatos & Rand (2007a) and 
Reimann et al. (2008b) suggest that a customer’ cultural values affect their service quality 
expectations. 
In sum, the literature shows that previous studies have studied the relationship between 
culture and service quality, culture and behavioural intentions, service quality and behavioural 
intentions, or the impact of culture on perceptions and behavioural intentions toward service 
quality. However, none of the previous studies explored the relationship between the Middle 
Eastern tourist’s cultural values, expectations, perceptions, and their behavioural intentions 
toward accommodation service quality on the Gold Coast, Australia. Thus, this study extends 
and consolidates previous research (e.g. Tsaur et al. 2005; Tsoukatos & Rand 2007) by 
examining cultural values with service quality expectations perceptions and behavioural 
intentions. That is why the proposed study will make an original contribution to the literature, 
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as it comprehensively investigated the interaction between these four variables, thus providing 
significant contributions to the existing bodies of academic knowledge and fragmented 
literature. 
The previous literature predominantly used Hofstede’s (1980) cultural dimensions to measure 
the relationship between culture and other constructs. However, this study is the first study 
utilising Schwartz’s Best-Worst-Scaling values scale to measure the relationship between 
cultural values and other constructs. Thus, this thesis will consolidate the fragmented 
academic literature by generating new knowledge and hence make contributions to the 
cultural values, expectations, perceptions, service quality and behavioural intentions 
literatures. 
 
7.3.2 Managerial and Marketing Implications for the Industry 
The tourism sector is considered a significant source of income for Australia and the Gold 
Coast, which is viewed as a popular tourist destination and stopover to other parts of 
Australia. Middle Eastern tourists from United Arab Emirates, Saudi Arabia, Kuwait, Qatar, 
Oman and Bahrain are classified as the first six of major sources of countries visiting 
Australia and particularly the Gold Coast. To sustain growth in the competitive tourism 
sector, it is imperative to identify which vital factors may influence a Middle Eastern tourist. 
This thesis finding provides useful managerial and marketing implications for tourism 
managers and hoteliers who provide service to international tourists such as Middle Eastern 
tourists. An understanding of the particular cultural needs held by a specific group may help 
in explaining, or perhaps influencing, subsequent behaviours. In recognising and catering for 
the specific cultural needs of a tourist cohort, there are significant management and marketing 
implications at both a macro and micro level. 
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At a macro level, the findings propose that the service quality expectations and perceptions 
and behavioural intentions are affected by cultural values. The Middle Eastern tourists’ 
cultural values determine the importance of service quality expectations and perceptions to 
the tourists and thus affect the behavioural intentions as a result. However, the service quality 
perceptions depend on the tourists’ expectations. The findings indicate that there is a gap 
between the expectations and perceptions of the Middle Eastern tourists in relation to the 
accommodation service quality, which means that their perceptions did not meet their 
expectations.  
Thus, tourism and accommodation managers should give more attention to the tourists’ 
cultural values and deal with them as an aid to their decision making process, especially in 
relation to allocating quality efforts and resources in order to minimise this gap. For example, 
to better serve a market segment with people who have the same cultural characteristics as the 
Middle Eastern tourists, tourism and accommodation managers should direct quality efforts 
and resources primarily to tangibility, including the physical facilities and equipment, which 
were the most important influences on the Middle Eastern tourists’ expectations and 
perceptions and where the highest gap was found.  
The importance of this factor comes from the strong cultural background of the tourists who 
come from the Middle Eastern region, which shows that there are specific needs that have 
impacted on the tourists’ expectations, perceptions and behavioural intentions; namely 
facilities including greater hygiene, the kitchen and its equipment, privacy, providing halal 
food, place for worship, which are all part of their culture. However, the empathy factor was 
classified as the least factor that has an effect on the tourists’ expectations and perceptions, 
which indicates that the Middle Eastern tourists are not expected that the tourism and 
accommodation firms may understand their needs, which are mainly derived from their 
culture. Thus, the tourism and accommodation managers should be aware about the tourists’ 
cultural segmentation of their market.  
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At the same level, tourism and accommodation marketers should deem in their marketing 
strategy the elements of cultural similarity in a target market and include some elements of 
cultural similarity in their promotional materials. For example, emphasising religious 
similarity might be a strong marketing message for the tourists who come from the Middle 
Eastern region including the majority of Muslims who practise their religion even if they 
travel abroad and share an underlying common core of their needs, which are derived from 
their cultural background. Hence, facilitating their religious practices – providing ‘halal’ food, 
and a mosque or providing them by a place for worship at their accommodation – will result 
in more satisfaction and keep them more comfortable and may contribute to attracting more 
tourists from the same region. Thus, a marketing message that includes elements of home 
culture similarity, such as employing some similar looking people and who can speak their 
mother tongue language, providing similar food in the mix, may attract more potential tourists 
(Ng, Lee & Soutar 2007). 
At a micro level, managers of accommodation offerings are likely to maximally enhance the 
appeal of their particular accommodation through offering what is perceived as important and 
relevant to the Middle Eastern tourists in meeting their particular needs. Armed with this 
insight, both the tourism industry and accommodation managers can effectively translate an 
understanding of the needs of Middle Eastern tourists as a basis for strategy development in 
contributing to the service tourism industry’s continued establishment and growth. This may 
contribute to enhancing the service quality level of the tourism and accommodation sector and 
attracting more tourists to Australia. Therefore, the tourism and accommodation managers 
have to pay more attention to staff training to be aware about the culture differences between 
the tourists and their needs.  
However, promotional elements of the marketing mix recognising the needs of the Middle 
Eastern tourist uphold can positively influence their preferences towards Australia, and indeed 
the Gold Coast, as desirable destinations.  
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These findings may contribute to enhancing the service quality level of the tourism and 
accommodation sector and attracting more tourists to the Gold Coast and Australia.  
 
7.3.3 Methodological Contribution 
This thesis used a mixed method approach to examine the hypothesised model in order to 
satisfy the research objectives and answer the research question. The quantitative method 
fulfilled the investigation of the internal relationship amongst the constructs. The qualitative 
approach confirmed the findings of the quantitative method and provided further details of the 
realities in the tourism and hotel industry from the interviews. Results of the data analysis 
indicated that professional accommodation management and staff can result in a good quality 
of services and perceived service level of the tourists.  
It was confirmed in both methods that the latter two constructs significantly affect tourist 
behavioural intentions, besides the cultural values. Therefore, this thesis suggests a future 
possibility to further explore why, how and to what level cultural values and service quality 
expectations and perceptions affect tourist behavioural intentions and the various elements of 
tourism and hotel management. 
This thesis presented and used a mixed method approach in triangulation with the results from 
the hypothesised model and has made a contribution to the field of tourism, marketing and 
hotel management that enhances understanding of the key elements contained within the 
hypothesised dimensions. This thesis has suggested that such an approach might increasingly 
inform future tourism, hotel and marketing research, in so far as a high quality of findings can 
result from this combination. 
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7.4 Limitations  
This thesis, like any other research, identified a number of limitations that can provide a 
direction for future research. This thesis focuses solely on Middle Eastern tourists. Hence, 
results of the data analysis in this thesis were only influenced by the Middle Eastern tourists.  
In addition, this thesis was only conducted on the Gold Coast, Queensland, Australia. Thus, 
this thesis has provided a foundation for future application of the proposed models to 
investigate the expectations, perceptions and behavioural intentions of the Middle Eastern 
tourist in different cities in Australia (e.g. Sydney, Melbourne, Perth, Darwin, Port Douglas).  
This thesis had a healthy response rate (305); however, that response rate was not enough to 
compare and contrast between the five ethnic groups comprised of UAE, Kuwait, Saudi 
Arabia, Oman, Qatar and Bahrain; and that was not within the scope of this thesis. 
This thesis uncovered the Middle Eastern tourist’s expectations, perceptions and behavioural 
intentions only in the accommodation sector. 
Finally, due to a limitation in resources and time, this study only performed ten interviews. 
The interviews were carried out between July and August of 2009, as these months are the 
peak Middle Eastern tourist season for tourism on the Gold Coast, since the tourism and 
accommodation sector management has a limited understanding of the Middle Eastern tourist 
culture and behavioural intentions.  
Therefore, the Middle Eastern tourists’ cultural values, expectations, perceptions and 
behavioural intentions need to be studied more in order to provide the tourism, hotel and 
marketing managements with more information about this sample of tourists, which may 
contribute in the tourism industry success. 
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7.5 Recommendations and Implications for Future Research 
This thesis presents the cultural values as a new determinant of the Middle Eastern tourists’ 
travel experience and behavioural intentions towards the Gold Coast accommodation service 
quality level and its influence on their revisit intention. In doing so, this thesis has produced 
some new findings within tourism and marketing theory, and therefore has provided 
theoretical and practical implications for future research in the tourism and marketing 
literature, which are outlined below: 
• Future research addressing Middle Eastern tourists could be conducted in other Australian 
cities or tourist destinations (e.g. Sydney, Melbourne, Perth, Darwin, Port Douglas). These 
cities may present different stories to that of Gold Coast. The conceptual model of this 
study therefore should be retested in other cities to examine whether it has the same or 
different outcomes. 
 
• The findings in this thesis were influenced solely by Middle Eastern tourists. The 
conceptual model of this study therefore should be retested on other tourist population 
samples such as Chinese tourists, who are ranked as the highest category of global 
inbound visitors to Australia  
 
• Future research with a larger population sample may be able to compare and contrast 
between the five ethnic groups embrace of UAE, Kuwait, Saudi Arabia, Oman, Qatar and 
Bahrain  
 
•  The findings suggest that the Middle Eastern tourists who participated in the current 
qualitative study emphasised the importance of the relationship between their needs as 
tourists visiting Australia and particularly Gold Coast and the perceived level of the 
accommodation service quality offered to them. The majority of the participants thought 
that the management and the staff at the tourism and accommodation sector have a distinct 
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lack of information and understanding of the Middle Eastern tourists’ cultural needs and 
how these needs are related to meet particular accommodation requirements. Therefore, 
they highlighted that the tourism and accommodation management and staff have to do 
training on understanding the Middle Eastern tourist culture and needs. Thus, future 
researchers who are interested in this thesis field have a significant opportunity to do more 
research in this area and focus on the impact of the tourism and accommodation 
management and employee training on enhancing the service quality level to meet the 
Middle Eastern tourists’ expectations and perceptions.   
 
This thesis was based on a Schwartz’s cultural values, SERVQUAL and behaviourial 
intentions frameworks. Therefore, this thesis adopted all previous frameworks to be suitable 
in its measurements for tourism and accommodation products. Future tourism and marketing 
research might thus adopt these conceptual frameworks into their researches to measure other 
relevant areas of study, such as restaurants and other tourist service providers, including flight 
services, city transportations and varieties of travel sightseeing and entertainment places. 
However, there are still some difficulties and limitations in both theory and practice, as there 
remains a gap in the existing literature with regards to the study of the tourism and marketing 
field. 
 
7.6 Conclusion 
This thesis has focused on the relationship between the Middle Eastern tourists’ cultural 
values and their expectations, perceptions and behavioural intentions towards the Gold Coast 
accommodation service quality. This thesis used a mixed methodology to test the 
hypothesised constructs. Fndings of the data analysis indicated that cultural values on the one 
hand and service quality expectations and perceptions on the other are two major factors 
affecting Middle Eastern tourists’ behavioural intentions. Moreover, perception of service 
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quality has the strongest impact on the Middle Eastern tourists’ behavioural intentions. 
Furthermore, the demographic factors of occupation, country of birth, residence, average of 
the family size, the way they found out about the Gold Coast and the number of nights stayed 
were found to have a significant impact on the choice of particular type of accommodation: 
either hotels or holiday apartments. However, gender, age and education level were found to 
not to have an impact on the choice of particular type of accommodation for the Middle 
Eastern tourists. 
Furthermore, the qualitative findings proposed that the factors of services and facilities are 
two factors that have high impact on the Middle Eastern tourists’ choice of a particular type of 
accommodation. This includes facilities such as greater hygiene, kitchen and its equipment, 
privacy, providing halal food, place for worship, mother tongue employees; and services such 
as, daily cleaning, room services, prayer room, business centre, and Arabic and halal 
restaurants at the accommodation place. 
In addition, this thesis used a mixed methodology to undertake the data analysis. In addition 
to the success of the quantitative analysis that supported the hypothesised conceptual model, 
the qualitative study provided further understanding of this research area. 
This thesis has introduced a new in-depth idea about the Middle Eastern tourist culture and 
behavioural intentions into tourism and marketing theory. Future research can follow this 
example and utilise more extensively the theory of culture, service quality and behavioural 
intentions, which will assist in the emerging interest in tourism and marketing studies. Thus, 
this thesis can be seen as a pioneer in its exploration of this new focus in the literature. 
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APPENDIX A1: The Questionnaire in the English Language 
 
 University 
 
Business Portfolio 
School of Management 
 
INVITATION TO PARTICIPATE IN A RESEARCH PROJECT 
PROJECT INFORMATION STATEMENT 
 
 
 
Project Title: The Relationship between Cultural Values and Behavioural Intention towards Gold        
                          Coast Accommodation Service Quality by Middle Eastern Tourists 
Investigators: Mr. Nael Sarhan (PhD degree student, nael.sarhan@rmit.edu.au, 03 99251697)  
                         Associate Professor Adela J McMurray (Project supervisor: RMIT University,   
                         adela.mcmurray@rmit.edu.au  03 9925 5946) 
Dear Participant,   
You are invited to participate in a PhD research project being conducted by RMIT University, which 
will take approximately 25 minutes to complete. These two pages are to provide you with an overview 
of the proposed research. Please read these pages carefully and be confident that you understand its 
contents before deciding whether to participate.  If you have any questions about the project, please 
ask one of the investigators identified above.  
I am currently a research student in the school of management at RMIT University. This project is 
being conducted as a part of my PhD degree. My principle supervisor for this project is Associate 
Professor Adela J McMurray. The project has been approved by the RMIT Business College Human 
Ethics Advisory Network. 
This study is designed to explore the impact of cultural values on the Arab tourist’s expectations and 
perceptions of the accommodation service quality in the Gold Coast, Australia. This research will 
distribute up to 250-500 questionnaires. In the questionnaire the participants need to answer the 
questions which related to Arab culture, their expectations and perceptions of the accommodation 
service quality in the Gold Coast, Australia, and some demographic questions about the participants. 
There are no perceived risks associated with participation outside the participants’ normal day-to-day 
activities. The participants in this research have been chosen randomly. As a matter of fact, your 
responses will contribute to understanding the cultural values impact on the Arab tourists’ 
expectations and perceptions of the accommodation service quality in the Gold Coast, Australia. The 
findings of this study will be disseminated in conferences and published in journals.  
If you are unduly concerned about your responses or if you find participation in the project distressing, 
you should contact my supervisor as soon as convenient. My supervisor will discuss your concerns 
with you confidentially and suggest appropriate follow-up, if necessary.  
Plain language Statement of Questionnaire Survey 
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You can examine the questionnaire before deciding whether you want to participate. You will be 
providing with a Prescribed Consent Form. 
Participation in this research is entirely voluntary and anonymous; you may withdraw your 
participation and any unprocessed data concerning you at any time, without prejudice. There is no 
direct benefit to the participants as a result of their participation. However, I will be delighted to 
provide you with a copy of the research report upon request as soon as it is published. 
I am asking you to participate in this survey so as to provide us with an insight into the experience of 
the Arab tourist in the Gold Coast, Australia. Your privacy and confidentiality will be strictly 
maintained in such a manner that you will not be identified in the thesis report or any publication. Any 
information that you provide can be disclosed only if (1) it is to protect you or others from harm, (2) a 
court order is produced, or (3) you provide the researchers with written permission. Interview data will 
be only seen by my supervisor and examiners who will also protect you from risk. 
To ensure that data collected is protected, the data will be retained for five years upon completion of 
the project after which time paper records will be shredded and placed in a security recycle bin and 
electronic data will be deleted/destroyed in a secure manner. All hard data will be kept in a locked 
filling cabinet and soft data in a password protected computer in the office of the investigator in the 
research lab at RMIT University. Data will be saved on the University network system where 
practicable (as the system provides a high level of manageable security and data integrity, can provide 
secure remote access, and is backed up on a regular basis). Only the researcher will have access to the 
data. Data will be kept securely at RMIT University for a period of five years before being destroyed. 
You have right to withdraw their participation at any time, without prejudice. You have the right to 
have any unprocessed data withdrawn and destroyed, provided it can be reliably identified, and it does 
not increase the risk for the participant. Participants have also the right to have any questions, in 
relation to the project and their participation, answered at any time.  
I am assuring you that responses will remain confidential and anonymous. The findings of this 
research could be used be service providers and tourist accommodation in order to provide a better 
service quality to the Arab tourist in the Gold Coast, Australia. 
If you have any queries regarding this project please contact me at +61 3 99251697 or +61 401526109 
or email me at nael.sarhan@rmit.edu.au. You may also contact my principle supervisor and the 
chair of the RMIT Business College human Ethics Advisory Network Associate professor Adela J 
McMurray, RMIT University, +61 3 9925 5946, adela.mcmurray@rmit.edu.au. 
 
Thank you very much for your contribution to this research. 
Yours Sincerely, 
Nael Sarhan 
 
PhD Candidate 
Management school 
RMIT University, level 
13, 239 Bourke Street, 
Melbourne, VIC 3000 
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RMIT HUMAN RESEARCH ETHICS COMMITTEE 
Prescribed Consent Form for Persons Participating In Research Projects Involving Interviews, Questionnaires, 
Focus Groups or Disclosure of Personal Information 
PORTFOLIO OF Business 
SCHOOL/CENTRE OF Management 
Name of Participant: 
 
Project Title: The Relationship between Cultural Values and Behavioural Intention towards Gold Coast Accommodation Service Quality by Middle Eastern Tourists 
 
 
Name(s) of Investigators:        (1) Nael Sarhan Phone: (03) 99251697 
                                                (2) Associate Professor Adela J McMurray Phone: (03) 9925 5946 
 
1. I have received a statement explaining the interview/questionnaire involved in this project. 
2. I consent to participate in the above project, the particulars of which - including details of the interviews or 
questionnaires - have been explained to me. 
3. I authorise the investigator or his or her assistant administer a questionnaire to me. 
4. I give my permission to be audio taped:     Yes    No 
5. I give my permission for my name or identity to be used:     Yes   No 
6. I acknowledge that: 
(a) Having read the Plain Language Statement, I agree to the general purpose, methods and demands of the 
study. 
(b) I have been informed that I am free to withdraw from the project at any time and to withdraw any 
unprocessed data previously supplied. 
(c) The project is for the purpose of research and/or teaching. It may not be of direct benefit to me. 
(d) The privacy of the information I provide will be safeguarded.  However should  information of a private 
nature need to be disclosed for moral, clinical or legal reasons, I will be given an opportunity to negotiate 
the terms of this disclosure. 
If I participate in a focus group I understand that whilst all participants will be asked to keep the 
conversation confidential, the researcher cannot guarantee that other participants will do this. 
(e) The security of the research data is assured during and after completion of the study.  The data collected 
during the study may be published, and a report of the project outcomes will be provided 
to_____________(researcher to specify).   Any information which may be used to identify me  will not 
be used unless I have given my permission (see point 5). 
Participant’s Consent 
Name:  Date:  
(Participant) 
Name:  Date:  
(Witness to signature) 
Where participant is under 18 years of age: 
I consent to the participation of ____________________________________ in the above project. 
Signature: (1)                                             (2) Date:  
(Signatures of parents or guardians) 
Name:  Date:  
(Witness to signature) 
 
Participants should be given a photocopy of this consent form after it has been signed.                                      
Any complaints about your participation in this project may be directed to the Executive Officer, RMIT Human 
Research Ethics Committee, Research & Innovation, RMIT, GPO Box 2476V, Melbourne, 3001.   Details of the 
complaints procedure are available at:  http://www.rmit.edu.au/rd/hrec_complaints  
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In Confidence 
 
 
Middle Eastern Tourist Cultural Values, Service Quality, and Behavioural Intention 
Questionnaire 
 
 
I am seeking your help in carrying out a study that measures the impact of cultural values on 
the Middle Eastern tourist expectations, perceptions and behavioural intentions in relation to 
the level of the accommodation service quality at the Gold Coast, Australia. Your opinion is 
highly valued so please answer all questions and print clearly. There are no right or wrong 
answers to these questions. Your time and effort with this study is highly appreciated. You 
cannot be identified in any way and the information you provide will be held in the strictest 
confidence, therefore do not write your name on this questionnaire.  
 
Thank you for your help 
 
Nael Sarhan 
 
 
 
 
 
 314 
Section 1 
 
 
 
 
        
 
  Which is the MOST and Least important factor to you as a guiding principle in YOUR life? 
a) Most Important 
(Tick one) 
Of these, which are the most and least important? Least Important 
(Tick one) 
a.1 O Successful, capable, ambitious O 
a.2 O Protecting the environment, a world of beauty, unity with nature O 
a.3 O Helpful, honest, forgiving O 
a.4 O Devout, accepting portion in life, humble O 
a.5 O Clean, national security, social order O 
a.6 O Equality, world at peace, social justice O 
 
b) Most Important 
(Tick one) 
Of these, which are the most and least important? Least Important 
(Tick one) 
b.1 O Social power, authority, wealth O 
b.2 O Pleasure, enjoying life, self-indulgent O 
b.3 O Helpful, honest, forgiving O 
b.4 O Devout, accepting portion in life, humble O 
b.5 O Politeness, honouring parents & elders, obedient O 
b.6 O Equality, world at peace, social justice O 
 
c) Most Important 
(Tick one) 
Of these, which are the most and least important? Least Important 
(Tick one) 
c.1 O Social power, authority, wealth O 
c.2 O Successful, capable, ambitious O 
c.3 O Daring, a varied life, an exciting life O 
c.4 O Devout, accepting portion in life, humble O 
c.5 O Politeness, honouring parents & elders, obedient O 
c.5 O Clean, national security, social order O 
 
d) Most Important 
(Tick one) 
Of these, which are the most and least important? Least Important 
(Tick one) 
d.1 O Successful, capable, ambitious O 
d.2 O Pleasure, enjoying life, self-indulgent O 
d.3 O Creativity, curious, freedom O 
d.4 O Politeness, honouring parents & elders, obedient O 
d.5 O Clean, national security, social order O 
d.6 O Equality, world at peace, social justice O 
 
e) Most Important 
(Tick one) 
Of these, which are the most and least important? Least Important 
(Tick one) 
e.1 O Social power, authority, wealth O 
e.2 O Pleasure, enjoying life, self-indulgent O 
e.3 O Daring, a varied life, an exciting life O 
e.4 O Protecting the environment, a world of beauty, unity with nature O 
Please answer the following questions by picking the MOST and LEAST important values from the set 
of values that guide your life. While more than one may be important or unimportant, please choose the 
MOST and the LEAST important to YOU as a guiding principle in your life. There are 11 different 
sets. Even though some sets may seem similar please answer all sets.  
Example. Successful is most important in my life.  This show successful is most important to you.                
       National security is least important in my life. This show national security is least important to you. 
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e.5 O Clean, national security, social order O 
e.6 O Equality, world at peace, social justice O 
 
f) Most Important 
(Tick one) 
Of these, which are the most and least important? Least Important 
(Tick one) 
f.1 O Social power, authority, wealth O 
f.2 O Successful, capable, ambitious O 
f.3 O Daring, a varied life, an exciting life O 
f.4 O Creativity, curious, freedom O 
f.5 O Helpful, honest, forgiving O 
f.6 O Equality, world at peace, social justice O 
 
g) Most Important 
(Tick one) 
Of these, which are the most and least important? Least Important 
(Tick one) 
g.1 O Social power, authority, wealth O 
g.2 O Successful, capable, ambitious O 
g.3 O Pleasure, enjoying life, self-indulgent O 
g.4 O Creativity, curious, freedom O 
g.5 O Protecting the environment, a world of beauty, unity with nature O 
g.6 O Devout, accepting portion in life, humble O 
 
h) Most Important 
(Tick one) 
Of these, which are the most and least important? Least Important 
(Tick one) 
h.1 O Successful, capable, ambitious O 
h.2 O Pleasure, enjoying life, self-indulgent O 
h.3 O Daring, a varied life, an exciting life O 
h.4 O Protecting the environment, a world of beauty, unity with nature O 
h.5 O Helpful, honest, forgiving O 
h.6 O Politeness, honouring parents & elders, obedient O 
 
i) Most Important 
(Tick one) 
Of these, which are the most and least important? Least Important 
(Tick one) 
i.1 O Pleasure, enjoying life, self-indulgent O 
i.2 O Daring, a varied life, an exciting life O 
i.3 O Creativity, curious, freedom O 
i.4 O Helpful, honest, forgiving O 
i.5 O Devout, accepting portion in life, humble O 
i.6 O Clean, national security, social order O 
 
j) Most Important 
(Tick one) 
Of these, which are the most and least important? Least Important 
((Tick one) 
j.1 O Daring, a varied life, an exciting life O 
j.2 O Creativity, curious, freedom O 
j.3 O Protecting the environment, a world of beauty, unity with nature O 
j.4 O Devout, accepting portion in life, humble O 
j.5 O Politeness, honouring parents & elders, obedient O 
j.6 O Equality, world at peace, social justice O 
 
k) Most Important 
(Tick one) 
Of these, which are the most and least important? Least Important 
(Tick one) 
k.1 O Social power, authority, wealth O 
k.2 O Creativity, curious, freedom O 
k.3 O Protecting the environment, a world of beauty, unity with nature O 
k.4 O Helpful, honest, forgiving O 
k.5 O Politeness, honouring parents & elders, obedient O 
k.6 O Clean, national security, social order O 
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Section 2 
         1. I am staying at:           Hotel               Holiday apartment              Other (please specify) ________    
 
        2. I choose this type of accommodation because _____________________________________ 
          3. I came with               Adults                   Child                                                                                                                                              
          4. I am staying at the Gold Coast for              days because _______________ 
          5. I find out about the Gold Coast through             Internet             TV              Travel agent                                                                        
                                                                                           Friend               Other (please specify) _________ 
Section 3 
 
 
 
                Before arriving on the Gold Coast my expectations of                                  Strongly                       Strongly  
                  accommodation service quality level is that                                                                    Disagree                        Agree                               
1 Staff at tourist accommodation will provide service as promised 1 2 3 4 5 6 7 
2 Staff at tourist accommodation will be dependable in handling customers service 
problems 
1 2 3 4 5 6 7 
 3 Tourist accommodation will perform the service right at the first time 1 2 3 4 5 6 7 
4 Tourist accommodation will maintain error-free records 1 2 3 4 5 6 7 
5 Tourist accommodation will keep customers informed of the performance of 
services 
1 2 3 4 5 6 7 
6 Staff at tourist accommodation will give prompt service to customers 1 2 3 4 5 6 7 
7 Staff at tourist accommodation l will be ready to respond to customers’ requests 1 2 3 4 5 6 7 
8 Staff at tourist accommodation will always be willing to help customers 1 2 3 4 5 6 7 
9 Staff at tourist accommodation will be consistently courteous and friendly with 
customers 
1 2 3 4 5 6 7 
10 Tourist accommodation will provide safe environment to stay 1 2 3 4 5 6 7 
11 Staff at tourist accommodation will have the knowledge to answer customers’ 
requests 
1 2 3 4 5 6 7 
12 Tourist accommodation will have staff who give its customers personal attention 1 2 3 4 5 6 7 
13 The staff of tourist accommodation will understand the specific needs of their 
customers 
1 2 3 4 5 6 7 
14 The staff of tourist accommodation will have customers’ best interests at heart 1 2 3 4 5 6 7 
15 Staff at tourist accommodation will appear neat, e.g. uniform, grooming, etc. 1 2 3 4 5 6 7 
16 Tourist accommodation will have modern looking equipment, e.g. dining 
facility, crockery, cutlery, etc. 
1 2 3 4 5 6 7 
17 The physical facilities, e.g. buildings, signs, furnishing of room/lobby, dining 
room décor, lighting, carpet, etc., at tourist accommodation will be visually 
appealing 
1 2 3 4 5 6 7 
18 Materials associated with the service, e.g. pamphlets, statements, serviettes, will 
be visually appealing in tourist accommodation 
1 2 3 4 5 6 7 
19 Tourist accommodation will have adequate fire safety facilities and instructions 1 2 3 4 5 6 7 
20 Tourist accommodation will provide the Internet accessibility service to its 
customers 
1 2 3 4 5 6 7 
21 Tourist accommodation will provide quick check-in and check-out services 1 2 3 4 5 6 7 
22 Tourist accommodation will be situated at a convenient and easily accessible 
location 
1 2 3 4 5 6 7 
Please answer the following questions by placing a circle around the appropriate number. As a guide 
please note, that 1 stands for strongly disagree, 2 disagree, 3 disagree somewhat, 4 undecided, 5 agree 
somewhat, 6 agree and 7 strongly agree. 
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        Section 4 
 
 
 
 
                  After arriving on the Gold Coast my expectations of                      Strongly                       Strongly  
                      accommodation service quality level is that                                                Disagree                        Agree                                                                      
1 Staff at tourist accommodation are able to provide service as promised 1 2 3 4 5 6 7 
2 Staff at tourist accommodation are dependable in handling customers 
service problems 
1 2 3 4 5 6 7 
 3 Tourist accommodation performs the service right at the first time 1 2 3 4 5 6 7 
4 Tourist accommodation maintains error-free records 1 2 3 4 5 6 7 
5 Tourist accommodation keeps customers informed of the performance 
of services 
1 2 3 4 5 6 7 
6 Staff at tourist accommodation give prompt service to customers 1 2 3 4 5 6 7 
7 Staff at tourist accommodation are ready to respond to customers’ 
requests 
1 2 3 4 5 6 7 
8 Staff at tourist accommodation are always be willing to help customers 1 2 3 4 5 6 7 
9 Staff at tourist accommodation are consistently courteous and friendly 
with customers 
1 2 3 4 5 6 7 
10 Tourist accommodation provides safe environment to stay 1 2 3 4 5 6 7 
11 Staff at tourist accommodation have the knowledge to answer 
customers’ requests 
1 2 3 4 5 6 7 
12 Tourist accommodation gives its customers individualised attention 1 2 3 4 5 6 7 
13 Staff of tourist accommodation understand the specific needs of their 
customers 
1 2 3 4 5 6 7 
14 Staff of tourist accommodation have customers’ best interests at heart 1 2 3 4 5 6 7 
15 Staff at tourist accommodation appear neat, e.g. uniform, grooming, 
etc. 
1 2 3 4 5 6 7 
16 Tourist accommodation has modern looking equipment, e.g. dining 
facility, crockery, cutlery, etc. 
1 2 3 4 5 6 7 
17 The physical facilities are visually appealing, e.g. buildings, signs, 
furnishing of room/lobby, dining room décor, lighting, carpet, etc.,  
1 2 3 4 5 6 7 
18 Materials associated with the services are visually appealing in tourist 
accommodation, e.g. pamphlets, statements, serviettes. 
1 2 3 4 5 6 7 
19 Tourist accommodation has adequate fire safety facilities and 
instructions 
1 2 3 4 5 6 7 
20 Tourist accommodation provides the Internet accessibility service to its 
customers 
1 2 3 4 5 6 7 
21 Tourist accommodation provides quick check-in and check-out 
services 
1 2 3 4 5 6 7 
22 Tourist accommodation is situated at a convenient and easily 
accessible location 
1 2 3 4 5 6 7 
 
 
 
 
 
 
Please answer the following questions by placing a circle around the appropriate number. As a guide 
please note, that 1 stands for strongly disagree, 2 disagree, 3 disagree somewhat, 4 undecided, 5 
agree somewhat, 6 agree and 7 strongly agree. 
Example.  Tourist accommodation has big swimming pool   1 2 3 4 5 6 (7) 
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Section 5  
  
 
 
            My intention regarding the accommodation service quality is to:           Strongly                         Strongly 
                                                                                                                                                                      Disagree                          Agree 
1 Say positive things about the accommodation to other people  1 2 3 4 5 6 7 
2 Recommend the accommodation  to someone who seeks my advice 1 2 3 4 5 6 7 
 3 Encourage friends and relatives to visit this accommodation  1 2 3 4 5 6 7 
4 Consider the accommodation my first choice to get accommodation services 1 2 3 4 5 6 7 
5 Do more business with this accommodation in the next few years   1 2 3 4 5 6 7 
6 Do less business with this accommodation in the next few years   1 2 3 4 5 6 7 
7 Take some of my business to a competitor that offers better prices  1 2 3 4 5 6 7 
8 Continue to do business with this accommodation if its prices increase 
somewhat 
1 2 3 4 5 6 7 
9 Pay a higher price than competitors charge for the benefits I currently 
receive from the accommodation  
1 2 3 4 5 6 7 
10 Switch to a competitor if I experience a problem with the accommodation’s 
services 
1 2 3 4 5 6 7 
11 Complain to other tourists if I experience a problem with the 
accommodation’s services 
1 2 3 4 5 6 7 
12 Complain to external agencies, such as the better business bureau, if I 
experience a problem with the accommodation services 
1 2 3 4 5 6 7 
13 Complain to the accommodation’s employees, if I experience a problem with 
the accommodation’s services 
1 2 3 4 5 6 7 
 
     
   Section 6              
       1. How satisfied were you with your stay at the accommodation? 
                Not satisfied at all                                                                                                   Perfectly satisfied  
                          1               2              3               4                    5                      6                         7 
         2. Could you please explain why?_____________________________________________________ 
        3. In terms of satisfaction what do you think that the tourist accommodations have to do to meet your 
expectations  
           and perceptions of service quality? (Please explain)_______________________ 
 
       Section 7 
         Please complete the following demographic section: 
 
        1) My gender is                                    Male                               Female       
Please answer the following questions by placing a circle around the appropriate number. As a 
guide please note, that 1 stands for strongly disagree, 2 disagree, 3 disagree somewhat, 4 
undecided, 5 agree somewhat, 6 agree and 7 strongly agree. 
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        2) My age is                                 Under 20                        20 – 24                    25 – 29                 30 – 34 
                                                             35 – 39                           40 – 49                    50 – 59                 60 or over                     
       3) Completed level of education:   
   
                     Primary school or below            Secondary school           Bachelor degree              Master degree 
 
                    PhD                  Others (please specify) _______________________________________________ 
 
      4) My profession is:  
 
                   Management                        Professional                    Trader/proprietor  
 
                  Retired                                   Student                             Others (please specify) _______________ 
 
      5) I am from 
 
                   Saudi Arabia                       Kuwait                               Qatar                              Bahrain  
 
                   Oman                                    UAE                                  Other (please specify) ___________________ 
 
      6) I was borne in______________________________________________________________________ 
 
      7) I am living in_______________________________________________________________________ 
 
 
 
Thank you for completing this questionnaire 
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APPENDIX A2: The Questionnaire in the Arabic Language 
RMIT University 
لا 	
آ  
ةرادا   
ا اه  آر
 ةد  
ا   ت 
!   
ن	#$%ا & '	( ت 
!   
  
ا نا) :آ 	ا  ا آأ  ةد 	 وأ قا  !ا ك#و $%&ا '$%ا $( )*ا  
  
&	+,ا: ١ (                     ن. / 0) ،ةار4آد 56au.edu.rmit@sarhan.nael ،٠٣٩٩٢٥١٦٩٧(  
            ٢ ( >! ذ4أ . يرBC D#E> ) ،FGHا au.edu.rmit@mcmurray.adela ،٠٣٩٩٢٥٥٩٤٦(  
ا يJEJ>،كرB  
 * فاLإ G NOPE ةار4آد FG( عو  آرB# > 0أRMIT , D٢٥%$د  . > ةC S$*4 $4GOTا $ه
FGHا اNه  ضWا .FGHا اNه  آرBا X#> %اBا /H Y0BZ 'YO S0[( آ[4ا \ EP*( $4GOTا $ه ةءا ءا .
أ SE 0آ اذإ)>أ $&.Hا .أ لا_ SPCBE FGHا اNه > #`أ E.  
 *  FG( 56 0أ ،aGا ا RMITةرادا '!  .ةار4آا رد X#> لTG# 5#4 H4*E FGHا اNه . فBا
ه FGHا اNY ا :>! ذ4أ .يرBC D#E> .  FGHا اNه عو X#> %اBا B % ت$)d Eر4dا P	#ا /H
لB>ا $#آ  0!0ا FGHا - * RMIT.  
 	ا  Dا آأ  ةد 	 وأ قا  !ا ك#و D$%&ا '$%ا $( )*ا ف4آأ Xا ارا Nه فY
آ .  \Eز '4$٥٠٠ - ٢٥٠ن$H4إ  .H4ا اNه  $آرBا ghا $%&ا '$%( %#*4Bا #`ا X#> ()  G( ن$
 #`dا i*(و ،$ا4ا ،آ 	ا  Dا آأ  ةد 	إ 'Yآ#و 'YارT ،'Y* ،jوا ق(
$آرB( %#*4Bا $اkBEا.  
ا نأ F$. ،FGHا اNه  كرB# 6h Eأ E كرB# $$ا لB>ا ق0 > جh  #`d . اNه  $آرBا نأ Bآ
ً$ ا> 'هر$4إ ' FGHا .  !ا ك#و ،تارT ،ت* X#> $%&ا '$%ا $n[ 'Y X#> >! ف 'C4(أ ،ا \او 
ا4أ،آ 	ا  ا آأ  ةد 	 وأ قا$ . تاB_Bاو ت)	Bا  P نأ CBE ارا Nه o 40
$BEدآا.  
S 5P و يأ  FGHا اNه X#> فB( لTا SPCBE ،FGHا اNه  S4آر ل. p#%( * Pآ اذإ . X#> فBا
 *(4B# S HPBا %Eا S$#> ح4%$و S%#%E  S* rPE ف FGHا اNهيروa اNه نآ اذا.  
DآرBا  ئHا /H ن$H4ا #`أ  tPا SPCBE  .D%اBا 5#( كEوJ '4E ف.  
 ت#* Eأ 5Gو و يأ  آرBا  بG!0vا SPCBE Bآ ،كرBا Eه EG نو(و $>6 FGHا اNه  آرBا
*( مh4! ' STh .H ة  Eأ E FGHا اNه  $آرB# ةL . P> FGHا اNه o 40  h!P( كدوزأ نأ 0!E BP$(
SH#6 X#> ًءP( P . إ YP> xCا '4E  Y( 0دوJ4 ت#* Eأ١ ( ،رa يأ  Eا EB. وأ S4EBG٢ ( اNه '4$
وأ BCGBا  [( xCا٣ (SP $ %اB( .%Bا ت#* ENاو FGHا اNه X#> فBاو F.Hا إ Y$#> \#E  #(
EBGا S نو$.  
$ا4ا ،آ 	ا PE  وأ قا  !ا ةH  ةدO4y FGHا اNه  آرBا S#`أ . ظOGاا '4$ S4$gT
EY( xE*4ا '4E  D0أ F$. ، E!( Y* /*4او Y$#>P4 ت#* Eأ وأ FGHا اNه  $Thا S4 . ت#*Bا /آ
 د ي 'ر X#> ي4GEو BGو ص نCB( Y$#> ظOGا '4$ ،$HBCا  وأ قرو X#> (&C ءا ،Y( 0دوJ4 4ا
 *  F.Hا 54C RMIT . * CHL مt0  ت0$Hاو ت#*Bا |O. '4$RMIT، ى4! E مtPا اNه نا F$. 
D4) X#> ظOG# 't4P /C( DTG '4E D0أ Bآ ،ن[( Yh4إو ،ت0$H# )!او dا  > .  ت#*Bا Nه نأ Bآ
F.Hاا /H  إ Y$#> ع)6ا CBE . *  ن[( Y$#> ظOGا '4$ ت#*Bا NهRMITتاP ~B ةB  Y)إ /H 
FGHا اNه  ءY40vا *( Sذو.  
EYا Y	و E /t4 'C4آر ن[( 'C آؤأ . ح$!ا إ آأو تhا $% /H  مh4! نأ CBE FGHا اNه o 40
ا4أ  آ 	ا PE Xا jوdا قا  $د%ا ح$!# /Zأ  'E%و E ضW$.  
 xه X#> ( لTا رأ ،FGHا اNY( %#*4 تار!O4ا وأ #`أ Eأ كP> اذإ٠٣٩٩٢٥١٦٩٧ وأ ٠٤٠١٥٢٦١٠٩ X#> وأ ، 
   4ا /$BEاau.edu.rmit@sarhan.nael . GHا اNY dا فB( ًZEأ لTا 'CPCBE Bآ ت$)أ P	 ~$ رو F
 *  0!0dا FGHاRMIT>! ذ4أ ، . xه X#> يرBC D#E>٠٣٩٩٢٥٥٩٤٦ 4ا /$BEا X#> وأ 
au.edu.rmit@mcmurray.adela  .  
FGHا اNه  آرB# )ًEJ ًاCL  
ا p  لH%( ا#ZOوE%4او ما4.d  
 ,ا  
ن,-$ ./0  
ةار#آد 12  
 ! 3 ،ةرادا RMIT 
 5(2١٣ 8)  ،٢٣٩ عر< ،ourkB Aر#B ،نر
  ،٣٠٠٠ 
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 TIMRD) أE	ت ا ا%00 D ! 
 
  .دء (!
 ت <ML	2
1  اH 
رآ	&   رAK ا ا# J#I& اH(Eت، أ$#	0ت، ,ارات 3	 أو ا
  
  آ
	 ال
   ادارة
  
  ______________________________________________: أ$ ارك
  
  ا*) ($ ا%$' ا&%$ و#ك ا!  اق أو 	 دة  أآ ا  ا	 آ: )ان ا
  ٧٩٦١٥٢٩٩٣٠ : 0 / .ن هx( ١: أBء اH.&$
  ٦٤٩٥٥٢٩٩٣٠: >E#D CBري هx. أ4ذ !> ( ٢                    
  
  ا4H$ن اB!4hم  هNا اHGF/ أ4#B ($0ً Eح اB%(# ( ١
  
  أواp >#X اBرآ (Bوع اHGF أ>) ، و(d $B E4*#p (4Og$/ ا4H$0ت ا4 ' L.Y ( ٢
  
  H.F و!>ED (اء (4$D إ4H$ن أB #( ٣
  
  0*'                       :                             أB (4!	$/ g( ٤
  
    0*'                     :                  أB (4hام أB أو هE4( ٥
  
  :أ ([0( ٦
  .ض ا*م  هNا اHGFأت اH$ن (#W واaG، وأواp >#X اW. أ
  .' أHري ([0D !Bح  (0!Gب  اBرآ  هNا اHGF  أي و وG5 أE ($0ت (% ' E4' أ4hاY (*. ب
  .  ECن  أE T#G HLة. اBوع ه Wض اHGF أو ا4رE~. ج
B اB*#ت ذات اH$* اhg  ECx >PY dHب أ)$، H$%$ ($P. Tg$ اB*#ت ا4 أY 4Cن ZB0( د
أذا أL4آ  .ار B> 0 أY' أن آ/ اBرآ$ $#5 . أو 00$، و44ح  اOg #4Oوض >#X Lوط هNا اCx
  .PY' أ(%ء اGار ي، أ اH.F ) EZB أن اBرآ$ $O*#ن ذS
اH$0ت ا4 B* )ل اHGF EBC أن P، و%E > . BE *#ت اHGF ZB0 )ل و(* اd04Yء  اHGF.( ه
أE *#ت BC أن !4hم #4*Ex (  !4hم إ (* .......................................... .04 o اHGF $4' JوEه اX 
  (.٥أ0t 0%  )اGTل >#X ا%4
  
  ا% اBرك
  
  ___________________________:ا4رE________________________________________      :اd'
  (اBرك                                        )
  
  ____________________________:ا4رE________________________________________     :اd'
  (Lه >#X ا4$\                                 )
  
   P١ ٨اBرآ$ اNE أ>Bره' أ/  
  
   هNا اHGF________________________________      أواp >#X رآ 
  
  ____________________________:ا4رE__________________      (٢_________________ (١:ا4$\
  ($\ أو$ء اd                                  )
  
  ____________________________:ا4رE________________________________________     :اd'
  (Lه >#X ا4$\                                 )
  
 E	5 >#X اBرآ$ اGTل >#X 0!h  6#5 اBا% اB\
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 (-A
 
 
 إ$#	ن ,ل اH	 ا+H	 
-ق او$U, 3دة اMT , و$
ك ا/R
 
أ(GF > !>4S  هNا اHGF %$س ا*) ($ ا%$' ا&%$ وا!ك (	 دة اh  أآ ا  ا	 
 >$ NS أر ا( >#X B$\ ا`# وذو $B( kE  اdهB$ )رأES . آ  )ل $ح اق اوj
  .و(aح
 EBC ا4*Ex (S ([ي . و4S وYدك  هN ارا kE  ا4%E.  E أ( gG$G أو 6` YN ا`#
  .NS  C45 إBS  هNا ا4H$ن, 6E% واB*#ت ا4 4 (Y 4GO| (!E >$
  
  
  
  B!>SLCًأ 
 
  
                                                                                                                                                                                            
  اH.F 
  0 / .ن
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 اH اول
 
 
 
 
 
 
 
 	 ا# JHد ,	JZ ه اآ+- أو ا. أه	 Z  ,	JZ؟أي  & اH	 ا+H
 ا%آ+- أه	 )أ
  (ا#- وا,Tة)
 ا%. أه	 أي  & ه] اH	 اآ+- و ا. أه	؟
  (ا#- وا,Tة)
 O 0 4BC و6Bح O  أ.١
 O  اH$*. \, >' ا	Bل, .BE اH$` O  أ.٢
 O  !, gدق, !> O  أ.٣
 O  4اa\   , E%H/ `ت اG$ة ا0$, % O  أ.٤
 O ا  و0م ا4B> ل  ا*$ب   O  أ.٥
 O  ا*ا ا4B>$, >' E*$r  )م, اB!واة O  أ.٦
  
 
 
 ا%آ+- أه	 )ب
  (ا#- وا,Tة)
 ا%. أه	 أي  & ه] اH	 اآ+- و ا. أه	؟
  (ا#- وا,Tة)
 O  nاء, #, 0Oذ ا4B> O  ب.١
 O  و$/ اPO~ةا4B4\ (G$ O  ب.٢
 O  4!  , gدق, !> O  ب.٣
 O  4اa\, %H/ `ت اG$ة ا0$, % O  ب.٤
 O  $\  , CE' ااE وآHر ا!, ا4YNE5 O  ب.٥
 O  ا*ا ا4B>$, >' E*$r  )م, اB!واة O  ب.٦
    
 ا%آ+- أه	 )ج
  (ا#- وا,Tة)
 ا%. أه	 أي  & ه] اH	 اآ+- و ا. أه	؟
  (ا#- وا,Tة)
 O  nاء, #, 0Oذ ا4B> O  ج.١
 O 0، 4BC ، 6Bح O  ج.٢
 O  .$ة B4*, .$ة 4P>, ا	!رة O  ج.٣
 O  4اa\, %H/ `ت اG$ة ا0$, % O  ج.٤
 O  ا>  , CE' ااE وآHر ا!, YNE5ا4 O  ج.٥
 O ا  و0م ا4B> ل  ا*$ب   O  ج.٦
    
 ا%آ+- أه	 )د
  (ا#- وا,Tة)
 ا%. أه	 أي  & ه] اH	 اآ+- و ا. أه	؟
  (ا#- وا,Tة)
 O 0، 4BC ، 6Bح O  د.١
 O  و$/ اPO~ةا4B4\ (G$ O  د.٢
 O  اGE, ا(اع، اOZل O  د.٣
 O ا>, CE' ااE وآHر ا!, ا4YNE5 O  د.٤
 O ا  و0م ا4B> ل  ا*$ب   O  د.٥
 O    ا*ا ا4B>$  , >' E*$r  )م, اB!واة O  د.٦
    
 ا%آ+- أه	 )
  (ا#- وا,Tة)
 ا%. أه	  . أه	؟أي  & ه] اH	 اآ+- و ا
  (ا#- وا,Tة)
 O  nاء   , #, 0Oذ ا4B> O  .١
 O ا4B4\ (G$ة و$/ اPO~ O  .٢
 O  .$ة B4*, .$ة 4P>, ا	!رة O  .٣
 O  . \  اH$*      , >' ا	Bل, .BE اH$` O  .٤
 O ا  و0م ا4B> ل  ا*$ب O  .٥
 O  ا*ا ا4B>$  , >' E*$r  )م, اB!واة O  .٦
YB  ECن هPك أآ&  $B YB أو k$ .أر اv( >#X ا`# ا4$ (4$ر ا%$B اآ& وا/ أهB$  	B> ا%$' ا4 %د .$S
 	B> h4#O  ا%$' ا&%$ ا4 %د .$S، Nا أر اv( >#$Y B$*ً .4X ان آن هPك (D ١١EG4ي هNا ا%!' >#X . EBCPS أ4$ره
  .$B ($PY
  اBح                   اdآ& أهB$, اB%رة, اd/ أهB$                    اP	ح( ١&ل 
                                                                              ●                ○
  وا.ة هNا EtY ([ن هN ا%$' ا&%$  .$S ه اآ& أهB$  ($ ا%$' ا&%$ اى  0O~ اB	B>, اv( آ0 اآ& أهB$
  اdآ& أهB$ا&اء          , ا!#,        اPOذ ا4B>            اd/ أهB$( ٢&ل
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 ا%آ+- أه	 )و
  (ا#- وا,Tة)
 ا%. أه	 أي  & ه] اH	 اآ+- و ا. أه	؟
  (ا#- وا,Tة)
 O  nاء   , #, 0Oذ ا4B> O  و.١
 O 0، 4BC ، 6Bح        O  و.٢
 O  .$ة B4*, .$ة 4P>, ا	!رة O  و.٣
 O  اGE, ا(اع، اOZل O  و.٤
 O  4!  , gدق, !> O  و.٥
 O  ا*ا ا4B>$  , >' E*$r  )م, اB!واة O  و.٦
    
 ا%آ+- أه	 )ز
  (ا#- وا,Tة)
 ا%. أه	 أي  & ه] اH	 اآ+- و ا. أه	؟
  (ا#- وا,Tة)
 O  nاء, #, 0Oذ ا4B> O  ز.١
 O 0، 4BC ، 6ح O  ز.٢
 O ا4B4\ (G$ة و$/ اPO~ O  ز.٣
 O  اGE, ا(اع، اOZل O  ز.٤
 O  ا4. \ اH$*, >' ا	Bل, .BE اH$` O  ز.٥
 O  4اa\, %H/ `ت اG$ة ا0$, % O  ز.٦
    
 ا%آ+- أه	 )ح
  (ا#- وا,Tة)
 ا%. أه	    اH	 اآ+- و ا. أه	؟أي  & ه]
  (ا#- وا,Tة)
 O 0، 4BC ، 6Bح   O  ح.١
 O ا4B4\ (G$ة و$/ اPO~ O  ح.٢
 O  .$ة B4*, .$ة 4P>, ا	!رة O  ح.٣
 O  ا4. \ اH$*      ,>' ا	Bل, .BE اH$` O  ح.٤
 O  4!  , gدق, !> O  ح.٥
 O  ا>, CE' ااE وآHر ا!, ا4YNE5 O  ح.٦
    
 ا%آ+- أه	 )ط
  (ا#- وا,Tة HU)
 ا%. أه	 أي  & ه] اH	 اآ+- و ا. أه	؟
  (ا#- وا,Tة HU)
 O ا4B4\ (G$ة و$/ اPO~ O  ط.١
 O  .$ة B4*, .$ة 4P>, ا	!رة O  ط.٢
 O  اGE    , لا(اع، اOZ O  ط.٣
 O  4!  , gدق, !> O  ط.٤
 O  4اa\, %H/ `ت اG$ة ا0$, % O  ط.٥
 O ا  و0م ا4B> ل  ا*$ب O  ط.٦
    
 ا%آ+- أه	 )ي
  (ا#- وا,Tة)
 ا%. أه	 أي  & ه] اH	 اآ+- و ا. أه	؟
  (ا#- وا,Tة)
 O    .$ة B4* , ة 4P>.$, ا	!رة O  ي.١
 O اGE, ا(اع، اOZل O  ي.٢
 O  ا4. \  اH$*      ,>' ا	Bل, .BE اH$` O  ي.٣
 O  4اa\, %H/ `ت اG$ة ا0$, % O  ي.٤
 O  ا>  , CE' ااE وآHر ا!, ا4YNE5 O  ي.٥
 O  ا*ا ا4B>$  ,>' E*$r  )م, اB!واة O  ي.٦
    
 ا%آ+- أه	 )ك
  (ا#- وا,Tة)
 ا%. أه	 أي  & ه] اH	 اآ+- و ا. أه	؟
  (ا#- وا,Tة)
 O  nاء   , #, 0Oذ ا4B> O  ك.١
 O  اGE, ا(اع، اOZل O  ك.٢
 O  ا4. \ اH$*      , >' ا	Bل, .BE اH$` O  ك.٣
 O  4!  , gدق, !> O  ك.٤
 O  ا>  , CE' ااE وآHر ا!, ا4YNE5 O  ك.٥
 O ا  و0م ا4B> ل  ا*$ب   O  ك.٦
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 :اH ا+0
  
                       Pق                   L% hTT %Zء ازة                 Cن ا    :ا$' . ١
   ___________________________________d0D   أآ ا Pع ا  هNا ا4ت.  ٢
  (EX GE ا*د                         )                  ا6Oل (W$ >د ااد اNE ` *Y'              .٣
 ___________________dن  Eم ا$'  ا	 آ Bة           . ٤
 ا4#Oر             وآ$/ ا!O            gEp            Tر ا           ا040 p          > > ا	 آ > 6E. ٥
  
 
 :اH ا+ا
 
 
 
 
 
                      k$ اp                اp                                   :J!J #ى 3دة T  أ آ& ا  ه, . ال ا8 اDT آ$^
        (ة                                      (ة                                                                                                                                           
 ١ ان اBO$ اBدE  C ا!$ح ف E%ن اh ا4 و>وا (Y ١ ٢ ٣ ٤ ٥ ٦ ٧
 *	 اBآ/ اB4*#% (h  أآ إ ا!$ح EY' ا%رة >#XاB6O$ اBدE  ١ ٢ ٣ ٤ ٥ ٦ ٧
  ([4%)$اJ( 
 ٢
 ٣  X اور%م اhت >#X اآB/ وD  ا ف أآ إ ا!$ح ١ ٢ ٣ ٤ ٥ ٦ ٧
 ٤  G4O| (!	)ت اء اBCHف أآ إ ا!$ح   ١ ٢ ٣ ٤ ٥ ٦ ٧
 ٥  اJ(  > اداء اhت أآ إ ا!$ح $hHونOا ١ ٢ ٣ ٤ ٥ ٦ ٧
 ٦  (4%E' ت E*ن $% أآ إ ا!$حOا ١ ٢ ٣ ٤ ٥ ٦ ٧
 ٧  هJون )( >#X ا4O!رات اJ( أآ إ ا!$ح ا$Cن O ١ ٢ ٣ ٤ ٥ ٦ ٧
 ٨  !4*ون دا B 4%E' اB!>ة #J( أآ إ ا!$ح$Cن  Oا  ١ ٢ ٣ ٤ ٥ ٦ ٧
 ٩  (د(#H و E4*#ن \ ا!$ح أآ إ ا!$ح $4B4\ Oا  ١ ٢ ٣ ٤ ٥ ٦ ٧
 ٠١  ($` اP 	\ ا!$ح >#X اH%ء  أآ إ ا!$ح4$ ١ ٢ ٣ ٤ ٥ ٦ ٧
 ١١  اB* اC$ )( >#X ا4O!رات ا!$حأآ إ ا!$ح $Cن ى Oا  ١ ٢ ٣ ٤ ٥ ٦ ٧
 ٢١  (!$حاه4B gأآ إ ا!$ح $ Oا  ١ ٢ ٣ ٤ ٥ ٦ ٧
 ٣١  ا.4$ت ا!$ح اhgأآ إ ا!$ح $OY' Oا  ١ ٢ ٣ ٤ ٥ ٦ ٧
 ٤١ (ه4Bت ا!$حأآ إ ا!$ح $*4P Oا  ١ ٢ ٣ ٤ ٥ ٦ ٧
 ٥١  (BtYه' وHY' ا) pأآ إ ا!$ح ف  EB4ز Oا  ١ ٢ ٣ ٤ ٥ ٦ ٧
>#X *ات .E& &/ ا  ا!Oة و او0 ا*م وا!Cآ$ $ح أآ إ ا!G4ي 4 ١ ٢ ٣ ٤ ٥ ٦ ٧
 واB*p
 ٦١
&/ اBH0 واnث و دECرات k ا!Oة  أآ إ ا!$ح 4Cن اB*ات اBدE  ١ ٢ ٣ ٤ ٥ ٦ ٧
 واaءة وا!	د 4 #*$ن
 ٧١
 ٨١  &/ اC4$Hت وا>)0ت Nا(آ إ ا!$ح  أ4Cن اBاد اBا% #h ١ ٢ ٣ ٤ ٥ ٦ ٧
 ٩١  اYJة ان  اGا pأآ إ ا!$ح44ا   ١ ٢ ٣ ٤ ٥ ٦ ٧
 ٠٢  (4$ ت ا040 #J( أآ إ ا!$ح4%م  ١ ٢ ٣ ٤ ٥ ٦ ٧
 ١٢  >  ا4!C$ واBWدرة (!أآ إ ا!$ح4  ١ ٢ ٣ ٤ ٥ ٦ ٧
 ٢٢  دة  Cن E!Y/ اgل ا$Dأآ إ ا!$ح 4Cن  ١ ٢ ٣ ٤ ٥ ٦ ٧
  
 : اH ا-ا(K
 
 
 
 E*P أ0S k$ ١ أر اB).t ([ن ر', $/ S آ. X B$\ ا`# ا4$ (a\ دا ة .ل ا' اBP5أر  اv( >#
  . اp (ة٧,  اp٦,  اp (E% ٥,  k$ 4[آ٤,  k$ اp (E% ٣,  k$ اp٢ ,اp (ة
    (٧ )٦ ٥  ٤  ٣ ٢ ١  أآ أ ا!$ح E	5 ان G4ي >#X (آ H.: &ل
 E*P أ0S k$ ١ أر اB).t ([ن ر', $/ S آ. أر  اv( >#X B$\ ا`# ا4$ (a\ دا ة .ل ا' اBP5
  . اp (ة٧,  اp٦,  اp (E% ٥,  k$ 4[آ٤,  k$ اp (E% ٣,  k$ اp٢ ,اp (ة
    ٧ ٦ ٥  ٤  ٣ (٢)١أآ أ ا!$ح E	5 ان G4ي >#X (آ H.  : &ل
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                   k$ اp               اp                                  : #ى 3دة T  أ آ& ا  هLراJJ,  ال ا8 اDT آ$^(!T
(ة                                           ة (                                                                                                                                            
                                                                                                                  
 ١ اBaOن درون >#X $ اh اBة ١ ٢ ٣ ٤ ٥ ٦ ٧
 ٢ EBC ا>4Bد >#X O C ا!$ح  *	 اBآ/ اB4*#% (h اJ(  ١ ٢ ٣ ٤ ٥ ٦ ٧
 ٣  B%م اولE%م C ا!$ح اh >#X اآB/ وD  ا ١ ٢ ٣ ٤ ٥ ٦ ٧
 ٤ EG4O| ا!C (!	)ت اء اBCH ١ ٢ ٣ ٤ ٥ ٦ ٧
 ٥ EhH Oا ا!C اJ(  > اداء اhت ١ ٢ ٣ ٤ ٥ ٦ ٧
 ٦ E%م اBOن  C ا!$ح (4%E' ت E* ١ ٢ ٣ ٤ ٥ ٦ ٧
 ٧  . Oا C ا!$ح هJون )( >#X ا4O!رات اJ( ١ ٢ ٣ ٤ ٥ ٦ ٧
 ٨  .Oا C ا!$ح !4*ون دا B 4%E' اB!>ة #J(  ١ ٢ ٣ ٤ ٥ ٦ ٧
 ٩ E4B4\ اBOن  C ا!$ح (#H وE4*#ن \ ا!$ح (د ١ ٢ ٣ ٤ ٥ ٦ ٧
 ٠١  .E C ا!$ح ($` اP 	\ ا!$ح >#X اH%ء ١ ٢ ٣ ٤ ٥ ٦ ٧
 ١١  اB* اC$ )( >#X ا4O!رات ا!$حى اBOن  ١ ٢ ٣ ٤ ٥ ٦ ٧
 ٢١ E Oا ا!C اه4B g (!$ح ١ ٢ ٣ ٤ ٥ ٦ ٧
 ٣١ EOY' Oا ا!C ا.4$ت ا!$ح اhg ١ ٢ ٣ ٤ ٥ ٦ ٧
 ٤١ E*4P Oا C ا!$ح (ه4Bت ا!$ح ١ ٢ ٣ ٤ ٥ ٦ ٧
 ٥١  !$ح (BtYه' وHY' ا) pEB4ز Oا C ا ١ ٢ ٣ ٤ ٥ ٦ ٧
EG4ي C ا!$ح  >#X *ات .E& &/ ا  ا!Oة واوا0 ا*م وا!Cآ$  ١ ٢ ٣ ٤ ٥ ٦ ٧
 واB*ق
 ٦١
اB*ات اBدE &/ اBH0 واLرات واnث ودECرات k ا!Oة واaءة  ١ ٢ ٣ ٤ ٥ ٦ ٧
 وا!	د 4 #*$ن
 ٧١
 ٨١ اBاد اBا% #h &/ اC4$Hت وا>)0ت Nا( ١ ٢ ٣ ٤ ٥ ٦ ٧
 ٩١ 4 اYJة ان  اGا p ١ ٢ ٣ ٤ ٥ ٦ ٧
 ٠٢ E%م ا!C (4$ ت ا040 #J(  ١ ٢ ٣ ٤ ٥ ٦ ٧
 ١٢ E ا!C ت ال واhوج ١ ٢ ٣ ٤ ٥ ٦ ٧
 ٢٢  gل ا$DE ا!C  Cن E!Y/ ا ١ ٢ ٣ ٤ ٥ ٦ ٧
  
  :اH اM `
  
  
  
  
  :$
آ اJD]  #ى اMT ات  أ آ& ا  ه
                            k$ اp                           اp                                                                                                                                  
                        (ة                                         (ة                                                                                                                                    
                                                                                                                                                         
 ١  ا4 وY  Cن اE	($ت> ا اE ن اHأ ١ ٢ ٣ ٤ ٥ ٦ ٧
 ٢  4 ا!$.Cن أاوg اي Lh E#5 اPT$G (JEرة  ١ ٢ ٣ ٤ ٥ ٦ ٧
 ٣  Cن أ4 ا!$.اL	\ اgء وارب >#X زEرة  ١ ٢ ٣ ٤ ٥ ٦ ٧
 ٤   $ري اول #GTل >#X ت ااBCنا>4H هNا ا ١ ٢ ٣ ٤ ٥ ٦ ٧
 ٥  Cن ا ا!$. هNا  ا!Pات ا%#$# ا%د\ اآ& ا*/  ١ ٢ ٣ ٤ ٥ ٦ ٧
 ٦  Cن ا ا!$. هNا  ا!Pات ا%#$# ا%د\ ا/ */ ا ١ ٢ ٣ ٤ ٥ ٦ ٧
 ٧  ا*ر اZ/%م . اBP!$ اE اNي E*# \ اآ ا Jء  0%/ ١ ٢ ٣ ٤ ٥ ٦ ٧
 ٨  *ر #$) اذا ارO* اCن إ4 ا!$.ا4B (4*/  \ 0O~  ١ ٢ ٣ ٤ ٥ ٦ ٧
 اOا  (!H5 اBP!ن E%D  ا!* اNي  Cن إ4 ا!$.اد\ *ا ا>#X  ١ ٢ ٣ ٤ ٥ ٦ ٧
 ا4 اP$Y 
 ٩
 ٠١  ااذه5 اX P~ ا اذا واY C#  ت ١ ٢ ٣ ٤ ٥ ٦ ٧
 ١١  Cن إ4اLC اX ا!$ح اE اذا واY C#  ت  ١ ٢ ٣ ٤ ٥ ٦ ٧
5 ا>Bل ا4	رE اذا واY C#   ر$ &/ C $.$اLC اX وآت ١ ٢ ٣ ٤ ٥ ٦ ٧
  ت ا
 ٢١
 ٣١  hت ا اذا واY C#   Cن ااLC اX O ١ ٢ ٣ ٤ ٥ ٦ ٧
 
  
 , E*P أ0S k$ اp (ة١ أر اB).t ([ن ر', $/ S آ. أر  اv( >#X B$\ ا`# ا4$ (a\ دا ة .ل ا' اBP5
  . اp (ة٧,  اp٦,  اp (E% ٥,  k$ 4[آ٤, k$ اp (E%  ٣,  k$ اp٢
    (٧ )٦ ٥  ٤  ٣ ٢( ١)0%/ gرة #H$ > Cن أ4 )E  : &ل
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 :اH ادس
  ؟ اhت  Cن إ4اX اي ى L*ت (a >. ١ 
   راa                                                                                          راak$                                                
   (ة                                                                                              (ة                                                       
          
  ٧                   ٦                         ٥                          ٤                  ٣                   ٢                   ١                                    
 ح \ ذآ ا!H5EX ا. ٢
__________________________________________________________________________________________
  __________________________________________________________________________________________
                                                                                                                                     
          (EX اح)؟ تhا TراS إ	 !4ى*S وذا *4% >#X أآ إ ا!$ح >B#D #gل اX اa 4G%$p . ٣
 
__________________________________________________________________________________________
 __________________________________________________________________________________________
  :اH ا(K
  ذآ                                     ا0&X:                    P! ه(  ١
  
             ٩٤ - ٤ ٠          ٩٣- ٣ ٥            ٤٣- ٠٣           ٩٢-  ٢ ٥            ٤٢- ٢ ٠            ٢ ٠ا/ :  >Bي ه(  ٢
  
   او اآ&٦ ٠               ٩٥ -  ٥ ٠                    
  :!4ي *#$B ه(  ٣
  
  در اآ4راة   در اHCرEس           در اB!4$                       *#$' n0ي                       *#$' إ(4ا  او ا/
  
  _____________(4GEاEX  )             k$ ذS                             
  
      65              YP                                     4%>                ادارة                   :     YP4 ه( ٤
                                              
  ____________(4GEاEX )                    k$ه                          
  
   ا!*دE                اCE                               اHGE               >Bن               ارات:    ا0  ( ٥
                                                                                              
 _________________(4GEاEX )        k$ ذS                        
  _____________________Cن ود  ( ٦
  _______________________أ>$r  ( ٧
 <B-ا 
T
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APPENDIX B1: Interview Guide in the English Language 
 
 
 University 
 
Business Portfolio 
School of Management 
 
INVITATION TO PARTICIPATE IN A RESEARCH PROJECT 
PROJECT INFORMATION STATEMENT 
 
 
 
 
Project Title: The Relationship between Cultural Values and Behavioural Intention towards Gold    
                        Coast Accommodation Service Quality by Middle Eastern Tourists 
Investigators: Mr. Nael Sarhan (PhD degree student, nael.sarhan@rmit.edu.au, 03 99251697)  
                         Associate Professor Adela J McMurray (Project supervisor: RMIT University,   
                         adela.mcmurray@rmit.edu.au, 03 9925 5946) 
 
Dear Participant,   
You are invited to participate in a PhD research project being conducted by RMIT University, which 
will take approximately 45-60 minutes to complete. These two pages are to provide you with an 
overview of the proposed research. Please read these pages carefully and be confident that you 
understand its contents before deciding whether to participate. If you have any questions about the 
project, please ask one of the investigators identified above.  
I am currently a research student in the school of management at RMIT University. This project is 
being conducted as a part of my PhD degree. My principle supervisor for this project is Associate 
Professor Adela J McMurray. The project has been approved by the RMIT Business College human 
Ethics Advisory Network. 
This study is designed to explore the impact of cultural values on the Arab tourist’s expectations and 
perceptions of the accommodation service quality in the Gold Coast, Australia. This research will 
conduct 10 interviews. In the interviews the participants need to answer the questions which  related to 
Arab culture, their expectations and perceptions of the accommodation service quality in the Gold 
Coast, Australia. 
There are no perceived risks associated with participation outside the participants’ normal day-to-day 
activities. The participants in this research have been chosen randomly. As a matter of fact, your 
responses will contribute to understanding the cultural values impact on the Arab tourists’ 
expectations and perceptions of the accommodation service quality in the Gold Coast, Australia. The 
findings of this study will be disseminated in conferences and published in journals.  
Plain language Statement of Interview 
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If you are unduly concerned about your responses or if you find participation in the project distressing, 
you should contact my supervisor as soon as convenient. My supervisor will discuss your concerns 
with you confidentially and suggest appropriate follow-up, if necessary.  
You can examine the questionnaire before deciding whether you want to participate. You will be 
providing with a Prescribed Consent Form. 
Participation in this research is entirely voluntary and anonymous; you may withdraw your 
participation and any unprocessed data concerning you at any time, without prejudice. There is no 
direct benefit to the participants as a result of their participation. However, I will be delighted to 
provide you with a copy of the research report upon request as soon as it is published. 
I am asking you to participate in this survey so as to provide us with an insight into the experience of 
the Arab tourist in the Gold Coast, Australia. Your privacy and confidentiality will be strictly 
maintained in such a manner that you will not be identified in the thesis report or any publication. Any 
information that you provide can be disclosed only if (1) it is to protect you or others from harm, (2) a 
court order is produced, or (3) you provide the researchers with written permission. Interview data will 
be only seen by my supervisor and examiners who will also protect you from risk. 
To ensure that data collected is protected, the data will be retained for five years upon completion of 
the project after which time paper records will be shredded and placed in a security recycle bin and 
electronic data will be deleted/destroyed in a secure manner. All hard data will be kept in a locked 
filling cabinet and soft data in a password protected computer in the office of the investigator in the 
research lab at RMIT University. Data will be saved on the University network system where 
practicable (as the system provides a high level of manageable security and data integrity, can provide 
secure remote access, and is backed up on a regular basis). Only the researcher will have access to the 
data. Data will be kept securely at RMIT University for a period of five years before being destroyed. 
You have right to withdraw their participation at any time, without prejudice. You have the right to 
have any unprocessed data withdrawn and destroyed, provided it can be reliably identified, and it does 
not increase the risk for the participant. Participants have also the right to have any questions, in 
relation to the project and their participation, answered at any time. The interview participants have 
the right to request that audio recording be terminated at any stage during the interview. 
I am assuring you that responses will remain confidential and anonymous. The findings of this 
research could be used be service providers and tourist accommodation in order to provide a better 
service quality to the Arab tourist in the Gold Coast, Australia. 
If you have any queries regarding this project please contact me at +61 3 99251697 or +61 401526109 
or email me at nael.sarhan@rmit.edu.au. You may also contact my principle supervisor and the 
chair of the RMIT Business College human Ethics Advisory Network Associate professor Adela J 
McMurray, RMIT University, +61 3 9925 5946, adela.mcmurray@rmit.edu.au. 
Thank you very much for your contribution to this research. 
Yours Sincerely, 
Nael Sarhan 
 
PhD Candidate 
Management school 
RMIT University, level 
13, 239 Bourke Street, 
Melbourne, VIC 3000 
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RMIT HUMAN RESEARCH ETHICS COMMITTEE 
Prescribed Consent Form for Persons Participating In Research Projects Involving Interviews, Questionnaires, 
Focus Groups or Disclosure of Personal Information 
PORTFOLIO OF Business 
SCHOOL/CENTRE OF Management 
Name of Participant: 
 
Project Title: The Relationship between Cultural Values and Behavioural Intention towards Gold Coast Accommodation Service Quality by Middle Eastern Tourists 
 
 
Name(s) of Investigators:        (1) Nael Sarhan Phone: (03) 99251697 
                                                (2) Associate Professor Adela J McMurray Phone: (03) 9925 5946 
 
1. I have received a statement explaining the interview/questionnaire involved in this project. 
2. I consent to participate in the above project, the particulars of which - including details of the interviews or 
questionnaires - have been explained to me. 
6. I authorise the investigator or his or her assistant to interview me or administer a questionnaire. 
7. I give my permission to be audio taped:     Yes    No 
8. I give my permission for my name or identity to be used:     Yes   No 
6. I acknowledge that: 
(f) Having read the Plain Language Statement, I agree to the general purpose, methods and demands of the 
study. 
(g) I have been informed that I am free to withdraw from the project at any time and to withdraw any 
unprocessed data previously supplied. 
(h) The project is for the purpose of research and/or teaching. It may not be of direct benefit to me. 
(i) The privacy of the information I provide will be safeguarded.  However should  information of a private 
nature need to be disclosed for moral, clinical or legal reasons, I will be given an opportunity to negotiate 
the terms of this disclosure. 
If I participate in a focus group I understand that whilst all participants will be asked to keep the 
conversation confidential, the researcher cannot guarantee that other participants will do this. 
(j) The security of the research data is assured during and after completion of the study.  The data collected 
during the study may be published, and a report of the project outcomes will  be provided 
to_____________(researcher to specify).   Any information which may be used to identify me will not be 
used unless I have given my permission (see point 5). 
Participant’s Consent 
Name:  Date:  
(Participant) 
Name:  Date:  
(Witness to signature) 
Where participant is under 18 years of age: 
I consent to the participation of ____________________________________ in the above project. 
Signature: (1)                                             (2) Date:  
(Signatures of parents or guardians) 
Name:  Date:  
(Witness to signature) 
 
Participants should be given a photocopy of this consent form after it has been signed.                                      
Any complaints about your participation in this project may be directed to the Executive Officer, RMIT Human 
Research Ethics Committee, Research & Innovation, RMIT, GPO Box 2476V, Melbourne, 3001.   Details of the 
complaints procedure are available at:  http://www.rmit.edu.au/rd/hrec_complaints  
 
 331 
Interview Guide 
 
Hello, my name is Nael Sarhan and I am from Jordan and studying my PhD at RMIT 
University, Melbourne, Australia. For my research I am studying how cultural values impact 
on the Arab tourist expectations and perceptions of the service quality level of tourist 
accommodation in the Gold Coast, Australia. I am interested in finding out the gap between 
your expectations and perceptions of the accommodation service quality at the Gold Coast 
and to what extent your cultural values impact on this. Your feedback will contribute to 
improving the accommodation service quality level to meet the expectations and perceptions 
of the tourists who are coming from the Arab countries to the Gold Coast, Australia. 
My study has received ethics approval from the university hence you can be assured that the 
information you provide will be anonymous and you will not be identified. 
Would you be interested in participating in this research? 
If no, thank you for your time and have a great day! 
If yes….Ok Great! Initially I am going to ask you a bout your expectations of the 
accommodation service quality before you arrived to the Gold Coast, then a series of 
questions about your perceptions of the accommodation service quality in the Gold Coast and 
finally about your culture. 
 
Nael Sarhan 
Interviewer 
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Participant name: _______________________________Country:__________________ 
Date: ___________________________ Time: __________________________________ 
Interview No._________________ Interview Time______________________________ 
Q1. What is the purpose of your visit the Gold coast? 
 
Q2. How often do you visit the Gold Coast?  
 
Q3. Did you visit, or do you plan to visit, any other cities in Australia?  
       
      If yes please specify and why? 
 
Q4. Are you visiting the Gold Coast alone, with a group, or with family? 
 
Q5. Do you feel that you are welcome in the Gold coast and any other cities you visit in  
       
      Australia? 
 
Q6. Are you planning to come back again to the Gold Coast or any other cities? If not why?  
 
Q7. Before arriving to the Gold Coast, what are your expectations of the accommodation  
 
      service quality level? 
 
Q8. After arriving to your accommodation at the Gold Coast, what are your perceptions of the  
 
      accommodation service quality level? 
 
Q9. How do you evaluate the level of the tourist accommodation service quality in the  
 
       Gold Coast and why?  
 
Q10. In what way could the tourist accommodation in the Gold Coast be improved? 
 
         In terms of the level of the service quality? In terms of comfort? Suitability for the Middle  
 
         Eastern tourists? 
 
Q11. What do you think the Gold Coast tourism council has to do to attract more Middle Eastern  
 
         Tourists? 
 
Q12. What can be done to meet the needs of the Middle Eastern tourists?  
 
Q13. What other ways could the Gold Coast attract more Middle Eastern tourists?  
 
Q14. In what way you think that your cultural values, may impact on your expectations and  
 
         perceptions of the Gold Coast accommodation service quality level?   
 
Thank you for your time 
Interviewer 
Nael Sarhan 
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APPENDIX B2: Interview Guide in the Arabic Language 
RMIT University 
لا 	
آ  
ةرادا   
ا اه  آر
 ةد  
ا   ت 
!   
تE(Hا & '	( ت 
!   
  
ا نا) :آ 	ا  ا آأ  ةد 	 وأ قا  !ا ك#و $%&ا '$%ا $( )*ا  
  
&	+,ا: ١ (                     ن. / 0) ،ةار4آد 56au.edu.rmit@sarhan.nael ،٠٣٩٩٢٥١٦٩٧(  
            ٢ ( >! ذ4أ . يرBC D#E> ) ،FGHا au.edu.rmit@mcmurray.adela ،٠٣٩٩٢٥٥٩٤٦(  
ا يJEJ>،كرB  
 * فاLإ G NOPE ةار4آد FG( عو  آرB# > 0أRMIT , D٢٥%$د  . > ةC S$*4 $4GOTا $ه
FGHا اNه  ضWا .FGHا اNه  آرBا X#> %اBا /H Y0BZ 'YO S0[( آ[4ا \ EP*( $4GOTا $ه ةءا ءا .
أ SE 0آ اذإ)>أ $&.Hا .أ لا_ SPCBE FGHا اNه > #`أ E.  
 *  FG( 56 0أ ،aGا ا RMITةرادا '!  .ةار4آا رد X#> لTG# 5#4 H4*E FGHا اNه . فBا
ه FGHا اNY ا :>! ذ4أ .يرBC D#E> .  FGHا اNه عو X#> %اBا B % ت$)d Eر4dا P	#ا /H
لB>ا $#آ  0!0ا FGHا - * RMIT.  
 	ا  Dا آأ  ةد 	 وأ قا  !ا ك#و D$%&ا '$%ا $( )*ا ف4آأ Xا ارا Nه فY
آ . Nه  $آرBات)(%Bاا #`ا X#> ()  G(  ،'Y* ،jوا ق( ghا $%&ا '$%( %#*4B
$آرB( %#*4Bا $اkBEا #`dا i*(و ،$ا4ا ،آ 	ا  Dا آأ  ةد 	إ 'Yآ#و 'YارT.  
ا لB>ا ق0 > جh  #`dا نأ F$. ،FGHا اNه  كرB# 6h Eأ E كرB# $$ . اNه  $آرBا نأ Bآ
ً$ ا> 'هر$4إ ' FGHا .  !ا ك#و ،تارT ،ت* X#> $%&ا '$%ا $n[ 'Y X#> >! ف 'C4(أ ،ا \او 
$ا4أ،آ 	ا  ا آأ  ةد 	 وأ قا . نأ CBE ارا Nه o 40 تاB_Bاو ت)	Bا  P
$BEدآا.  
S 5P و يأ  FGHا اNه X#> فB( لTا SPCBE ،FGHا اNه  S4آر ل. p#%( * Pآ اذإ . X#> فBا
يروa اNه نآ اذا *(4B# S HPBا %Eا S$#> ح4%$و S%#%E  S* rPE ف FGHا اNه.  
 tPا SPCBEDآرBا  ئHا /H ن$H4ا #`أ   .D%اBا 5#( كEوJ '4E ف.  
 ت#* Eأ 5Gو و يأ  آرBا  بG!0vا SPCBE Bآ ،كرBا Eه EG نو(و $>6 FGHا اNه  آرBا
*( مh4! ' STh .FGHا اNه  $آرB# ةLH ة  Eأ E  .P$( P> FGHا اNه o 40  h!P( كدوزأ نأ 0!E B
SH#6 X#> ًءP( P . إ YP> xCا '4E  Y( 0دوJ4 ت#* Eأ١ ( ،رa يأ  Eا EB. وأ S4EBG٢ ( اNه '4$
وأ BCGBا  [( xCا٣ (SP $ %اB( .او F.Hا إ Y$#> \#E  #(%Bا ت#* ENاو FGHا اNه X#> فB
EBGا S نو$.  
$ا4ا ،آ 	ا PE  وأ قا  !ا ةH  ةدO4y FGHا اNه  آرBا S#`أ . ظOGاا '4$ S4$gT
 Eأ وأ FGHا اNه  $Thا S4EY( xE*4ا '4E  D0أ F$. ، E!( Y* /*4او Y$#>P4 ت#* . ت#*Bا /آ
 د ي 'ر X#> ي4GEو BGو ص نCB( Y$#> ظOGا '4$ ،$HBCا  وأ قرو X#> (&C ءا ،Y( 0دوJ4 4ا
 *  F.Hا 54C RMIT . * CHL مt0  ت0$Hاو ت#*Bا |O. '4$RMIT ى4! E مtPا اNه نا F$. ،
>D4) X#> ظOG# 't4P /C( DTG '4E D0أ Bآ ،ن[( Yh4إو ،ت0$H# )!او dا   .  ت#*Bا Nه نأ Bآ
F.Hاا /H  إ Y$#> ع)6ا CBE . *  ن[( Y$#> ظOGا '4$ ت#*Bا NهRMIT Y)إ /H تاP ~B ةB 
 ءY40vا *( SذوFGHا اNه .  
EYا Y	و E /t4 'C4آر ن[( 'C آؤأ . ح$!ا إ آأو تhا $% /H  مh4! نأ CBE FGHا اNه o 40
$ا4أ  آ 	ا PE Xا jوdا قا  $د%ا ح$!# /Zأ  'E%و E ضW.  
!O4ا وأ #`أ Eأ كP> اذإ xه X#> ( لTا رأ ،FGHا اNY( %#*4 تار٠٣٩٩٢٥١٦٩٧ وأ ٠٤٠١٥٢٦١٠٩ X#> وأ ، 
   4ا /$BEاau.edu.rmit@sarhan.nael .  ت$)أ P	 ~$ رو FGHا اNY dا فB( ًZEأ لTا 'CPCBE Bآ
0dا FGHا *  0!RMIT>! ذ4أ ، . xه X#> يرBC D#E>٠٣٩٩٢٥٥٩٤٦ 4ا /$BEا X#> وأ 
au.edu.rmit@mcmurray.adela  .  
FGHا اNه  آرB# )ًEJ ًاCL  
E%4او ما4.dا p  لH%( ا#ZOو  
 ,ا  
-$ ./0ن,  
ةار#آد 12  
 ! 3 ،ةرادا RMIT 
 5(2١٣ 8)  ،٢٣٩ عر< ،ourkB Aر#B ،نر
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 TIMRD) أE	ت ا ا%00 D ! 
 
  .2
1  اH 
رآ	&   رAK ا ا# J#I& اH(Eت، أ$#	0ت، ,ارات 3	 أو ادء (!
 ت <ML	
  
  لآ
	 ا
   ادارة
  
  ______________________________________________: أ$ ارك
  
  ا*) ($ ا%$' ا&%$ و#ك ا!  اق أو 	 دة  أآ ا  ا	 آ: )ان ا
  ٧٩٦١٥٢٩٩٣٠:  0 / .ن هx( ١: أBء اH.&$
  ٦٤٩٥٥٢٩٩٣٠: >E#D CBري هx. أ4ذ !> ( ٢                    
  
  أ4#B ($0ً Eح اB%(# اB!4hم  هNا اHGF( ١
  
  أواp >#X اBرآ (Bوع اHGF أ>) ، و(d $B E4*#p (4Og$/ اB%()ت أو ا4H$0ت ا4 ' L.Y ( ٢
  
  أB #H.F و!>ED (اء %( * ( ٣
  
  0*'                       :                             أB (4!	$/ g( ٤
  
    0*'                     :                  أB (4hام أB أو هE4( ٥
  
  :أ ([0( ٦
  .أت اH$ن (#W واaG، وأواp >#X اWض ا*م  هNا اHGF. أ
  .D !Bح  (0!Gب  اBرآ  هNا اHGF  أي و وG5 أE ($0ت (% ' E4' أ4hاY (*' أHري ([0. ب
  .  ECن  أE T#G HLة. اBوع ه Wض اHGF أو ا4رE~. ج
x >PY dHب أ)$، H$%$ ($PB اB*#ت ذات اH$* اhg  EC. Tg$ اB*#ت ا4 أY 4Cن ZB0( د
أذا أL4آ  .ار B> 0 أY' أن آ/ اBرآ$ $#5 . أو 00$، و44ح  اOg #4Oوض >#X Lوط هNا اCx
  .PY' أ(%ء اGار ي، أ اH.F ) EZB أن اBرآ$ $O*#ن ذS
اH$0ت ا4 B* )ل اHGF EBC أن P، و%E > . 04Yء  اHGF.BE *#ت اHGF ZB0 )ل و(* اd( ه
أE *#ت BC أن !4hم #4*Ex (  !4hم إ (* .......................................... .04 o اHGF $4' JوEه اX 
  (.٥أ0t 0% )اGTل >#X ا%4 
  
  ا% اBرك
  
  ___________________________:ا4رE________________________________________      :اd'
  (اBرك                                        )
  
  ____________________________:ا4رE________________________________________     :اd'
  (Lه >#X ا4$\                                 )
  
   P١ ٨اBرآ$ اNE أ>Bره' أ/  
  
   هNا اHGF________________________________      أواp >#X رآ 
  
  ____________________________:ا4رE__________________      (٢_________________ (١:ا4$\
  ($\ أو$ء اd                                  )
  
  ____________________________:ا4رE________________________________________     :اd'
  (Lه >#X ا4$\                                 )
  
 E	5 >#X اBرآ$ اGTل >#X 0!h  6#5 اBا% اB\
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 __________________:yrtnuoC_______________________________ :eman tnapicitraP
 __________________________________ :emiT ___________________________ :etaD
 ______________________________emiT weivretnI _________________.oN weivretnI
 
 
    ه اd-ض  & زAرة 3T آ$^؟.1 
 
  .2 آ gً Jeور 3T آ$^؟
 
  .3  أي  TA) أ-ى  أ$#-ا	؟ إذا 0! أر3 ا#TAT وذا؟ أوه. زرت أو TAZ ' eAرة 3T آ$^     
 
  .4 ه. JHم (eAرة 3T آ$^ ,Tك أو  K  D أو  K ا!/
؟
 
  ه. J!- (k0Z  -,1 (Z  اDT آ$^ و أي  TA) أ-ى ^ (eAرJj  أ$#-ا	؟. 5
 
  ه. TAZ ' 
!دة  -ة أ-ى إ8 اDT آ$^ أو أي  TA) أ-ى  أ$#-ا	؟ .6
 
  . وZ إ8 3T آ$^، آ	m آ0^ J!JZ JD]  #ى اMT ت  اH5 اl)T	؟. 7
  
  (!T وZ إ8 اDT آ$^ آ	m رأA^  #ى اMT ت  اH5 اl)T	؟. 8
 
  ت  اH5 اl)T	  اDT آ$^؟ وذا؟آ	m JH	  #ى اMT . 9
 
  ه ا'-AH ا)$ #'A- اH5 اl)T	  اDT آ$^؟  & ,	  #ى اMT ت و  #ى ا-ا, . 01
 وJ)$j  K ا	ح اHد 	&  & ا-ق ا%و$U؟
 
  	ح  & ا-ق ا%و$U؟ ذا J!#HT (kن 
8 (
TA 3T آ$^ ا!. Dب Tد أآ-  & ا. 11
 
  ذا J!#HT  & اB& 
p #
	 ,3ت ا	ح  & ا-ق ا%و$U؟. 21
 
   ه ا'-ق ا%-ى ا# AB& أن JDب ا	ح  & ا-ق ا%و$U؟. 31
 
أ آ& (kي 2- J!#HT (kن 	Z ا+H	 AB& أن Jsr- 
8 J!JZ و0q-JZ و$
آZ JD]  #ى اMT ت  . 41
 اB&؟
 
 
 
 
 <B-ًا 
8 و#B ا+	&
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APPENDIX C: Tourism Trends 
 
  Table (C.1) Global Tourist Arrivals, 1950 - 2005 
 
                                                                     International Tourist Arrivals Average Annual Growth% 
               
Source: (UNWTO 2006) 
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Table (C.2)  Global Tourism Receipts, 1950 – 2005 
 
Source: (UNWTO 2006) 
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Table (C.3) Global Inbound Tourist Arrivals 
 
 
Source: (UNWTO 2005) 
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Table (C.4) Global Inbound Tourism Receipt by Country of Destination 
 
 
Source: (UNWTO 2006) 
 
 
 340 
Table (C.5) Global Tourist Arrivals to Australia by Market, Calender Year, 1997 to 2017 
 
              Source: (Tourism Research Australia 2008)
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Table (C.6) Total Inbound Economic Value by Market, Calender Year, 1997 to 2017   
 
 
 Source: (Tourism Research Australia 2008) 
 
